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FOR MORE THAN THIRTY-FIVE YEARS 
FOLD+A+MATIC Ironer. Apex is on the move! The famo 


Spiral Dasher Washer, top-quality Apex Cleaners and thf 
new Apex Apartment-Size Washer complete the package . - 
it’s the hottest franchise in the industry! 
THE APEX ELECTRICAL MFG. CO.- CLEVELAND 10, OH! 
Lake State Products Inc., Jackson, Michigan 
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MERCHANDISING 


Plumber Foolishness 


GROWING source of irritation among elec- 

trical dealers is the refusal of plumbers in 

many sections of the country to install piped 
items—electric water heaters, automatic washers, 
dishwashers and garbage disposal units—when these 
items are sold by other outlets besides plumbers. 
This shortsighted policy on the part of many 
plumbers has been denounced by many of their own 
state associations and even in their own trade press. 
Yet the practice continues to grow and may easily 
result in hampering volume sales in these appliances. 

During 1946 and 1947, more than 1,500,000 
electric water heaters were sold and close to 1,500,- 
000 automatic washers. In addition, over 100,000 
dishwasher sales were chalked up last year—a sign 
that this relatively new appliance is headed for big 
volume in the years to come. Refusal of plumbers 
in many communities to install these appliances 
unless sold by them, or charging exorbitant prices 
for installation where they are sold by electrical 
dealers, is only going to act as a boomerang to the 
plumbing trades. This is not alone the opinion of 
ELectTicAL MERCHANDISING. A leading plumbing 
industry trade paper, Plumbing and Heating Busi- 
ness, took its readers to task recently in a series of 
six editorials analyzing the effect of this policy on 
plumbers themselves. They point out that there is 
one thing that makes every plumbing and heating 
contractor hit the boiling point: the consumer’s 
request that he install an appliance that has been 
bought from somebody else. Always that customer 
got told plenty and left the presence of the indignant 
plumber with his tail between his legs. ‘But,” the 
magazine points out, “the sequel is seldom told. The 
plumber who let his holy wrath spray upon the 
victims, always lost a customer.” 

If there are 50,000 plumbers in the United States, 
the magazine says, and each does it an average of 
only once a month, then the industry makes over half 
a million enemies every year. 


THER editorials pursue the point: 
‘‘Sufiicient plumbers are making livings today 
on nothing but installation and repair work to handle 
a big share of the installation and repair require- 
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ments in this country. They are looking for a day’s 
work, not primarily for a profit on equipment sold. 

“What actually is happening today? 

“Unconnected fixtures are not piled up in con- 
sumers’ cellars. In nearly every case, the fixture 
bought from someone else gets connected. Con- 
sumers may have a bit more trouble getting installa- 
tion service, but the trouble is not too great to pre- 
vent them from buying increasing quantities of fix- 
tures from your competitors. 

‘Refusal to install appliances purchased elsewhere 
is a lost cause. Some people are fascinated by the 
idea of dying for lost causes. But the businessman 
who wants to perpetuate his business should con- 
centrate on living, not dying.” 

“Are local codes and ordinances strengthened 
when you refuse to install what you have not sold? 
Again, the answer is ‘no.’ 

“First of all, it is obvious that the materials sold 
by mail order stores, department stores, hardware 
stores and other stores actually are duly installed. 
Maybe they are not legally installed, but they are 
installed. The usual code says that a licensed 
plumber must hook up water- and waste-connected 
fixtures; yet when the plumber refuses that hook-up 
service, the public simply ignores the regulations just 
as it ignored the prohibition laws. 

‘‘We must all bear in mind one obvious fact : while 
codes may be written and adopted with the aid of 
master plumbers, the codes are the creatures of the 
public. The minute any code is considered oppres- 
sive by an organized minority of the public, then 
that code is going to be changed, no matter what 
kind of advice the plumber may hand out.”’ 


W E AGREE entirely with Plumbing and Heat- 
ing Business. We believe further, that electrical 
leagues and associations in local communities might 
very well take the initiative in meeting with local 
plumbing associations in ironing out this vicious 


situation. 
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AND THESE NEW Laundry Thins 


BRING DOUBLE SALES AND PROFIT TO 
WESTINGHOUSE RETAILERS 


A brand-new Laundromat—a brand-new Clothes Dryer! It’s an odds-on bet that these talented 











Westinghouse twins will charm PLENTY of buyers! 
They're two of the greatest work savers and profit builders Westinghouse has ever produced. 
They've got exclusive Westinghouse features that add up to positive customer advantages. 
And there’s a complete ‘“‘Demonstrate-to-Sell Plan” that helps you prove the over-all superiority 


of these two products. 





TUNE IN: Ted Malone ... every morning, Monday through Friday ... A. B. C. Network 













0 eee ” ad 


hove shiek duikeiccnck acai 


Only the Laundromat has Only the Westinghouse 
the exclusive WATER Clothes Dryer has the ex- 
SAVER. Now, for the first tee 
amount of water to the size 
of the load. That means 
savings of up to 10 gallons 
of water per load. 
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ohn Doe is a successful heater dealer. John 
discovers that the makers of Heater A will 
give him a whopping discount, so he dis- 
cards other lines and takes them up on it. He 
chuckles with glee as he banks those extra 
profits. He isn't quite so happy when service 
calls to adjust Heater A begin eating into 
the profits. He is definitely unhappy when 
complaints lead to strained relations with = 
some good, steady, customers. He would be = P 
unhappier still if he knew what was happen- en STOVE COMPANY 
ing to the profitable goodwill he spent years pericnn stars Street 
building in his community. wees 








BRANCH OFFICES 






MORAL: It pays to look a gift discount in 209 S. Franklin St. 9.199 Fras 
} r 
the mouth! Tampa, Florida Newark . _— sie 
285 West Trigg Ay 3 i 
DEARBORN doesn't go after business on a Memphis, aa 3256 Milwaukee Avenue 






discount-on-top-of-discount basis—because Chicago, Mlinois 


Dearborn Heaters are worth the asking price. 
They build goodwill and future business, in- 





370 W. Broad Street 
Columbus, Ohio 






St. Louis Ave, g Mulberry St. 
Kansas City, Missouri 










Th : ' 911 
stead of killing it; they've gone to the top of Om oe Street 15 East Reno 
the heater field in dollar volume because mn Mivaths Oklahoma City, Okla. 
they're better than other heaters. Rennyson Building J nies ie 
347 Carondelet Street Lubbock, Texas 
. . . ' é ‘ 
The next time you're considering someone's New Orleans, Lovisiona yo. 
. . ° 2155 8 erchandise Mart 
big discount offer, think about next year and lake Street 135 
' ° Denver, Co! % Market Street 
the year after that—they're important, too! , Colorado San Francisco, Calif, 







3625 South Grand Avenue 
Los Angeles, California 





THE WORLD'S FINEST, SAFEST GAS HEATERS 
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2,000,000 Youngsters 
Need Our Help Now 


HE bumper wartime crop of babies, about 
5,000,000 larger than the population ex- 


perts expected, is reaching school age. 


At school these youngsters should find a good 
education awaiting them. That is their most 
cherished American birthright. 


But unless something is done quickly, mil- 
lions of these children will be cheated. They 
will crowd into classrooms already run on dou- 
ble shifts. They will move in with children who 
are now sitting two in a single seat. They will 
read germ-loaded books mangled by a genera- 


tion of use by grimy hands. 


So the continuing crisis in American education is 
given a new twist by unexpected pressure on school 
plant and equipment. 

The U.S. birthrate has jumped by leaps and 
bounds. Instead of declining in the *40s, as the ex- 
perts expected it would, the rate climbed from 17.9 
per thousand in 1940 to 21.5 in 1943. It jumped to 
25.9 in 1947, an increase of 45 percent since 1940. 
Result—by 1956 elementary school attendance in the 
United States is expected to jump from 18,200,000 to 
more than 23,400,000, an increase of about 5,200,000, 
or more than one-fourth. 

The rush has already begun. It will pick up speed 
next fall. 

Now, while this pressure has been building up, 
our public schools and their equipment have been 


running down-—first through inevitable wartime ne- 


glect, then because inflation and material and labor 
shortages made it difficult to catch up. 

If we are to give this bumper crop of youngsters 
the break they deserve—and reach the educational 
standards the nation needs— we must speedily do a 
major job of educational rehabilitation and expan- 
sion. 


Some headway has been made in overcoming the 
teachers’ salary crisis. 

Teachers’ salaries are improving. Pay problems 
were driving good teachers away from their posts in 
droves not long ago. But in the year since the 57th 
editorial in this series emphasized that crisis, the 
average teacher’s annual salary has increased about 
$300—from $2250 to $2550. 

True, increases vary enormously from state to 
state and from town to town. In a few states the 
average increase has been $500; in some less than 
$100. But, for the nation as a whole, last year’s in- 
crease put teachers about even in the race with the 
cost of living. After taxes, their salaries have risen 
68%, and the cost of living 67%, since 1939. In terms 
of pay increases, however, they are not nearly as 
well off as are industrial workers, whose average 
weekly wages after taxes have risen 108% since 
1939. They are far behind farmers, whose net income 
is now four times what it was in 1939. And teachers 
had notoriously low salaries to start with. 

A great deal more needs to be done in raising 
salary standards to put our school system on a firm 
footing. There are still about 100,000 teachers, nearly 
12% of all public school teachers, who hold tem- 


porary or emergency credentials. They cannot meet 
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prevailing standards, and not very severe standards 
at that, for persons holding their posts. 


The salary crisis, however, is easing. 


. 


Ill 


But now comes the new crisis in school buildings 
and equipment. 

We would have been hard put to get our schools 
back into shape after years of wartime neglect—even 
without a booming birthrate complicating the prob- 
lem. Right now, 85% of all public school buildings 
need major remodeling to remove health and safety 
hazards. 

And we aren’t building enough new schools to 
keep up with current needs, to say nothing of catch- 
ing up on those we were not able to build during the 
war years. School construction expenditures for 1948 
are estimated at $375 million — which is less than 
what was spent in 1939 With building costs twice 
as high as they were in 1939, that means we aren’t 
even holding our own—we are falling further behind. 


And now comes the rush of war babies. 


IV 


We must spend at least $11 billion on new schools 
and equipment in the next decade. 

Public and elementary schools must have $6.6 bil- 
lion. Equally important, another $4.4 billion must be 
invested in buildings and equipment in our private 
schools, colleges and universities if they are to meet 
the demands which will be made upon them. The 
private school and the privately endowed university 
are doing their full share and doing it well. The 
need tor them is increasing. 

These figures cover only rockbottom needs for 
educational plant and equipment. But statistics are 
a very restricted recorder of this crisis. 

You can see it better, I’m sure, in schools not very 
far trom your home. There are schools with leaking 
roofs and outdoor toilets in our greatest cities. There 
are schools where students still use histories and 


geographies copyrighted before 1920—books with no 


mention of World War I, the depression of the 1930's, 
the Russian Revolution or the rise of the dictators. 
There are countless schools where modern methods 
of visual education are completely unknown. 

All of these conditions promise to get worse — 
promptly —as that scheduled ‘5 million increase in 


the school population gets rolling. 


Vv 


The Metropolitan Life Insurance Company does 
not indulge in lurid prose. It says after painstaking 
study of the educational crisis that: 

“Unless definite measures are taken immediately 
. . . large numbers of American boys and girls will 
be deprived of an adequate education.” 

Currently we are deeply concerned about our 
military defenses. We are taking, and I think right- 
ly, emergency measures to strengthen them. But we 
must regard our schools as a part of our national 
defense as vital as are our armed forces. This is 
particularly true in these times of fifth columns and 


ideological warfare. 


If we are wise, we will raise our sights. We will 
give the continuing crisis in education the same 
urgent attention being given the more obvious 


but no more real crisis in national defense. 


Go to the school house in your neighborhood and 
discover what needs to be done to provide for the 
rising tide of young Americans. Ask your school 
board and your school administrators and teachers 
how you can help them. 

That is good citizenship. 

That is patriotism. 


That is our duty to the oncoming generation. 





President, McGraw-Hill Publishing Company, Inc. 


THIS IS THE 68tn OF THE SERIES 
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AUGUST IS A HOT MONTH 


ack-to-School' sales! 


for B 









“I'm crazy about my new college foommate” (It's a G-E 
radio), says Beyerly Cochran; popular university co-ed. 


See the August G-E“back-to- 


school ad” in Life, Look, The 


Saturday Evening Post, Country Gentlemon, Farm Journal, 
and Progressive Farmer, with their 71,948,000 readers. 





Model 150 


Handsome AC-DC and battery port- 
able with natural color tone. Maroon 
plastic case. Marvelous selectivity. Amazing 
power. New selenium rectifier. Model 150 
above. $39.95" 


*Western prices slightly bigher. Prices 
subject to change without notice. 


GENERAL 


PORTABLES + TABLE MODELS > 
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Wakes 'em up to music. A depend- 
able G-E clock—a natural color tone 
radio—an electronic reminder all in one. 
Superheterodyne circuit. AC only. Rich- 
looking rosewood plastic cabinet. Model 
60 below. $39.95" 






Model 60 


CONSOLES + FARM SETS 


S 





Model 102 


PLEcTajye 


BLT ul wl 


Get ready now for back-to-school selling. It’s the big 
money opportunity of the next sixty days— your chance 
\\for extra business if you feature and push G-E natural 
lor tone radios. Place your stock-filling order now 
h your G-E radio distributor. Or write today to: 

| General Electric Co., Electronics Park, Syracuse, N. Y. 


natural color tone 


RADIOS 







Big buy for the budget-wise. Big in everything but price. Big 
rosewood plastic cabinet. Big tone — natural color tone — plenty 
of power. 544" Dynapower speaker—with G-E Alnico 5. Model 102 


—a fast seller at $19.95.* 





Model 210 


Genuine FM plus AM. Built-in an- 
tennas for both FM and AM. G-E nat- 
ural color tone. Dial light. Tone 
control. AC or DC. Stunning rosewood 
plastic cabinet. 54" G-E Alnico 5 
speaker. Model 210 above. $64.95* 


JULY 1, 


Radio stations use the same repro- 
ducer. Hep-cats and long-hairs go for the 
G-E Electronic Reproducer and natural 
color tone of this G-E de luxe automatic 
combination. Model 304 below. $109.95* 





Model 304 


ELECTRIC 


AUTOMATIC PHONOGRAPH COMBINATIONS «+ 
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Let’s Stop the Appliance Gray Market! 


A veteran dealer presents a plan to eliminate the traffic 


in name-brand merchandise by non-franchised outlets 









J 
' By C. M. DAVIDSON 
y Davidson & Co., Inc., 
) Miami, Fla. 
” 
i EW and unusual methods of manu- For example: according to the New York strongly on this matter. He states that 
: facturing, distributing and selling Times, Mr. Hiland G. Batcheller, president Kelvinator has been working on the prob- 
~ are always developed in the years of Allegheny Ludlum Steel Corp., speaking lem for two years. He thinks they have done 
3 immediately following great wars. In the on June 2nd before the thirty-third annual a pretty fair job so far, and he believes that 
, appliance retailing industry the new phe- international convention of the National plans they now have under consideration 
~ nomenon is the non-franchised dealer or Association of Purchasing Agents admitted will allow them to do a much better job in 
- gray market appliance retailer. A year or that steel-makers have under-estimated mar- the future. By their forthright stand on 
m two ago, most established franchised dealers ket trends over the past two years. He gray market operations, both of these men 
’ ~ suffered with the gray market dealers as predicted that shortages of some steel have demonstrated that the legitimate, 
} - they would a bad rash or itch. They looked products “have yet to reach their height.” franchised appliance dealers need and can 
8 upon them as something very annoying and “Essential programs requiring steel, such expect the manufacturers to provide them 
— uncomiortable but which would, in time, as aid to countries of western Europe, mobili- protection from gray market retailers. | 
- disappear. zation, housing, atomic energy and freight Undoubtedly most of the other manufac- 
% It is now several years after the war, and cars, must be filled,” Mr. Batcheller said. turers feel just as strongly about gray mar- 
. we are finally awakening to the fact that “They cannot help but widen the gap be- ket operations as do these gentlemen. How- 
; - our itch is not only still with us but that it tween supply and demand of certain products ever, gray market operators only traffic | 
: now covers a great deal more territory and still further, but they are considered vital to in the top six or seven name brands for the 
= has increased from the slightly to the very our domestic economy.” simple reason that they are the easiest to 
— irritating stage. Suddenly, we have begun Dealer's Choice sell. Some manufacturers, because of their 
» to realize that what we had considered to be methods of distribution, have very little 
. a minor, temporary ailment now has all the While I cannot, at this time, speak for trouble with the gray market. This is par- 
- symptoms of cancer. We, the franchised many dealers, | know there are some who tially due to the fact that their retailers who 
ig _ retailers, distributors and manufacturers, are are in the same frame of mind that I was receive large shipments are large concerns 
ty - beginning to realize that this condition, if it in before I thoroughly investigated this situa- which sell appliances strictly to consumers. 
2 - is not corrected, can seriously impair, per- tion. I had reached the conclusion that I was hese manufacturers do not sell large quan- 
® haps even destroy, our present methods of going to look into this matter and if | tities of appliances to builders or dealers who 
~ distribution. decided that the condition would not or could might resell them to gray market operators. 
- + , not be corrected, I intended to open another Consequently, it is going to be mainly up 
Now's the Time : . : . 4 spares aint} 
retail store and operate it on a non-fran- to the big scale, name brand manufacturers 
What can we—what should we do about chised_ basis. to solve this problem. 
er 6S it?) Shall we dealers all become non-fran- Let's make this very clear and emphatic : P 
for the . . . E . Here's a Program 
a chised operators and buy any and all brands the non-franchised or gray market appliance 
atural : of appliances wherever and whenever we can retailer can be eliminated. But, this cannot What can we do to eliminate gray market 
ane 7 and sell them for any price we can get for be done overnight and it won't be easy. The operations in the home appliance field? The 
09.95 - them? Or is it possible to stamp out this solution of this problem rests almost en- first thing we need is a program. That is 
We cancerous growth before it develops any tirely in the hands of the manufacturers and a pretty big order. However, since it is my 
~ further ? most of them recognize this fact. Mr. A. M. job as Chairman of the Committee on Gray 
' Many dealers, distributors and manuiac- “Mike” Sweeney, manager of sales for the Markets for the National Electrical Retailers 
turers have been asking themselves these General Electric Appliance and Merchan- Association to prepare such a program and 
' questions and most of them believe that dras- dising Department thinks that the gray mar- because I am vitally interested as a harassed, 
tic action is necessary—and soon. Most ket dealers are a real menace. He stated franchised dealer, I will outline a program 
' manufacturers are cognizant of the situation. that, if we do not eliminate these dealers now, which I believe is, at least, a start in the 
: Many have been working on the problem for they may become so well entrenched that right direction. 
- = some time and feel that they have made con- they will be the “cut price” dealers of to- 1. We should change the guarantee so as 
a siderable headway toward solving it. morrow. He has already put in effect several to make the guarantee good only if sold 
Nevertheless, the non-franchised dealers aggressive policies which he believes will by a franchised dealer and providing the 
are still with us, and they are increasing in help solve the problem, and he is consider- factory serial numbers are on the cabinet and 
numbers rather than decreasing. The future ing other even more aggressive policies. Mr. mechanism. We should also make the war- 
outlook seems to project a picture which is Dan A. Packard, sales manager for Kelvina- ranty state specifically what exactly is 
very favorable to their continued growth. tor, is another executive who feels very (Continued on next page) 
ISION PTTT TTI TET TILT ii LitiiiiiiitLi iii iii ii iii iii iii 
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APPLIANCE GRAY MARKET (continued) 





guaranteed and for how long a_ period 
2. The franchised dealer should supply 
each purchaser of a major appliance with a 


title certificate which would show the serial 


numbers, the name of the seller, and the 
date of sale. There should be a statement for 
the purchaser to sign acknowledging the loss 


free labor during the first year warranty 
t shipped out of the 
irea Space should be 
provided on the certificate of title for trans- 


e appliance Was 
seller’s servicing 
terring sale from one person to another if 

is the manufacturer's policy to allow the 
guarantee to change hands. 

3. Manufacturers should announce the 
change in warranty and or guarantee in 
nation-wide 


This 


\) the change 


advertising campaign 
idvertising should point out: | 


in warranty; (B) the location of serial num- 
(C) that customers 
should buy only franchised 
(D) that the making the sale is 
responsible for free service during the first 
year of warranty (he furnishes the labor, 
the manufacturer the parts); (E) that no 
other dealer will furnish the labor free unless 
specifically provided in warranty; 
ufter the first year, 
will render service because his labor and the 
parts required are chargeable against the 
customer or the manufacturer 


bers on the appliances ; 
from dealers ; 
dealer 


(F) that 


any authorized dealer 


4. It should be made mandatory for each 
dealer and/or distributor to explain the loss 
of free service during the first year warranty 
if he is selling for delivery outside of the 
area in which he supplies free service. 


Penalties for Violations 


5. Penalties should be provided for viola- 
tion of the rules. When it is possible to 
secure the serial numbers from appliances 
sold by non-franchised dealers, the distribu- 
tor and dealer who originally received the 
appliances should be penalized 2 for 1 on 
the same models and the appliances so penal- 
ized should be immediately shipped to the 
distributor in the territory where the gray 
market appliances appeared. When a dis- 
tributor sells direct to a contractor who sells 
the appliances instead of using them, the 
distributor should be penalized 1 for 1 on 
the first offense and 5 for 1 if the distributor 
makes a second sale to the same contractor 
and the contractor again sells the appliances. 

6. All sales to contractors and/or builders 
should be on a written contract form which 
states that the appliances are being pur- 
chased for installation in a certain building 
and are not to be sold for installation else- 
where without the written permission of the 
seller. This contract should also contain a 
“buy back” clause wherein the purchaser 
agrees to give the seller the right to repur- 
chase the appliances if they can’t be used in 
the designated building or within the terri- 
tory served by the seller making the original 
sale 

7. If a franchised dealer should obtain and 
report the serial numbers of gray market 
ippliances sold or being offered for sale in 
his territory, and if this report should result 
in a penalty to a di 
the dealer 
should 


stributor and/or dealer 
reporting the serial numbers 
receive an extra 7 


penalty appliances for his 


1] ' 
allotment of the 


services, 


o. Dealers’ franchises should be revised so 
that they may be cancelled without the cus- 
tomary thirty days notice when a dealer 
makes a second gray market sale. 

9, Manufacturers, distributors and re- 
tailers should immediately unite their efforts 
to persuade newspapers and radio stations 
not to accept advertising carrying name 
brand appliances from other than franchised 
distributors and, or dealers. Distributors and 
dealers in each community should seek the 
issistance of Advertising Clubs, 
Chambers of Commerce and Better Business 
Bureaus in securing the cooperation of the 
newspapers and radio stations on this part 
of the program. 


local 


It is obvious that these are not my personal 
ideas. They are, for the most part, measures 
which have already been adopted by some 
manufacturers and those under considera- 
tion by others. For my part, | am merely 
combining all the ideas which have been 
presented to me to date into one program. 

I personally agree that the first item on 
the program—changing the guarantee—has 
a lot of tough angles to work out. Manu- 
facturers feel they have a service responsi- 
bility regardless of how or to whom their 
appliances are sold. They feel that if they 
attempt to sidestep this responsibility, it 
would create a certain amount of ill-will 
with the consumer. We dealers acknowledge 
this problem. But, what about the consumer 
ill-will that is being created by the gray 
market dealer who advertises that a specific 
brand electric range carries a five year guar- 
antee when the guarantee carried is, in fact, 
only for one year? What about the gray mar- 
ket dealers who tell their customers they are 
factory authorized agents and carry a stock 
of parts when they are not authorized service 
agents, have no parts available, cannot even 
purchase parts, and do not attempt to provide 
any service anyway ? 

No one who has investigated the gray 
market situation can deny that there are two 
sides to this argument. It is not, in my 
opinion, a question of deciding which will do 
the least or the most damage. We should 
and can find a solution to both problems 
if we will only try hard enough. I firmly 
believe that if a committee from the leading 
manufacturers, including their attorneys, 
would sit down with a committee of dealers 
and discuss these problems, they could be 


worked out to the satisfaction of all 


con- 

cerned. 
[ propose to submit my report to the 
National Electrical Retailers Association 


Leadership Conference which will be held 
in Chicago, July 11th to 13th. If they should 
adopt my report, it is possible that we can 
have a preliminary discussion of the program 
with the representative of the manutacturers 
attending this meeting. 

Why should manufacturers be interested 
in stamping out the gray market in house- 
hold appliances ? 
too obvious to be 


The answers are almost 
newsworthy. Manutfac- 
turers have a considerable degree of control 
over their franchised dealer. They have a 
very definite control over service policies and 
With a fran- 
are able to secure responsible 
lealers who have both the “know how” 


1 control over price policies 
chise they 


and 
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the financial ability. They are able to pro- 
mote better selling and advertising, better 
stores, better displays and all the things that 
promote better selling. All of these promo- 
tions cost the dealer money—plenty of money. 
They are a selling cost. 

What do-these things mean to the manu- 
facturer? They mean black figures instead 
of red; they mean progress and leadership 
and the good will of Mr. John Q. Public. 

What is on the non-franchised side of the 
ledger? The manufacturer sells his product 
and gets paid for it. But, how long will 
even this condition exist if the non-franchised 
dealers continue to grow and prosper? 

Personally, I think we dealers have sut- 
fered with this problem long enough. We 
have made substantial investments expecting 
to get the same protection from our manu- 
facturers as in the past. Now, some jack- 
leg, non-franchised dealer opens up a non- 
descript store and gets as much as we do or 
even more of our short appliances. We are 
left holding the bag. We have to sell the 
appliances that are really hard to sell. He 
sells just the easy ones and at a price to 
suit his fancy. He gets just the cream. We 
get milk, with some cream now and then. 
We are not kicking about the milk. We like 
it. We are kicking because the non-franchised 
dealer is getting a lot of our cream and for 
no good reason. 

For several years now we dealers have 
been hearing that there was nothing that 
could be done about the appliance gray 
market; that there was no use bothering 
about it because as soon as production got 
up it would automatically eliminate itself. 
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Removal Won't Be Automatic 


Thank goodness, we, at least, do net have 
to listen to this story any longer. I couldn’t 
find any authority who still thought the non- 
franchised dealer would be automatically 
eliminated. Even if refrigerators and ranges 
should become plentiful, which is extremely 
doubtful, most authorities now seem to agree 
that the non-franchised dealer would simply 
start cutting prices. Surely there isn’t any- 
thing to prevent them from doing this. 
Franchised dealers have service costs, pro- 
motional costs and many other costs. Non- 
franchised dealers have none of these. There 
is no sound reason why they can’t sell for 
less if they are permitted to continue on the 
present basis. 

When we get down to a final analysis, we 
find that our industry has reached the point 
where it must determine and clarify the fol- 
lowing management policies which are now 
being disputed by the non-franchised dealers : 
(A) Can the industry make satisfactory 
profits and progress under a non-franchised 
dealer set-up? (B) What is a franchise? 
(C) Is a franchise of any value to the 
dealer ? 

I believe that the industry can only pro- 
gress and profit satisfactorily on a franchised 
basis. I believe that a franchise means that 
all products sold under that particular 
franchise must be sold only by the franchised 
dealers in that community. I believe it is 
high time we sat down together and solved 
these problems to our mutual benefit. This 
is one dealer’s opinion. What is yours? End 
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A FINE SPIRIT OF cooperation exists between major and minor officials 
of the big distributing firm. Here, Charles S. Martin (center seated), presi- 





a 
tt 


. 
is MPbek ¥e bee 


dent; L. W. Brown, Jr. (on his left), vice-president, and A. Gordon Wootton 
(on his right), assistant te the president, confer with department heads. 


The Distributor Sets An Example — 


There are definite reasons why Atlanta’s Charles S. Martin Distributing Co. has 
become a giant in the southeastern appliance field, but the main reason is 


that everybody from the president to the truck-drivers is out to help dealers sell 


better distribution is 
Charles S. Martin be- 
will make it. 

Mr. Martin is owner and president of 


HEN 
made, 


lieves he 


me of the Southeast’s largest appliance 
distributing firms, at 250 Peachtree St. 
NW, Atlanta, Ga. His rise from the 
small town market and grocery business 
he operated 23 years ago to the multi- 
million dollar business he heads today 
is a result of rigid attention to the mer- 
chandising factors which undeniably 
make for The Martin cash 
registers are ringing—(during June. 
July and August of 1947, he sold 6,000 
Bendix washers, in a one and one-third 
percent market )—and there’s a reason 
why. 

In the first place, Mr. Martin has 
the highest regard for his 
having been a retail dealer himself, he 
declares he was “put in a position 
where I could appreciate the services 
that a good distributor should render 
to his dealers’, and he has taken full 
idvantage of the experience thus gained 
y applying it to his own distributing 
policies. In the second place, he be- 
lieves that the precepts and examples 


success. 


dealers— 
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By A. B. 


which a distributor sets for his dealers 
can make or break the retailer and 
he has shaped his merchandising pro- 
gram to guide his dealers in attaining 
success in the appliance sales field. 
This “everything - depends - on - the- 
dealer” attitude is a natural one for 
the Martin Distributing Co., inasmuch 
as the firm sells nothing to anyone 


other than retail dealers. That dealer 
becomes a preferred and exclusive cus- 
tomer, and the Martin personnel, from 
president to truck driver, treats him 
that way. The firm thus concentrates 
on serving the dealer in such a manner 
as to make him want to deal with it 
because of its policies and fair play, as 
much as for the products it handles. 


Asst. to | 

President 

V.- Pres 

Operations 
Promotion Service | Sales Builders Clerical 
& Adv. | Dept. | Manager Dept 


Comm Electrical Bendix Home Youngstown Heating Gas 
Refrig Appliances Laundry Kitchens Dept. |BipAppliances | 
Home | 
Service 
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Mr. Martin’s philosophy of setting 
an example for his dealers is evident 
in many facets of his business, One of 
the most striking of these is the system 
of departmentalization into which he 
has divided his firm. It consists basi- 
cally of classifying the products he 
handles into six distinct categories and 
operating each division under a de- 
partmental sales manager as a separate 
sales unit. He thus aims at impressing 
the dealer with the need of specializing. 

“We feel that the appliance dealer 
can make more money and do a better 
job by specializing rather than trying 
to handle all of the products in the 
book, as was practiced during the war,” 
he points out. “Each of our depart- 
mental sales managers has an average 
of five men under him who are spe- 
cially trained to go out and hold sales 
meetings with the and their 
salesmen and to teach them how to sell 
the appliances which they represent. 
Our experience has taught us that a 
dealer who does not departmentalize 


dealers 


his store into different categories, will! 
will not be able to get the maximum 
(Continued on next page) 
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Mr W oottor 
h Seegar, Kelvinator, ¢ opeland and 


representatives actually go out and 
et them an example. Of course, I don’t 


ve to tell you that our wholesale men 


ve to be train nd retrained and 
given all kinds of tests before thev are 
put out in the field Chere is no short 


cut to sales and we constantly are try 


g to impress this on the dealer to 
make him a better and more successful 

calcaa 

The training o salesmen in. the 


Martin establishment is conducted with 
he aid of visual demonstrations. In the 

sement of the firm’s building on 
Peachtree Street, a small auditorium 
with a seating capacity ot! SU has been 
constructed, and here the products to 
be discussed are set up and put in 
actual operation After the salesmen 
have learned their products thoroughly, 
they in turn take the information out 
into the sales territory and begin their 
own sales training meetings. These 
meetings are held every night, if pos 
sible, with various dealers. At regular 
intervals, group meetings are held in 
key cities, at which factory representa- 
tives, the firm’s officials or Mr. Martin 
himself is present 


% the firm 


The exemplary policy 
reaches a high peak in the operations 
of the home service department. Under 
the supervision of Mrs. Louise Ander 


has had years of experience 


son, who 
n this field, approximately 15 mass 
demonstrations are held each week in 
stores of dealers throughout the firm’s 
territory. Mrs. Anderson is assisted by 
five « apable demonstrators who work to 
show the dealer the advantage of teach- 
ing the user how to use her products 
nd get the most out of them 

“We have actually made tests in the 
held and have found out that a lot of 


people have been using appliances for 


is long as 10 years and have never 


known how to take advantage of some 
of the features the manufacturers have 


built into them. because thev were not 





nstructed,” says Mr. Martin. “That's 
why we continually work with the 
dealer to see that he passes on full in- 
structions in actual demonstrations and 
to so design his sales that the user will 
lend herself toward making other sales 
for him.” 

Besides setting an example for his 
dealers, Mr. Martin provides help for 
them in numerous ways. For example, 
the sales promotion department of the 
firm operates on the principle that a 
dealer who is not properly informed, is 
working at a disadvantage. This de- 
partment, set up in a separate office to 
itself, contains modern printing ma- 
chinery, automatic letter folders, auto- 
matic multigraph-multilith machines, 
mailing machines, addressograph ma- 
chines and other equipment. It prints 
an average of 5,000 pieces of informa- 
tion a day. An adequate stock of pro- 
motional material, mats and literature 
on all products which the firm dis- 
tributes, is kept on hand and dealers 
are posted on this material almost every 
day. 

“We ship out promotional material 
to the dealer the same day the order is 
received,” Mr. Martin points out, “and 
we handle an order for one piece of 
material just as carefully as we do an 
order for a hundred pieces. We charge 
the dealer only what the factory 
charges us and stand the loss of handl- 
ing, packing and mailing ourselves. 
We also send our dealers bulletins 
telling them the highlights of what is 
happening in the appliance world, 
thereby creating a good way of talking 
with him and putting things across to 
nim. 


Promotion Opportunities Used 


Mr. Martin believes in taking ad- 
vantage of every opportunity to pro- 
mote the products his dealers sell, to 
the public. He establishes an oversize 
booth each year at the big Southeastern 








auditorium, Charles S. Martin addresses members of his sales department. The auditorium seats 80 persons. 


his 


Fair held in Atlanta and invites 
dealers to come in and help man it. An 
estimated million persons see this dis 
play annually. He also participates in 
the annual Southeastern Women’s Ex 
position and the annual Builders’ Show, 
which draws an audience every yeat 
of approximately 60,000. The firm has 
an advertising appropriation of ap- 
proximately $100,000 for 1948, which 
will be used for promotion via news 
papers, radio, outdoor and other torms 
of advertising. 

: brand new~service instituted by 
Mr. Martin is the builder’s department. 
An expertdrom the department, trained 
in the firm's products, calls on arcehi- 
tects throughout the state of Georgia, 
furnishing them with specification 
sheets, catalogs and names of Martin 
dealers in their vicinity. New home 
owners also are furnished a list of 
products and a friendly letter from the 
firm explaining how their purchase 
may be incorporated in FHA home 
buying plans. These letters invariably 
mention the name and address of the 
retail dealer in their vicinity who han- 
dles the products, and assures the 
homeowner of his cooperation. 

“Of course, the dealer is furnished 
with a copy of the correspondence that 
he may follow up and if he needs help 
in closing the sale, we’ll provide it for 
him,” says Mr. Martin. “We also im- 
mediately contact the architect for the 
building and give him all of the infor- 
mation about the various products on 
that particular house. This is entirely 
a new feature and we feel that we are 
rendering our dealers a service that 
will mean a lot of extra business fot 
them.” 

During the terrific freight car short 
ie of 1947, Mr. Martin found that he 
could not get a sufficient quantity ot 
Youngstown kitchens. To keep this 
equipment coming in good supply to his 
dealers, he bought a fleet of three 45 
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PROMOTION —.- sales promotion department of the Atlanta firm 


prints an average of 5,000 pieces a day to assist dealers throughout the 
state of Georgia in selling and servicing equipment. 


ot trailers which would haul the same 
mount of Youngstown kitchens as a 


box car 


() foot would. These huge 
each began to make a regular 

to the factory every week and have 
ntinued this schedule to date. 


and 


Even 
Ken- 
wky and Ohio roads, the big trucks 

le their runs and Youngstown kitch- 


en ice snow covered the 


ontinued to roll through Georgia. 
service matters, Mr. Martin’s pol 
been to refuse to distribute any 
rchandise without keeping an ade- 
ment parts tor 
Headed by a 


and 


ted by 
rtment. 
rainead 


supply OL re pl i 


irticular product 


service manage three 
archi stant service managers, this section 
corgia, the firm not only holds periodical 
State 


service 


ication 
Martin 
home 
list of 
om the 
irchase 
home 
ariably 
of the tor, 


rvice schools throughout the 


lso employs a_ traveling 


presentative who will go to any deal- 
sistance on call 


dealers know that our philoso 


holds a mass demonstration 
10 han- 
es the 
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phy on service is that no product is any 
better than the organization 
behind it,’ says Mr. Martin. “In At- 
lanta, we maintain centralized service 
on Bendix home laundry delivering, 
installing, servicing and demonstrating 
for all of our Atlanta dealers. By do- 
ing so, \tlanta 
lappy with 
and will get the best 
service possible. We take the exper! 
ence we gain by this centralized service 
and expound it to 


throughout the 
} 


seTvice 


Bendix user in 
is assured that she will be 
her 


every 


machine 


other dealers 
State ol 


enent by our experience, We 


Georgia, so 
they can 
have a modern shop, tools and equip- 
ment and it a dealer has a problem he 
cannot solve in the field, he knows he 
can call on us and we'll fix it for him.” 

\s a final, but important, example 
to his dealers, Mr. Martin has a modern 
display installed a little 
than a year ago at a cost of more than 


room, more 


DEMONSTRATION —«--. Louise Anderson, home service direc- 


in the showroom of a Martin dealer. 


SERVI E_~ section of the modern repair department. The unique 
Bendix repair device in the center is mounted on ball bearings and the entire 
machine can be serviced from one position by a turn of the wrist. 


$100,000, 


The showroom Is kept spot 
ess at all times with neat arrangements 
of appliances throughout. 

“We are wholesalers only but the 
showroom is so appealing, two people 
are kept busy explaining the merchan- 
dise in it to the swarm of people who 
Mr. Martin 
“We feel like the same thing will hap 
pen to the retail 
keeps it attractive 


course, we 


come in anyway,” says 


dealer’s store if he 
and inviting. Ot 
direct all of the floor traffic 
in our store to our dealer of 
choosing. No 


shown here.” 


the cus 


tomer’s preference is 


No Newcomer to the Field 


Mr. Martin 
made to his present position began in 
1923 Delco light 


plant for his grocery and meat market. 


The long climb which 


bought a 


when he 


This equipment so impressed him he 
took on the dealership for two Georgia 


counties for Delco lights and pumps 
Three years later, he added the Frigid 
aire line and 15 additional counties to 
his business area. From this operation 
he expanded in the retail 
had 35 retail appli 
\tlanta to Augusta 
operating in 50 Northeast 


appliance 
business until he 
ance 


and 


stores trom 
was 
Georgia counties, 

In November 1938 Mr. 
signed a contract with Bendix 
tributor for the 


Martin 
as dis 
and 
his present tirm came into be ing. After 


State ol 


(seorgia 


December 1941, he liquidated his retail 
stores and has since concentrated on the 
wholesale business only 


staff of four on \ 


From a total 
J Day the organiza- 
tion has expanded to 125 employees 


Besides the headquarters in downtown 


\tlanta, which contains 10,000 sq. ft. 
of floor 


firm has one five- 


50,000 


space, the 


story warehouse with about 


sq. ft., another of 20,000 sq. ft Ena 


DISPLAY— section of the Martin showroom at 250 Peachtree Street, 


features modern selling stations and an excellent arrangement of appliances. 








career 
business 
much capital 


a minimum 
1 } - - - 
selling and a good share of the service 


work himself 


came 


have time to keep books, so he hired a 


enough 


which the owner 


were discovered, it was too 


not have time to know where he stands “ 
financially 
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and some advice on how to 


By CLOTILDE G. TAYLOR 


t diye: c beer t of prophecies of late about the number of 
elect? lealers who are going to fail within the next few months. 
Sone cml u come true. Perhaps you are one of the dealers who 
feels a little uncertain about what may happen to you. Would it help to 


a few dealers actually did drop out of the picture, with the 


dea perhaps of suggesting some pitfalls you might look out for and 
id 
4 au 
in the first piace et's make tt clear that it ts no one iype oy store 
which seems to be particularly vulnerable. It is not, for instance, the 
purely electrical dealer who has failed, any more than it is the store 


Some- 
been the fault of the proprietor at all, except 
wise enough to foresee that the unexpected may 
happen. Because failures are not popular topics of conversation, at least 
among the But these are all 


ocated on the main street, or, conversely, the one in the sticks. 


times has really not 


that he had not been 


, ” 
ones who fau we wii not use names. 


fuai €xrampies 


No. 1—The Dishonest Bookkeeper 


§ Yew RE is, for instance, the very 
enterprising dealer who started his 
as a salesman and then went into 
for himself. He didn’t have 
but put 


oughly and frequently 
understood by 


inspected 


no pilot should navigate. 


he in his own 


time and kept his overhead down to 


doing most of the outside 


So far this sounds like 
story. But the joker 
found that he did not 


real success 


in when he 


in to do that. His judgment was 
poor, for the man was not honest. He 
kept the books so they looked sound 


to the very hurried inspection 


of the store was able 
but he 


collected 
When his peculations 


) LIVE then 


money 


put large sums of 
trom customers 
nto his poc ket 


’ 
late to Save 


business. There is a moral to this 
hich can be read as saying that no 
owner should be so busy that he does 


\ good set ot books, thor- 
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the man who owns the 
firm is the depth gauge without which 





He put large sums of money collected 
customers in his own pocket” 


Why Some Dealers 
FAILED 


Case histories of a number of stores that failed in business 


avoid following in their footsteps 








“ . . He thought it would be a good idea 
to add a couple of salesmen” 


No. 2—The Hungry Salesman 


HEN there is the man who started 

in a small way, with his wife and 
himself doing practically all of the 
work—she kept books and waited on 
store customers, while he did the out- 
side selling. They did pretty well and 
finally the time came when he thought 
it would be a good idea to add a couple 
of salesmen, while he moved into the 
office and his wife stayed at home. This 
is what wrecked the business. For he 
hadn’t realized that to pay the salaries 
of two salesmen would involve having 
to double the business of the store, plus 
earning a salary for himself, which had 
previously come out of commissions on 
his own sales. This meant that a very 
much larger stock was required, larger 
quarters, a more extensive service de- 
partment, higher costs of advertising. 
More appliances were on his floor, do- 
ing nothing to earn their keep; more 
were out on time, with only driblets 
coming in every month. The sudden 
burden coming all at once was too 
much for the business to bear. He 
didn’t have capital enough to carry 
over the period of transition ; he fell be- 
hind in his payments, couldn’t take ad- 
vantage of discounts, began to cut 
prices to meet increased overhead— 
and failed. 


and 
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No. 3—The Tail Wagged the Dog oo 
HERE was a good little store in 

a small city which was doing very eal 
well under the aggressive salesman- ep 


ship of its owner. It had grown suffi- an 





ciently so that it could support several ¥ itl 
salesmen in the field—in fact, it was | n 
doing business pretty far out into the [§ sale 
surrounding rural area. So the owner | ny 
thought it would be a good idea to sim] 
open up a branch in another city which J *e 
could care for some of the more distant J w'tl 
customers and build up a second ex- firm 
panding circle. He put in one of his av! 
most aggressive salesmen as manager €10 
and turned him loose. It just didn’t lat 
work. The man was a good salesman ; rig 
but he was not a good manager. H: Vas 
didn’t watch his credits carefully, he adi 
took trade-ins at inflated values, he J °vé 
didn’t have the ability to pick and @ ‘oh 
organize an effective group of sales- “api 
men. The owner was so busy seeing @ Walt 
to it that his own store’s activities were ery 


a success that he did not have time t 
check carefully what was going on, 
until it was really too late. The second § 
store had become such a drain on the 
first that it dragged it down with it 
and both had to close their doors for a 
time. This, incidentally, is a pre-war 
story—and the home dealer is now back Ff 
in business again, strictly on his own. 
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. The second store dragged the first 
down with it” 
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He was trying to keep up repairing 
radios” 


No. 4—Fancy Name— 
Fancy Price 


4 rRICTLY post-war is the story of 
the young man, just out of the army, 
vho bought a business from a man 
ho assured him that it was a going 
oncern, with a number of valuable 
ranchises. He paid out practically all 
his money and then found that he 
really had not received very much ex- 
ept the lease on a store and a fancy 
ame. For most of the firm’s accounts 
vith jobbers had been for some time 
a cash-down basis and the whole- 
lers were not inclined to look with 
any sudden favor on the new owner 
simply because he was new. Some of 
the franchises were on a quota basis, 
vith the quotas very, very small for a 
firm which had no particular record of 
having made sales in the past. Just 
before he went under he complained 
that he had been shipped only one re- 
irigerator in the past six months. He 
vas trying to keep up by repairing 
adios, but not making enough at it to 
over his rent. He had no other strings 
to his bow; he obviously did not have 
apital enough to tide him over a long 
vaiting period; he was not even trying 
very hard. He went under. 














The landlord, once the investment was 
made, raised the rent” 


No, 5—Lack of Liquid Capital 


DIFFERENT story is that of the 
enterprising and prosperous ap- 
pearing firm on a main street, which 
had rented a frontage that had once 
been an apartment house and converted 
t into a really attractive modern store. 


a 
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The manager fad all sorts of ideas 
about promotiefs, most of them good 
ones. In its first year of operation, the 
company had made itself widely known 
in the community because of its lively 
broadcasts. It did a good business in 
records and was laid out to go straight 
ahead on a big scale in the appliance 
field as soon as appliances were avail- 
able. But—it had spent about $25,000 
in renovating the apartment-house 
quarters and it had also spent con- 
siderable in its initial promotions to 
make itself known. It had started early 
and the wait for appliances proved to 
be just too long. Added to that, the 
landlord, once the investment was al- 
ready made and nothing could be done 
about it, raised the rent. This firm 
thought it was well financed, but it did 
what quite a number of other firms had 
done—spent lavishly at the start for 
fixtures and building, not leaving 
enough liquid capital to keep things 


going. Its overhead was excessive. 


Moreover, it hadn’t secured an iren- 
clad, long-term lease before remodel- 
ing. Its door closed a few months ago. 


. 











“. . . They are like clothing concerns which 
keep a ‘Fire Sale’ sign in the window” 


No. T—The Cream Skimmer 


These are just sample cases, but lots 
of other things can happen to cause a 
dealer to drop out of the picture. There 
is, for instance, the large concern in 
another line which put in electrical 
appliances because it was apparent 
right after the war that there was go- 
ing to be an excessive demand for them. 
The manufacturers were glad enough 
to have an account of this standing, and 
it secured some good franchises. This 
firm was glad enough to have the equip- 
ment to sell, so long as the demand 
kept such transactions in a seller’s 
market. But the minute customers 
ceased to beg for electrical appliances, 
they became troublesome fo1 a firm to 
handle which was not geared to this 
kind of selling. The management did 
not want to put on a large staff of out- 
side salesmen, nor did they wish to in- 
stall a service department. They have 
not so much failed, as they have 
dropped appliances from their list of 
articles handled. Or rather, they soor 
will have done so. Right now, they 
still have a token department, han- 
dling only such articles as are still in 
short supply. 

There is also the type of business 
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which corresponds in a way to the 
clothing concern which keeps a per- 
petual “fire sale” sign in its windows. 
They never intended to do anything 
except skim off the cream. Sometimes 
they operated right on the verge of the 
black market. This type of merchant 
has to be ready to pull up stakes and 
move out of the country at any mo- 
ment. Right now the stakes are pretty 
loose and any morning may find a “For 
Lease” sign on the premises. 
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“ 


. He had to stay in most of the time 
because there was no one to take over” 


No. 6—Flabby Selling Muscles 


Here is a case that is just run-of-the- 
mill these days. This dealer started an 
electrical business in a fairly large city. 
He couldn’t secure a store in the main 
business district, nor could he afford 
the rents in such an area, so he opened 
up in a suburb. He had never run an 
electrical store before, but he used to 
be a lineman with the power company 
before the war and he knew something 
about electricity. He couldn’t secure 
any of the well-known standard lines, 


but he did get franchises for a number 
of good appliances, though they were 
not so well known. He got plenty of 
orders for them too, in the days before 
there to be People 
came in asking for refrigerators and 
and 
deliver 


were many had. 
when he 
couldn't just then, he 
asked a deposit and he 
wrote down their names in a book. His 
iather-in-law kept him supplied with 
junds enough to fix up the store and 
pay rent, for a while, anyhow. 

Some of the funds he took in as down 
payments went toward paying for 
things like the telephone and lights and 
office supplies. When appliances did 
begin to come in, he found that not all 
of the people who had signed up really 
wanted them—in fact, there were quite 
a number who came in to ask for their 
money back because they had bought 
elsewhere. It took most of the profit 
he made on the appliances he did sel! 
just to pay back customer’s deposits. 
Then all of a sudden, deliveries came 
in a flood, not everything he wanted, 
but plenty of some items—more than 
his customers seemed to want to take. 
He found himself some pretty. 
serious sounding bills at the wholesal- 
ers and he decided to cut down on ex- 
penses. This meant that he discharged 
the office girl and canceled the adver- 
tising that he had contracted for. He 
had to stay in most of the time because 
there wasn’t anyone to take over when 
he was out and that meant that some 
of the sales he might have made if he 
could have followed them up in the 
field were lost. He would have liked 
to put on a salesman, but decided not 
to risk the added expenditure. His 
jobbers cut down on deliveries and be- 
gan to ask for cash with each sale. His 
father-in-law began to ask questions 
about funds. Offered a job again with 
the power company, he gave up. 


ranges washers—and 
them 


them to pay 


with 


HERE is no point simply in telling of disasters. But a good many of 

these failures could have been avoided; some of them might even 
have been saved at the last moment if their owners had just been a little 
better business men, capable of analyzing the business picture which 
their books present, with sufficient judgment to know where it is ad- 
visable to cut expenditures—and where cutting means merely crawling 
back into the hole and pulling the hole in after you. 


Some of the apprehension felt at the present time by dealers who are 
new in the electrical business may be due simply to the fact that people 
are not coming into the store quite so eagerly to beg for deliveries. 
This is nothing to be afraid of. It means merely that the sellers’ market 
is about over. Dealers are faced once more with having to pay out 
money to make sales. They will have to have more money tied up in 
stock on the floor of the store, more going out in salesmen’s commis- 
sions, more money paid out in advertising. They will have to learn to 
meet competition in the taking in of trade-ins, without losing money at 
it. Some of their rivals will give premiums, some will cut prices or 
give soft terms; some may extend the period of free service to un- 
profitable lengths. He will have to learn to make his sales story so 
sound that the customer will want to buy what he has to offer because 
in the end quality of product and of the firm which sells it is the best 


bargain for the customer. 


The dealer who survives will have to advertise at the same time that 
he watches overhead. He will have to be aggressive and forward look- 
ing, spending money where needed, at the same time that he cuts down 
on flourishes and useless expenditures. In short, he has to use good 


judgment. 


If vou have it, you are probably O. K. 


anyhow. If you 


haven't—well, perhaps you had better close those doors after all. 
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USING A CRISS-CROSS STREETS DIRECTORY furnished by the tele- APPOINTMENT SECURED AT A TIME when the family will most enjoy 
« phone company, Marshall H. Smith, of Cleveland Television Sales, Inc., , television entertainment Smith hustles a receiver into his car, along 
calls a residence in a concentrated area in middle-to-high bracket incomes with antenna and tools and goes to make a temporary installation 


SEARCHING FOR A SUITABLE LOCATION for the temporary antenna WHEN FINALLY SATISFIED WITH THE PICTURE, (otherwise h: 
, installation is the next step. Here he slips the antenna up behind a « would not leave set), Smith tells home-owner or wife exactly how t» 
Dp or porch column, then goes back to see how the picture looks operate the receiver. He says call at anytime, day or night for hel 
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SMITH SETS UP THE TEMPORARY, PORTABLE ANTENNA in the 
home living-room, all the while chatting with whoever is at hand (off 
to right in this picture) and never mentioning price or high-pressuring 


| Three-day, hands-off home demonstration 


SELLS 


Television Sets 
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SMITH THEN LEAVES. “The set’s yours for three days and nights. I'll 
telephone you then,” he concludes his first appointment. By the time the 
second appointment is secured, says Smith, closing the sale is easy 
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Marshall Smith of Cleveland Television Sales, Inc. 


has developed a highly successful technique in clos- 


ARSHALL H. SMITH and 
M Mire L. Rovtar, aggressive 

partners of Cleveland Televi- 
sion Sales, Inc., that city, hit a tele- 
vision receiver sales record early this 
year, according to a local distributor 
(RCA Victor). The partners credit 
a special home demonstration tech- 
nique with the honor. 

Biggest cog in the sales method, they 
reported, is a hands-off, three-day 
home installation of a television re- 
ceiver—hands-off, in this regard, 
meaning that the set is left in the 
family’s midst without a moment's sell- 
ing effort during the demonstration 
period, 

To “begin at the start,” however, the 
sales procedure was not an overnight, 
snap-decision development. When 
television came to Cleveland last De- 
cember, the partners huddled in their 
Bedford (suburb of Cleveland) store 
over the idea of opening a special sales 
department for the new appliance. 

“We had no qualms about selling 
television receivers,” said Smith. “We 
think they are marvelous merchandise, 
with high-profit potentialities. It was 
just that we didn’t want to swing into 
sales promotion half-cocked, with no 
studied, clear-cut merchandising plan. 

“So we dug into trade paper stories 
of dealers’ experiences along this line. 
We took a good, long look around. 
Finally we settled for the home demon- 
stration idea—in fact, it was an ELEc- 
TRICAL MERCHANDISING report on suc- 
cessful efforts along this line in St. 
Louis that impressed us most. 

“We gave the idea a few embellish- 
ments of our own and a short time 
after launching our promotion we be- 
gan to realize practically 100% success 
in television sales efforts.” 


The Television Picture 


Briefly, here’s the television sales 
picture as Smith sees it: 

He is confident that sales possibili- 
ties are tremendous, but he warns that 
too many electrical dealers might be 
harming the trade as a whole, as well 
as stepping on their own toes, through 
their in-store sales tactics. The item 
is still “touchy,” or temperamental. It 
can’t be lined up with other appliances 
on the store sales floor, for instance, 
and be treated on a par with them in 
selling efforts. 

30th Smith and Rovtar believe that 
television receivers should be classed 
as a specialty sales item. Store demon- 
stration and the manner of demon- 
strating a washer or ironer, let’s say, 
are “out” in their merchandising setup. 
They point to their own experience 
(prior to the current sales program) : 

A receiver installation in the Bed- 
ford store, late last year, brought heavy 


ing video sales ... Here’s a step-by-step description 


By WALTER RUDOLPH 


store traffic but didn’t help television 


Smith counted about 
55 people in the store on one demon- 
stration When prospects 
were singled out during and after a 
televised program they invariably said 
“No thank you a 

moved slower, too. 

This 
brought on by several factors: 

First, the picture was 
viewed by most persons from a bad 
vantage point. Only a few could stand 
or sit immediately in front of the re- 
ceiver and its picture, and be reason- 
ably comfortable during the demonstra- 
tion. Others craned their necks, were 
restless, and often walked away seem- 
ingly discouraged and unreceptive. 


sales, they claim 


occasion 


Other merchandise 


reaction, it was said, was 


television 


Again, unless an elaborate television 
salon is provided in the store, on-the- 
floor receivers are likely to be regarded 
as more of a curiosity than a very prac- 
tical, appliance. 
Customers walk up to them, hitch their 
shoulders, and walk on. 


entertaining home 


Handicaps to Demonstration 


Another detriment to in-store dem- 
onstrations is the very fact that the 
receiver is set up in the store—the 
average store is located in a dense, 
downtown section of business buildings 
and the quality of the picture is rarely 
as fine as it might be. Heavily trav- 
eled streets in the store neighbor- 
hood, etc., bear on reception strength 
and clarity, according to Smith. 

“If you can’t show a good picture, 
you’ve got two strikes on you right 
away,” he said. “And in the store, 
with a sizable group around the re- 
ceiver, you find that if only one or two 
persons are so unfavorably impressed 
that they indicate their feelings or make 
a disparaging remark, their attitude is 
very contagious. The whole group is 
prone to catch the debunking spirit. 
That’s bad business.” 

As their final indictment of in-store 
demonstrations, the partners cite com- 
ments from prospects as they are ap- 
proached in the present merchandising 
plan. Frequently when a prospect is 
telephoned and a home demonstration 
appointment sought, he or she remarks: 

“Oh, I don’t think we're interested 
right now. We've decided to wait un- 
til reception is greatly improved—yes, 
attended demonstrations in 
(various stores are named), and re- 


we've 


ceiver prices don’t strike us as good 
investments, what with the rather poor 
quality of some pictures.” 

Of course Smith and Rovtar readily 
refute that kind of talk now, as their 
sales record bears out. But there it is— 

“Now we don’t even leave a re- 
ceiver in a home for trial unless we 

(Continued on page 184) 
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WASHING MACHINE 


FOR ea 
INLY WASH 


ON OUR EXCLUSIVE METER 


1sLalled in your Own Home 


44k FOR FULL 8 


NINE OUT OF TEN housewives like this one will buy a Launderall after they have heard the Rent-A-Plan story, says 
Sam Boyd (right), lessee of the Hadley appliance departments, and one of the first to use the meter as a sales tool 
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INVENTOR WALKER who heads Walker Electrical Supply, even gives enthu- 





siastic sales talks to his store manager, Carl Olson (left). The meter is set in 
flush in the side panel of the washer, can be easily removed for coin collec- 
tion. Walker thinks they are virtually tamper- and slug-proof, expects to sell 


over 12,000 meters this year 





THE QUARTERS ROLL in, as Irving Walker, Worcester Launderall dis- 


tributor and Kimeter manufacturer, gleefully shows Sam Boyd. Once installed 
in the customer’s home on the 90-day rental, Kimeter equipped Launderall 


swallows a quarter for each wash. All collections, plus the $20 installation 
fee, are applied toward the purchase price 





HE lady on the other end of the 
telephone sounded sore. 

“You send someone up here 
right away and take the meter off my 
washing machine,” she ordered Irving 
Lepore, manager of Hadley’s radio 
and appliance shop in their Worcester, 
Mass., store. 

Dutiful, but puzzled, Mr. Lepore 
hustled out to her house. Both he and 
Sam Boyd, president of Boyd’s Ap- 
pliances, Inc., lessee of the appliance 
departments in the Hadley Furniture 
Co.’s Worcester, Springfield and Wa- 
terbury stores, were in a state of 
anguish over this possible first sign 
of the complete and utter failure of 
their experiment in coin meter sales of 
washers. Only the day before they had 


ELECTRICAL MERCHANDISING—JULY 


sold the machine on the Rent-A-Plan 
basis. The lady had agreed to take it 
for a 90-day trial, paying a $20 instal- 
lation fee, depositing a quarter in the 
meter with each use, and with the 
option of buying during or at the end 
of the trial period. All meter-collected 
moneys and the installation charge 
would be applied against the purchase 
price, of course, if the lady decided to 
buy. It had looked like a good deal, 
a clever promotional angle. But here 
was this lady—and she didn’t sound 
happy. 

When Lepore reached the lady’s 
house her attitude was still the same. 
She wanted the meter out—but quick. 
Oh, no, there was nothing wrong 
with the washer; it was a lovely 
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washer. The trouble was that she’d 
run out of quarters just when she 
wanted to use it and decided that she 
would buy it outright instead of having 
to fiddle around with a coin meter 
every time she wanted to wash clothes. 

“Just take the meter out, that’s all,” 
she said. “And here’s the money for 
the washer.” 

Back at Hadley’s Sam Boyd relaxed. 
And Irving Walker, president of the 
Walker Electrical Supply Co., 15 
Union St., Worcester, Mass., heaved 
a bigger sigh of relief. After all, he 
made the meter. It was his baby. 


Beginning of a Baby 


Walker got the idea for his baby, 
now called Kimeter, some 18 months 
ago and he originally intended to use 
it primarily for apartment houses, 
fraternity houses, and other group 
dwellings. By the time he’d spent 13 
months in tooling and getting dies and 
two more months in getting the bugs 
out of his gadget he had another idea. 
It was, simply: use the meter to sell 
appliances to consumers. 

Primary business of the Walker 
company is the distribution of appli- 


ances. He handles Electromaster ranges 
and Launderall washers, among other 
appliances, and it seemed like a good 
idea to apply the meter to Launderall, 
thus boosting sales for himself and his 
own dealers as well as realizing a 
manufacturer’s profit on sales of the 
meter itself. When Hadley’s took the 
meter on in early February it was 
pretty much in the nature of an experi- 
ment. 

Boyd’s initial order for Kimeter- 
equipped Launderalls was six. He also 
got three without the meter. In less 
then four weeks he had sold these and 
ordered 11 more, attributes 90 percent 
of the sales to the meter. “Perhaps we 
could have sold some machines in that 
time without the Kimeter as a sales 
tool,” he says, “but not many.” 

Boyd figures that use of the meter 
has increased his Launderall sales from 
300 to 400 percent. Similar reports 
have come in from other dealer users. 
A retailer in a small Massachusetts 
city sold no machines whatever from 
November to February and had six in 
inventory. Then came Kimeter and so 
did sales. In part of February and 

(Continued on page 180) 
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Air 


Conditioning 


Specialist 


The “package deal” offered by H. A. Daugherty 
& Co., of Orlando, Fla., appears to be just what 


the customers in that city are looking for 








H. A. DAUGHERTY, owner of the firm and an appliance dealer for 13 
years, has moved his business into its present position of leadership by the 
application of scientific methods in selling and service. 














EFFICIENT LIGHTING and a systematic arrangement of major appliances make shopping an easy matter in the large 
display rooms of the Daugherty company. 


N Orlando, where the sun beams entific methods of design, packaging, 
f down with a boogie beat for 10 nstallation and selling, he has today 
mont of the year, air-condition- become a giant in the field. In the next 
neg ! ‘ wr comfortable 12 mont he conservatively estimates, 
ng. In fact, the central Florida city } firm will sell approximately 1,000 
presents one of the most satisfactory tons of air-conditioning or about 175 
markets for packaged air-conditioning jor units. This figure does not in- 
n t ition, according t H \ clude the sale of several hundred 
Daugherty, owner of the firm which smaller units, should they become avail 
bears his name in that city able in quantity. 
Mr. Daugherty began to tap the air Mr. Daugherty’s success in selling 


conditioning market in Orlando eight him 


enthusiasm for 


attributed by 
-(1) 


air-conditioning is 


years ago. Through the application of to three factors 
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his product; (2) a “package plan” of 


which eliminates fees, 


time 


selling extra 
costs to the 
buyer, and (3) a simple service plan 
which [ 


saves and reduces 
maximum of ef- 
ficient use of the equipment installed 
and a minimum of trouble. 


guarantees a 


Sales Force Enthusiastic 


The first great asset in selling air- 
conditioning processes by Mr. Daugh- 
erty is the genuine enthusiasm he and 
his salesmen have for their specialty. 


JULY 1, 


“We believe in air-conditioning,” he 
“We believe it is the most won- 
derful field in the world. It is going 
to be a must in every business house 
and in the next five years, we believe 
well 
have it. 


says. 


every proportioned home will 


“The reason is obvious. When you 
go to a town what do you look for? 
First of all, an air-conditioned hotel. 
Then air-conditioned restaurants, bars, 
Where is the 
office worker who likes to work all day 
in comfort, then go home and swelter 
through the night? The process of 
conditioning air is not a luxury. That 
has been proven through the years first 
by the adoption then later by the im- 
provements on and heating 
Think of the days when 
palm leaf fans, for example, were used 
hen came the electric 
fan, the suction fan, the first crude con- 
ditioners and finally, the scientific 
method of conditioning air for living or 


working space. 


movie houses and so on. 


cooling 


equipment. 


by eV eryl« nly ° 


\ir-conditioning is not 
it is a necessity.” 

The second great factor which has 
built up Mr. Daugherty’s firm as a 
leader in the field is his systematic 


a luxury 


method of selling the product as a com- 
pletely packaged, installed and guar- 
anteed unit. 

“We are always conscious that the 
phrase ‘air-conditioning’ scares some 
people,” he says. “It is a luxurious and 
expensive sounding phrase. So we 
know that in such cases, it is up to us 
to show them that the phrase simply 
means heating and cooling and we 
make our sales presentation on this 
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basis, just as if we were talking about 
a refrigerator or a heater.” 

Mr. Daugherty and his salesmen fol- 
low a routine which has been tried and 
tested for years, in working up the sale 
of an air-conditioning installation job. 
First, the proposal for an installation 
job is made in writing and presented 
by the salesman in a personal call. It 
is Mr. Daugherty’s belief that the cus- 
tomer wants to know how a job will 
look when it is completed, as well as 
The 
therefore is ready with photographs 
and illustrations of local users—firms 
which the customer knows and has 
visited. The buyer thus is enabled to 
visualize his own place of business with 
the addition of air ducts and other 


how it will perform. salesman 


equipment, 


Proposal Is Presented 

The next step is the presentation of 
a six-page proposal, containing blue 
prints, specifications, guarantees and 
the definite cost of the completed job. 
This proposal is based on the work of 
E. H. Vick and Thomas 
engineers of the firm, who make their 
compilations by measuring the building 


Robertson, 


and estimating the amount of work and 
material needed. Mr. Daugherty him- 
self adds the finishing touches to the 
proposal, specifying the financing ar- 
rangements, time required for the in- 
stallation, payments, etc. The 
proposal is complete in every respect 
and the buyer uses it as his contract. 

When the sale is completed and the 
agreement in the proposal signed, work 
is begun in the Daugherty service shop 


down 
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THOMAS ROBERTSON (nearest camera) and E. H. Vick, engineers of 
the firm, are responsible for carefully drawn plans and specifications which 
are submitted to prospects before air-conditioning units are completed. 








H @ DAUGHERTY aco 








on the ducts needed for the job. The 
shop builds everything required to com- 
plete the air-conditioning unit and the 
sale is made as a packaged deal. Mr. 
Daugherty buys tin in sheets, stocks it 
in the shop and employs experienced 
workmen to design and build the ducts. 
\s a convenience to his customers and 
in order not to disrupt the regular con- 
duct of installation of the 
system frequently is carried out at 
Mr. Daugherty 
simply asks for a key and puts his men 
to work at a time when the office, home 
or business house is unoccupied. 

The third factor in the Daugherty 
merchandising policy is the service 
plan. It takes the form of a monthly 
check-up on equipment after the unit 
has been installed. This check-up is 
as thorough as possible and includes 
replacement of worn parts, lubrication 
of bearings and whatever else is needed 
to insure perfect performance by the 
equipment. This service is part of the 
guarantee written into the original 
proposal, is given free of charge and 
covers a period of 12 months. At the 
expiration of that time, the firm sug- 
gests a nominal fee for continued 
monthly maintenance and, according to 
Mr. Daugherty, about 99 percent of his 
customers have agreed to this service. 

“We make it a point to keep this 
service in the top notch brackets,” he 
says, “because we know that selling 
isn’t our most important job—it’s keep- 
ing ’em sold. That's why we regard 
service as so highly important to our 
merchandising plan. In fact, an estab- 
lished policy of the firm is not to sell a 


business, 


night or on Sunday. 
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A STREAMLINED BUILDING in a setting of palms houses the Daugherty firm in Orlando, Fla. Space 
in the building amounting to about 9400 sq. ft., is divided into display room, offices and service shops. 





ae c 
UGHERTY,: 


job unless we are satisfied the equip- 
ment will work just as we say it will. 
We don’t argue when contractors or 
builders specify something other than 
what we believe is necessary to do the 
job, we simply turn it down.” 


Proposal Is Valuable 

The six-page written proposal pre- 
sented by the company’s salesmen has 
proved of inestimable value, according 
to Mr. Daugherty, and in itself has 
been responsible for many sales. He 
where many customers 
agreed to do business with his firm be- 
cause of the clear presentation of job 
specifications, even though his prices 
sometimes were higher than his com- 
petitors. They like his method of pack- 
aging the deal so that as few negotia- 
tions as possible are needed to complete 
it. 

The firm has specialized in air-condi- 
tioning since 1940, when residents of 
the central Florida area began to de- 
mand it. But Mr. Daugherty’s experi- 
ence in selling appliances goes back 
much further. He formerly was em- 
ployed by the Florida Power Co. for a 
period of about 10 years, serving in 
almost every department of that organ- 
ization. He opened his own business 
in 1935, and 11 years later, built the 
handsome building at 2320 East Robin- 
son Ave. which the firm now occupies. 
It is a white concrete building divided 
into sections, one approximately 112 
ft. wide by 50 ft. long, housing the 
display rooms, offices, work and sales 
conference rooms, and another section 
measuring 76x50 ft. devoted to service, 


cites cases 





THIS FLEET OF TRUCKS, automobiles and service men are ready to go into instant action night or 
day to serve the customers of H. A. Daugherty & Co., in the Orlando area. New salesmen go out with 
the service trucks before they are allowed to start selling. 


repair and building shops. Still other 
space is allotted to trucks and storage. 
The building contains a total of about 
9400 sq. ft. of space and is so designed 
that other sections may be added as the 
business grows. 

Mr. Vick and Mr. Robertson, the 
engineers whose drawings and calcula- 
tions play such an important part in 
the Daugherty record of selling, began 
their tenure with the firm by entering 
the service department and learning 
the business from the ground up. Both 
are excellent salesmen in addition to 
being first class draftsmen. 

“Vick and Robertson set a sort of 
precedent by going into the service 
shop to learn the business,” says Mr. 
Daugherty. “Now we require every 
new salesman to start out that way. 
They go out with the service men on 
the trucks in order to learn just how 
much equipment is needed on jobs and 
how it functions.” 

Mr. Daugherty, who handles Chrys- 
ler Air Temp air conditioning, Gibson 
refrigerators, Coleman 
heaters, ABC and Launderall laundry 
equipment, Farnsworth 
Clark water heaters, has brought the 
art of selling conditioned air to a fine 


ranges and 


radios and 


pinnacle. In addition to the use of ex- 
he obtains his best 
customers by cold canvassing, through 
architects and contractors and by other 
means. But the best 
prospects, he points out, are the satis- 
fied users of equipment he has sold in 
the past, and he and his 18 empleyees 


tensive advertising, 


source of new 


constantly are using them to build 
further business. End 
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HOME OF AN OLD CUSTOMER of the Lowitz firm will 
get a demonstration of an electric garbage disposer. Trial 
and error showed Bob Lowitz that these old customers 





DRAMA GETS ATTENTION of prospects. To get atten- 
tion and hold it, Lowitz smashes an empty cheese glass in 
the sink, sweeps the shattered glass down the disposer, 
then switches to sales talk on convenience, time-saving, 
and sanitary features of having a disposer in the kitchen 
sink, ready for action at any time 
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were his best prospects for a relatively unknown specialty. 
Portable disposer fits readily into trunk of salesman’s car 
and is easy to handle for demonstrations 


GARBAG 

















ATTENTION GETTER is used by Lowitz near fast mov- 
ing appliances. This Given display near the door, gets 
Mrs. Paul’s attention, brings on a pitch by brother Mike 
Lowitz, who turns her over to Bob for a live demonstra- 
tion in the store’s model kitchen. Window displays are 
used, too, to create interest 
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By 
HOWARD J. EMERSON 


FTER a series of trial and error 

selling methods, Bob Lowitz ot 

Los Angeles has developed a 

way of merchandising garbage dis- 

posers that is bringing him a profitable 

volume. He is succeeding in selling 

profitably a line of disposers without 

the aid of a complementary line of elec- 
tric sinks or dishwashers. 

In pioneering in this field, he has de- 
veloped ways to open the door to the 
large middle class market which, for 
the time being, is only an occasional! 
prospect for the complete sink-dis- 
poser-dishwasher, or the complete elec- 
tric kitchen. His success should be a 
sales stimulus both to the dealers who 
carry one of the approximately 15 dis- 
posers which are not tied in with dish- 
washers, and to the dealers franchised 
with one of the two lines making com- 
plete electric sinks. 


Try and Try Again 


It took a long period of experiment- 
ing, with many disappointments, before 
Lowitz felt that he was on the right 
sales track with the beginning of a 
successful merchandising program 
When he took on the Given “Waste 
King” disposer to supplement the 
store’s lines of Crosley, Philco and 
Thermador appliances and the Mullins- 
Youngstown kitchens, he had hopes 
for immediate success. He knew that 
disposers were selling well, that G-E 
and Hotpoint had moved many in their 
national campaigns on complete electric 
kitchens, .and the statistics in ELeEc- 
TRICAL MERCHANDISING showed that 
nearly 100,000 were sold in 1947 al- 
though it was not a year of full pro- 
duction. A few days of having a dis- 
poser in his own home had made him 
completely sold on the many advan- 
tages of such an appliance and had 
given him the enthusiasm to sell others 
on the idea. 

But, he says, his enthusiasm and his 
hopes were no substitute for a method 
of selling, and he could find no past 
record of successful disposer mer- 
chandising other than that tied-in with 
electric sink and complete kitchen pro- 
grams. He felt that his biggest market 
was the large middle class group which 
the Lowitz brothers, Harry, Mike and 
Bob, had been selling with their lines 
of appliances, furniture, floor coverings 
and draperies. These were the homes 
in the immediate and adjacent neigh- 
borhoods of Los Angeles—homes built 
within the last 15-20 years, most well 
equipped with kitchens that, if not in 
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Bob Lowitz of Los Angeles experienced many 


selling failures before he developed a suc- 


cessful way to sell garbage disposers to mid- 


dle class homes 
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DISPOSER DISPOSERS in Los Angeles are the Lowitz brothers. Harry, 
right, manages the appliance, furniture, floor covering store. Bob, left, 
specializes in selling, particularly disposers 


were well de- 
zed. Here, he felt, were thousands 
homes which could afford a disposer, 
rticularly on FHA terms, and where 
ippeal of convenience and health 
uld be well received. It was a mar- 
too, where Lowitz felt he would 
%t be stymied by not having a dish- 
asher in his line. 
he first effort by Lowitz to sell this 
ge middle class market was a news- 
per advertisement which advised 
it his firm now handled the “Waste 
ng” and listed the features of this 
xluct. The copy produced no re- 
onse. Because he had full confidence 
his product, Lowitz began to feel 
it he was advertising a type of prod- 
t with which the public was not 
ifficiently familiar to cause a response. 
>o he changed his copy to put the 
nphasis on the advantages of having 
i garbage disposer, what it meant to 
1e home to have automatic disposing 
f kitchen wastes. 


“modern” class, 


The response was a 
ttle better, but not enough to make it 
i profitable venture. Lowitz felt then 
iat, although he had come closer, he 
vas dealing with a public that agreed 
» the idea of easy disposing of gar- 
dage, but which didn’t believe that an 
‘lectric disposer was the answer to 
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the problem or believed that an electric 
machine in the sink would be as com 


plicated as walking out to the garbage 
pail 


Store Selling Points the Way 


Lowitz brothers 
were beginning to sell quite a few 
Waste Kings in their store on Laurel 
Ave., and other sales had been pro- 
cured through the store’s participation 
in operating the Given display booth at 
the Los Angeles Home Show in the 
nearby Pan Pacific auditorium. Con- 
sidering these successes at a time when 
his efforts elsewhere were failing, Bob 
Lowitz decided that the key was live 
demonstration. At the Given display, 
where the Lowitz crew was competing 
with other appliance manufacturers for 
the attention of the crowd, a demon- 
stration of the disposer was preceded 
by the smashing of a small empty 
cheese glass into the sink. The smash- 
ing glass caught the crowd’s attention 
and held it while the salesman gave a 
complete demonstration of the con- 
venience and ease of disposing of 
kitchen wastes down the drain. Sales 
resulted. Then when Lowitz trans 
ferred the same demonstration idea to 
(Continued on page 176) 


Meanwhile, the 
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WET DEMONSTRATION of garbage disposer is the most satisfactory, 
Lowitz found. Salesman Steve Ketchum, above, made his portable Given 
“Waste King” into a wet demonstrator by adapting a gas can, radiator hose 
and bathroom hose. Real garbage and real water simulate kitchen conditions 








~*~ 


STORE DEMONSTRATIONS for everyone is the motto of Bob Lowitz, left, 
whose success in selling disposer after giving store demonstrations led him 
to develop outside selling campaign based on giving wet demonstrations in 
the prospect’s home. He shows how simple the disposer installation is 
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HOW TO SET UP A SALES BUDGET 
AND A SALESMEN’S COMPENSATION 


By 


HE area serv yy Central Dh 
nois Public Service Co., includes 


of which 396 are 


i 
elo 1OO0 no tion enc Only 20 
ive ip latior S000) and 
ind only 4 towns are in the 10,000 
1000) 0 iti cla heation 
Vit the e « t e conmu es mn 
Tt not irprising t 1 0 tie 
SOS dealer in the area, ol! ly i small 
tage have as vet hired any full 
pl ines i en Phe 1 iry 
eason tor t uation 1s tie ict that 
e number of electric range nd re 
gyerator available to thes« cle ile 
been so small that there been 
ttle need of salesmen to dispose of the 
ts obtainable. At the same time 
ust be admitted that for some months 


t most of these dealers could obtain, 


good quantity, the followir g units 


cle inerTs, 


vacuum ironers, non-auto 
matic washers, electric sink units and 
lishwashers. At present there is some 
dication that considerably increased 
upp 0 ranges and refrigerators 
vill soon be available to these dealers 
-lectric water heaters have been fairl, 
entitul within recent month 
How to Help Dealers? 
onsidered this situation, we 
hink of some way in which 
ve could offer some constructive ideas 
t Y ippl im ilers in the com 
unities we serve It seemed to us 
that ice most of the major electrical 
liances except ranges and refriget 
itor were available in good quantity 
‘ vould be the opportune time 
eal even in small communities 
t et up a sale budget, select a sales 
ompensation plan, and proceed to em- 


sales personnel indicated by 


With this purpose in 


1 
Was pre 


heir budget 


mind, certain mate pared as 


PLAN | 


B. he PALM, Commercial Manager, Central Illinois Public Service Co., Springfield, Ill. 


sible 


electric customers, and for our purpose 


unit sales per 1000 residential 


t 
we, of course, took the estimate tor the 
state of Illinois. After pointing out the 
Illinois estimate per 1000 customers, we 
ask in mind the 
total population of his particular trade 
the 
in mind, we can suggest a trade 


the dealer if he has 


territory. If dealer has no such 
figure 
rea population figure as listed in “Edi 
tor and Publisher Market Guide—1948 
Ed tion’, 


Dhe 


divided by + to obtain the approximate 


trade area population figure is 
residential electric custom- 
( Note - 
ber of homes in the trade territory do 
not 


number of 
ers If any considerable num- 
allowance 

The ap- 
residential elec- 
1000 to 
a multiplier to apply to the 
state average unit sales per 1000 cus- 


have electric service, 
must be made accordingly. ) 
proximate number of 
tric customers is divided by 


obtain 


tomers \n example of the steps just 
described would be as follows: Total 
population in trade area—50,000. As- 


sume 10,000 do not have electric serv- 
40000 poten- 
4 to obtain an 


residential 


a balance oft 
40,000 by 
10.000 


ce. leaving 
Divide 
estimated 


customers 


tial 
electric 
Dividing the latter figure 


by 1000 gives a multiplier of 10 to 


ipply to the Illinois state average unit 


iles estimated for 1948, he Illinois 

state averayves are indicated below: 
Refrigerators 114 Washers 68 
Electric Ranges 21 lroners 11 
Electric Water Radio Sets 174 


10 Vacuum 
Cleaners 63 


Heaters 


Multiplying each of the above averages 
by 10 estimated 1948 


unit the dealer’s trade area. 
} 


establishes the 
sales in 


These hgures may be set down in space 





No. Unit Sales 


Electric Range 
Electric Water Heater 
Vacuum Cleaner 
Attachment Set 


Refrigerator 





APPLIAINCE SALESMEN 


Estimated Monthly Minimum Sales Per Man 


1948 


Average Sales Price Total $ Sales 








In the first column headed “No. 
Unit Sales” we proceed from one appli- 
ance to another, asking the dealer in 
each case how many of these units he 
thinks a salesman can sell per month at 
the present time. If a dealer has no 
ideas on the matter, we have suggested 
figures as monthly minimum sales per 
man. After the number of unit sales 
has been put down for each appliance, 
proceed to the column headed 
“Average Sales Price”. Again we ask 
the dealer’s estimate in each case, but 
we have prepared suggested averages 
if the dealer appears to be uncertain in 
these amounts. Obviously, the multipli- 
cation of average sales price by number 
of unit sales provides the figures to put 
in the last column labeled “Total $ 
Sales”. Since this is an estimate of 
monthly sales per man, it is necessary 
that it be multiplied by 12 to obtain 
estimated annual sales per man. This 
last procedure brings us to the point 
where we are ready to bring up the 
subject of a sales compensation plan 
which offers proper incentive to the 
salesman and is fair to both parties. 

We suggest that the first step in de- 


we 


is for the dealer to put down two im- 
portant figures. The first figure will 
be the estimated annual sales per man, 
as worked out on the form above. The 
next step will be to determine the per- 
centage of the estimated annual sales 
per man that is to be paid in total com- 
pensation. We explain that at this 
point it is not necessary to decide de- 
tails of the compensation plan, such as 
how much shall be salary and how 
much shall be commission. The point 
is to select a percentage figure which 
will provide incentive earnings to a 
salesman on his total expected annual 
sales. The selection of this percentage 
is made easy by the table given below, 
a copy of which is also left with the 
dealer. Note that we have indicated 
in the table that the average factory 
worker today about $2862.00 
annually, based on a $53.00 per week 
average factory wage. To equal this 
income a salesman would have to re- 


earns 


ceive a total compensation amounting 
to 12% oi $24,000 annual sales. While 
it is very difficult to estimate the pos- 
sible annual sales volume for a good 
salesman today, it appears that $24,000 











a ae eae =e chicctives unt ma erasdiled on 6 forme to to bak te the termining a plan of sales compensation is a reasonable figure. 
tioned. This material will be presented lealer. Space is also provided on this Anand Seles Per then 
our company representatives as they form. in which the dealer can put down Total Compensation $15000 18000 21000 24000 27000 30000f 32CcCcO 
ll upon appliance dealers in towns _ in private the portion of his trade terri- 8% of Annual Sales $1200 1440 1680 1920 2160 2400 2640 
ee ee Pal possible use of tory unit sales which he selects as his 9% of Annual Sales 1350 1620 1890 2160 2430 2700 2970 
} material will be discussed with own budget. . an 10% of Annual Sales 1500 1800 2100 2400 2700 3000 3300 
re. — Having discussed the method for 11% of Annual Sales 1650 1980 2310 2640 2970 3300 3630 
it ve 1 ¢ = the cle ot irriving at a unit sales budget, our 12% of Annual Sales 1800 2160 29520 2880 3240 3600 3960 
ett unit es budget for the representative will suggest the idea of Pp a Sa a ee . 2869 
iinder « 1948, unk the dealer making a quick estimate of the amount 
ulready pr red ich a budget yf merchandise that i salesman might 8% Monthly Average 100 120 140 160 180 200 290 
the suggested method for arriving at be expected to sell per month at the 9% Monthly Average 112 135 157 180 202 225 247 
this unit budget is to make use OF the present time. For this purpose, an- 10% Monthly Average 125 150 175 200 225 250 275 
‘ timated 1948 un t ales by states, other form, which will be left with the 11% Monthly Average 137 165 192 220 247 275 302 
ch appeared in the January 1948 dealer, has been provided. A portion 12% Monthly Average 150 180 210 240 270 300 330 
sue of ELEcTRICAL MERCHANDISING. of the form has been reproduced here Sumisene Foctare Wadses Vode Earns . 238 
ese estimat dicated the pos- to indicate how it is used. Based on $53.00 per week national! average 
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TYPICAL COMPENSATION PLANS—FOR OUTSIDE SALESMEN COMBINATION SALARY AND COMMISSION 














It should be noted that we do not’ ready to discuss. Some of these ex- PLANS NO. 3 AND NO. 4—Of Combination Salary Commission — 
ess the ae Me state — percent- 8 are gape below, and it Monthly and Yearly Bonuses. 
re of annual sales he is willing to pay can be pointed out that from them the ee 
salesman. However, it may be con- dealer can determine both the monthly 1. Set up for $24,000 Annual Sales—at Total Compensation indicated. 
dered that we suggest an approximate and annual total compensation which PLAN NO. 3 PLAN NO. 4 
ercentage in the four examples of sales the salesman will earn on certain as- Annual Sales $25,000 Annual Sales $25,000 
mpensation plans which we have sumed monthly sales. Tote! Compensation Totel Compencstion 
13% 11% 
‘ Weekly Salary... eee $29 $24 
Commission on Each Sale....... 31% Every Sale 3% Every Sale 
PLAN NO. 1 — Monthly Salary $100; 12° Commission on excess of Monthly Bonus 
— Monthly Minimum. If Quota is Sold...... ...+++ 2%% Month's Sales 2% Month's Sales 
1. Estimated annual sales—$24,000. Yearly Bonus 
2. Total compensation selected—12% of Annual Sales. ee SS ee 2% Year's Sales 115% Year's Sales 
a. Indicates earning of $2880 annually, or $240 average monthly—same Approx. Total Yearly Earning. . . $3200 $2600 
as average factory worker. A pe Monthl 
j 3. Monthly salary—as part of total compensation $100. ee ye oy 
a. To earn $100 at 12% commission—requires approximately $800 sales Earning.........-..++++. “* $266 $216 
b. Consequently, $800 becomes “monthly minimum" sales quota. PLAN NO. 3 
(1) No commission on first $800 sales per month—cumulatively. r 
4. On cumulative monthly sales over $800—pay 12% commission. COMPENSATION CONTROL RECORD 
i 5. Example below—commission on balance only in excess of $800 monthly : s 
minimum. (Set up for $24,000 Annua! Sales on Compensation Indicated) : 
otal 
Com- 
COMPENSATION CONTROL RECORD Monthly “Sige — Salny “Stles” “Bonus” Boman "Puig 
(Set up for $24,000 Annual Sales at 12°% Total Compensation Sales = 34% aid Quote 45% 2% Monthly 
—_—— Total January. . 1200 42 125 1000 30 oar 197 
Mestity pifede we tes Com Com, Paid Slory Com- February. 1600 56 125 1600 40 - 221 
woul a ” - March. ... 1500 52 125 1600... 177 
; January. 1200 ; 400 400 48 100 148 April. . 2900 101 125 3000 ‘is 226 
oO im- February. 1600 ass 300 800 96 100 196 May... 3300 115 125 3200 82 e 322 
> will March. . 1500 700 700 84 100 184 June. . .. 3600 126 125 3000 90 ics ‘341 
man, April. . 2900 2100 2100 252 100 352 July... 3500 122 125 2600 87 : 334 
, The May... 3300 2500 2500 300 100 400 August. . 2100 73 125 2200 198 
> per- a June. . 3600 2800 2800 336 100 436 September 2000 70 125 1800 50 245 
sales ¥ July.... 3500 2700 2700 324 100 424 October. . 700 24 125 1500 ; , 149 
com- : August. . 2100 1300 1300 156 100 256 November 500 17 125 1000 oa ; 142 
; this September. 2000 1200 1200 144 100 244 December... 1100 38 125 1500 ~~ 163 
le de- ‘ October... 700 100* ee pikea =— 100 100 —_—— — — — —_— —- 
ich as November 500 300* - Ss nels 100 100 Totals. .... 24000 836 1500 24000 379 480 2715 
ter December 1100 , 300 cue ape 100 100 Summary—Total Sales...... $24,000 Add Yearly Bonus.... 480 
; oreeiioes wines aad pa Total C tion. ... 3,195 
which Totals..... 24000. Lee sees 1740-1900 9940 a. of , 
- . Je | ere ee 13.3% 
to a red figure 3195 
nnual Note: All lati in the “Under Minimum” column must be cancelled out by sub 
ntage - cuit tana tee anaes in "Over Sainhaumn”” eokewn ot font ae es PLAN NO. 4 Total 
Pied Com- 
: ~ , Summary—Total Sales... ... $24,000 — Com. All - Meaty Mestity [Aad pemation 
1 the ; 
icated pope a , a tae” 3%, Paid. Quote 2%. 135.% Monthly 
; % SA 1 
tory ala 7 January... 1200 36 «100 1000 2% ... 160 
62.00 February. . 1600 48 100 1600 32 ; 180 
week March... 1500 45 100 1600 rae 145 
1 this : — April... 2900 87 100 3000 a ; 187 
Hig PLAN NO. 2--Monthly Salary $100; 7% Commission on all sales, on... 3300 99 100 3900 66 965 
inting COMPENSATION CONTROL RECORD June.. 3600 108 100 3000 72 Sd 280 
While ! °o July... 3500 105 100 2600 70... 275 
: pos- (Set up for $24,000 Annual Sales at 12% Total Compensation August. 2100 63 100 2200 oe a 163 
good Monthly Com. Paid Salary Total September 2000 60 100 1800 40 200 
24 000 Sales 7% Paid Compensation October. . 700 21 100 1500 ie re 121 
February. 1600 112 100 912 December. 1100 33 100 1500 oes . 133 
0 March... 1500 105 100 205 PRO tel Seas mt tees 
April a 2900 203 100 303 Totals ceeece 24000 720 1200 24000 304 360 2224 
“ May... 3300 231 100 331 Summary ee oe Sl ei aa $24,000 Add Yearly Bonus 360 
otal Compensation. . 2,584 - : 
0 June. . 3600 252 100 352 st.......... 10% 9584 
July.... 3500 245 100 345 
0 August. . 2100 147 100 247 2. Variation in Total Compensation—PLAN NO. 3 or PLAN NO. 4. 
O S b 92000 140 100 240 a. If annual sales are less than $24,000, the total compensation will be a 
eptember higher percentage than that shown above, under either Plan No. 3 or 
October... 700 49 100 149 Plan 4. 
November. 500 35 100 135 b. Example: 
) December 1100 7 100 177 (1) Under Plan No. 3—with annual sales of only $12,000, the total 
7 Ail pind Mek Se compensation would amount to approximately 16% of Total Sales. 
5 (2) Under Plan No. 4—with annual sales of -_ $12,000, the total 
9 Totals. . . 24000 1680 1200 2880 ne would amount to approximately 13!2% of Total 
ales. 
0 Summary—Total Sales......... $24,000 c. If annual sales are more than $24,000, the total compensation will be a 
Total Compensation . 2,880 lower percentage than that illustrated for $24,000 sales. 
_* . ae 12% (Continued at bottom of page 190) 
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(Good Housekeeping 
FOR SALE 


A North Carolina appliance dealer and his wife have learned 
that customers appreciate an honest desire on the part of 


the dealer to promote better and more comfortable living 




















MRS. CHARLES E. MORRIS, left. home economist of A FLOOR FURNACE erected on a wooden stand with 
the firm, presides at the demonstration of a Bendix all parts visible and ready to go into operation at the flip 
washer. Throughout the year, group demonstrations to of a switch is one of the feature displays exhibited by 


Good Housekeeping Shop. P. D. Pollheimer, left, sales 


women's clubs and other organizations roll along at the 7‘ 
manager, explains the setup to a customer 


average of one a week 





WASHING MACHINES 
RADIOS 




















FIVE OF THE FIRM’S eight service men are shown here IN HIS BRANCH STORE at Monroe, N. C., Mr. Smith 
eady to go into action at once to serve Charlotte custo shows an interested couple the latest thing in kitchen 
mers. This group of seasoned experts is hard to stump equipment 








GOOD appliance shop ought - 
A live up to its name. And it 

name ought to mean somethinz 
in the community in which it operates 

That’s the way Mr. and Mrs. Chari 

T. Smith look at it. They own ar 
operate the Good Housekeeping She 
at 919 Central Avenue, in Charlott 
N.C., and their viewpoint is the resu!: 
of their several years experience as €1 
ployees of the Kelvinator Corp., befo: 
opening their own business back 
1937. 


“We're not just selling appliances— 


we're selling good housekeeping to tt 
housewives of Charlotte,” says M 
Smith, “because every sale we mai 
and every bit of service we render 
backed by an honest desire to promo: 
better, easier and more comfortable 1ix 
ing among our customers. That e 
plains the name of our shop and ov 
24-hour-a-day effort to live up to it.” 
That the buying public believes a 
appreciates the Smith viewpoint is e. 
denced by the fact that the Smith c 
registers rang to the tune of appro> 
mately $300,000 last year. For a subi 
ban store in a city of slightly more thz 
100,000 population, that definitely 
hay! So successful, in fact, has bee 
the Smith merchandising program tha: 
two new stores recently have been a 
quired by the Smiths—one in dowr 
town Charlotte at 114 S. Tryon S 
and the other in nearby Monroe, N. ‘ 
The same ideas and policies whict 
have governed the parent store will be 
exended to these shops, the owners say 
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A COMPACT, NEAT arrangement of appliances features the inside of the 








Good Housekeeping Shop in Charlotte, N. C. A variety of name brands of 
almost every kind of appliance is offered for the shopper’s selection 


Quite naturally, the business of sell- 
ng good housekeeping revolves around 
the housewife. So the firm’s advertis- 
ng, demonstrations, service and dis- 
plays all are aimed directly at her. The 
Smiths learned long ago that when a 
woman purchases a new refrigerator 
or electric range, it is only a question 
of time until she will be wanting to im- 
prove her kitchen, paint the walls and 
modernize the kitchen cabinets. They 
know too, that it is only a step from 
there to replacing run-down or worn- 
out appliances with new equipment. 

The Good Housekeeping Shop there- 
fore accents the proposition that it is 
easy for housewives to buy the firm’s 
wares in a friendly atmosphere and 
on the buyer’s own terms. Billboards, 
display ads, classified ads, telephone 
directory ads, individual promotions, 
fait booth exhibits and similar advertis- 
ing constantly stress this direct ap- 
peal to the housewife. Instead of head- 
ng a “woman’s department,” Mrs. 
Charles Morris, the firm’s home econo- 
mist, plays a dominant role in almost 
all of the firm’s activities. Along with 
Mrs. Smith, she controls the demon- 
strations of equipment, both in the store 
and among women’s clubs and other 
groups of the city. She holds regular 
meetings with the county agents and is 
a frequent speaker on the use of electri- 
‘al appliances at meetings of the 18 
ome demonstration clubs in Mecklen- 
burg County. 

\ kitchen survey card, passed out at 
such meetings in connection witk door 
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prizes and gifts, reveals to Mrs. Morris 
the amount, kind and age of appliances 
in the members’ homes and provides a 
prospect file for later follow-up. Mrs. 
Morris and Mrs. Smith, throughout the 
year, average one demonstration a 
week. It is to this continuous demon- 
stration work that Mr. Smith attributes 
the success of his appeal to the house- 
wife. 

“Being a ‘neighborhood’ dealer,” he 
explains, “we are in perfect position to 
make the most of demonstrations. Our 
shop is easier to reach, our salesmen 
have an opportunity to know their ap- 
pliances thoroughly, the buyer is less 
hurried, and informality is the keynote 
in all of our dealings. For demonstra- 
tions, we have hot and cold water on 
tap, clothing ready to go into washing 
machines and food in the home freezers. 
We're ready to demonstrate on a mo- 
ment’s notice.” 


Home Freezers Rented 


On certain appliances, demonstration 
is carried to the greatest lengths pos- 
sible. For example, on home freezers, 
Mr. Smith will rent a freezer to cus- 
tomers on the basis of $12 for three 
months. His plan, of course, is to edu- 
cate the user in the use and benefits 
of the product. Should the renter de- 
cide to buy the freezer at the end of 
the quarter, the $12 rental fee is applied 
toward the purchase price. This plan 
has been in operation for nine months 
and Mr. Smith declares he has sold 
every freezer so rented without the re- 
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CHARLES T. SMITH, center, owner of the Good Housekeeping Shop, shown 
with the firm’s sales engineer, H. F. Haag, left, and a distributor’s representa- 
tive. Above: the window displays feature equipment in motion 


turn of a single one. Naturally the 
rental plan is extended only to first 
class credit risks. 

Mr. Smith’s methods of advertising 
and display are geared to the idea of 
visual demonstration. In his display 
windows, he makes it a point to keep 
something moving, on the theory that 
movement catches and arrests the rov- 
ing eye much more quickly than color, 
lights, design or similar bait. Thus, if 
the display includes fans, they will be 
turned on and running at full speed; if 
it is washers, clothes are jumbled con- 
tinuously in an actual washing opera- 
tion ; if it is small appliances, water will 
be bubbling in a coffee maker or a 
manufacturer’s mechanical display ad 
will be in operation. 

Inside the store, he has installed a 
complete floor furnace on a wooden 
stand so that all parts are visible and 
the customer may see how the furnace 
will operate in his own home. Frozen 
food is kept on hand in a demonstration 
freezer and if the prospective customer 
is a good one, Mr. Smith occasionally 
makes her a present of a steak from 
the freezer. His billboard advertising 
features a different appliance each 
month—a_ refrigerator in May, a 
freezer in June, an air-conditioning unit 
in July and so on. 


Service Department Helps 
The service department of the Good 
Housekeeping Shop is tuned to carry 
out the firm’s merchandising program. 
Four trucks and eight service men not 


only handle all customers’ service work 
but the firm actually does such work 
for five other dealers and for one of 
Charlotte’s largest department stores. 
A used appliance section is a feature 
of this department and trade-ins have 
been accepted for some time, account- 
ing for a sizable portion of the firm’s 
profits. The service department works 
under the slogan of “Complete The 
Job,” according to Mr. Smith. To back 
up the slogan, the department operates 
in a series of steps which includes (1) 
complete planning facilities—measure- 
ment and design of kitchens and other 
installation work; (2) delivery and in- 
stallation of products sold, by the firm’s 
own service personnel; (3) surveys by 
the firm’s sales engineer of the place 
where installation is to be made (in 
some cases purchases have been dis- 
couraged or refused outright because 
the engineer did not believe the ‘equip- 
ment requested was suitable or prac 
tical) ; and (4) after the sale and in 
stallation, another survey by the sales 
engineer to check the equipment and 
to determine if the user will get full 
satistaction from his purchase 

The store’s payroll carries a person- 
nel of 18; three employees man the 
store in Monroe and five serve in the 
downtown shop. The parent store was 
especially designed for its good house- 
keeping mission, with special attention 
being paid to its location, its easy 
availability to bus and highway and its 
approachability from all directions. 

(Continued at bottom of page 191) 
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NEW, SMOOTHER-ACTING 
SLIDE RELEASE reduces pres- 
sure right at the range 


NEW, MORE DURABLE 
COOKMINDER built 
accurate...stays accurate 
.--resists breakage 








NEWLY DESIGNED HANDLES 
grip-molded for easier, safer 
handling 






NEW SAFETY GUARD 
locks cover so pan 
can't be opened till all 
pressure’s gone 


Steam Ironing Attachment 
boosts sales two ways 





SMOOTHER, BRIGHTER 
FINISH INSIDE AND 
OUT for thorough, easy 
cleaning ... better ap- 
pearance 







Here’s the greatest iron selling news in 
years... two great appliances that help sell 
each other! Like this: 









]. The new Steam lroning Attachment is an 
exclusive extra feature of the Tru-Heat Iron 
that's winning iron customers by the thousands 
Play it for all it's worth as an added ironing 
advantage! 





ee, FACTORY FIRE back in January gave us the perfect 
opportunity to put 1949 improvements into the General Mills 
PressureQuick Saucepan. Under normal circumstances these 2. Every Tru-Heat Iron you sell gives you a 
changes would have had to wait a whole year. perfect chance to ring up the extra sale of a 


But they’re here now in this brand new, year-ahead Pressure- Steam Ironing Attachment right at the moment 
Quick Saucepan being made at our new plant in Bloomington, III. when your customer is in the mood to buy! 
Check these exclusive General Mills pressure cooking features: Display them together . . . sell them to- 
Magic Metal Cover that seals itself... Feathertouch Safety Lock gether ... for double-barreled profits! 
that anchors the cover in place. ..sealing ring that snaps off easily 
for cleaning ... Automatic Safety Vents that eliminate blow-out 


plugs ... the famous Betty Crocker Guide to Pressure Cooking that 
comes with every PressureQuick Saucepan. 

And now, with the addition of the new advantages shown above, 
you're offering your customers the most modern, easiest to use, 
pressure saucepan on the market. 


es 
ors, 
- “sy ~ Betty Crocker 
SPONSORED BY *- Py S 
a> trade name of 


Copyright 1948, General Mills, Inc. General Mills 








JULY 1, 1948—ELECTRICAL MERCHANDISING 





f 


is @ 
ol p 
plia 
wat 
pres 

T 
titu 

? 
part 
—to 
ally 

z. 
char 








NG 


core 


aA, 


| 














SWING around the Middle 
Aw est reveals one sore thumb 
in the appliance business that 
is getting no better fast: The tendency 
of plumbing associations to regard ap- 
pliances that need connection with 
water systems as their own special 
preserve. 
There are three aspects to this at- 
titude : 


1. An abrupt refusal by local plumbers— 
particularly where they have associations 
—to install any item they have not person- 
ally sold. 

2. A policy of making an_ exorbitant 
charge for installing other dealers’ merchan- 
dise, contrasted with a much smaller charge 
when they put in their own stuff. 

3. A policy of cutting under other dealers 
when they make contact with the customer. 


That plumbers realize they are play- 
ing with fire in this activity is evi- 
denced by some remarks of Robert 
Hammersmith, executive secretary of 
the Wisconsin Master Plumbing As- 
sociation, who said, recently: 

“When you and the contractor 
across the street and the one around 
the corner and the one uptown get 
together and agree either in writing or 
verbally not to install material pur- 
chased elsewhere, then you are going 
past your own freedom and trespass- 
ing on that of someone else. It’s a 
very delicate line, wrapped in legal 
barbed wire.” 

Evidence is very easy to gather of a 
conspiracy of this sort, and the local 
plumbers lay themselves wide open to a 
damage suit. 

In a sense, a plumber is a sort of 
public official, licensed because of the 
supposition that an expert is necessary 
to look after the public health. In 
many of our larger cities a strictness 
of these regulations has built up a 
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system of connivance with public of- 
ficials who aid and abet this’restraint 
of trade. In a county close by where 
this is written, it is common gossip 
among plumbers that it costs $1,000 
to get a master plumber’s license, re- 
gardless of how many examinations he 
passes. In all fairness, it must be 
added that the racket runs 
through the electrician field. Chicago 
inspectors have been known to order 
wiring torn out that was done perfectly 
yet not by an approved electrician. 

The question remains how dealers 
of piped-in appliances can get around 
this road block that faces them short 
of a damage suit or criminal prosecu- 
tion, both of which cost money. 


same 


Plumbers Will Where the Boss Won't 


ELECTRICAL MERCHANDISING has 
talked to several dealers who are going 
ahead with complete kitchen installa- 
tions in some of the most unionized 
and organized cities of the country and 
here is what one says: 

“Any retailer who will take on a line 
of appliances that calls for piping-in 
and not provide for their installation 
indeed has a lot of bone between his 
ears. The chances are he is a lily-white- 
handed boy who deserves a_ beat- 
ing and is merely trying to snare a 
little business without being set up for 
ie” 

The truth is the master plumbers’ 
association is strong only as long as 
it has men working. The minute a 
licensed plumber has extra hours for 
hire, he is just as willing to work for 
any dealer as he is for a master 
plumber. In Chicago any number of 
plumbers are available on their eve- 
nings off duty or during the week ends. 
A slight tilt in the pay rates makes 
them eager for these extra jobs. 
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The Plumber 
Obstacle 


Refusal of plumbers in many localities to insta!! 


piped items calls for a change in city ordinances 


By TOM F. BLACKBURN 


Since 99 percent of the sales of com- 
plete kitchens and laundry equipment 
goes into homes already built, there is 
no permit necessary that enables the 
wheels of city hall skulduggery to 
churn into action, no phony inspection 
is called for. Since the job is done out 
of s.ght in already constructed homes, 
it can be handled quietly. 

Should any sort of permit be neces- 
sary, the smart dealer will take it out 
after the job is done, in order to avoid 
the treacherous tipoff that venal city 
hall employees frequently pass on to 
everybody who will pay. 

In cities where there occurs interfer- 
ence, it is a wise policy on the part of 
dealers and their electrical groups to 
petition the city council or commis- 
sioners to amend local ordinances to 
permit the dealer to install appliances 
that he sells. This cannot be reason- 
ably refused by any city government 
if the request is accompanied by a little 
publicity. Appliances require only a 
little simple piping to hook up and 
even if not done expertly will not inter- 
fere with the health of the community. 

The dealer who is turned down by 
the local plumber would do well to get 
a couple of Stillson wrenches, some 
unions, a few nipples and elbows, and 
do a little practicing in his own base- 
ment. He will discover that the plumb- 
ing needed to connect up an automatic 
washer or a kitchen sink is ridiculously 
simple and involves little more than 
getting one’s hands dirty. It does not 
compare with the complexities of elec- 
trical wiring. There is available in 
every town, generally the hardware 


store, a supply of pipe of various sizes, 
either in standard lengths or cut and 
threaded to measure. The essence ot 
running in a sink or an automatic 
laundry lies in preliminary measure- 
ment for pipe sizes needed. Every- 
thing comes with the washer and there 
is no delicate adjusting. 

For the last 20 years one of the 
country’s largest mail order firms has 
been renting a set-of plumber’s tools to 
farmers and selling them the equip- 
ment. If farmers can put in bathrooms 
and run water systems about their 
premises it is entirely feasible for 
dealers. to do so. 

Lack of knowledge is: not the handi- 
cap—it is fear of getting one’s hands 
dirty. 

Should local plumbers kick up a row 
at this unlicensed competition, evidence 
that they have refused the job is suf- 
ficient to convince any jury. 

In the smaller communities there is 
not this rivalry between the crafts. 
ELECTRICAL MERCHANDISING carried 
a story of how a Green Bay, Wis. 
dealer selling oil burners had a deal 
whereby a neighboring plumber fol- 
lowed up and did all the installation 
work. This combination of trades is 
the logical way out of this situation. 

For men tend to sort themselves out 
according to their talents, and the 
plumbing fraternity has never been 
known for its skill in selling. Even 
in the electrical appliance field, 20 vears 
ago there were what was known as con- 
tractor-dealers. The contractors have 
shaken themselves out of the picture 

(Continued on page 191) 





HE BEAT THE PLUMBERS 


A Nebraska schoolteacher, the story goes, bought a kitchen 
sink from a mail order chain not so long ago. He attempted 
to have local plumbers install it, but they all refused, on the 
grounds that they had not sold it to him. Consequently he read 
up on local ordinances, and plumbing manuals, and did the 


job himself. 


He was arrested for doing plumbing without a license, and 


tried. 


Defense was that every man’s home is his castle, and that 
he can do anything he pleases, provided it complies with city 
codes. The schoolteacher won, and stopped that sort of action. 
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AMAZING NEW TYPE|| 


BA 


T.. entire industry is excited about this revolution- 
ary newcomer in the field—the LOW-BOY TABL-TOP! 

There’s good reason for it, too. Because here is the first 
entirely new refrigerator since electric refrigeration was 
introduced. 

It meets the demand for a refrigerator to harmonize 
with the new modern styled kitchens. The table height, 
with stainless steel top, provides a work table—a real 
blessing where kitchen space is at a premium. 

Its overall dimensions permit the LOW-BOY TABL- 
TOP to fit into any kitchen cupboard arrangement and 
stand flush with cabinets, range or sink . . . giving a real 
streamlined effect. 

Consider also its plus values . . . two separate com- 
partments, each with different temperatures—one for 


fresh foods and one for frozen foods. The capacity of the 
LOW-BOY is surprising, considering its compact size, 
7 cubic feet . . . S cubic feet for fresh food and 21, 
cubic feet for frozen food. 

Even the engineering is a new accomplishment .. . its 
cold wall principle, combined with separate freezer com- 
partment operated by one cold control, is designed by 
the best refrigerating engineers in the industry. This 
means that al] the fresh food storage space has moist 
cold—no special drawers necessary for leafy vegetables 
—no need for “crispers’’—no need to cover any food. 

The LOW-BOY TABL-TOP is destined to top sales 
records and profits. As this is the first trade announce- 
ment, the opportunity is wide open for distributors 
and dealers. 


Territories are being allotted now. If you want 
something brand new to spark sales on a 
quality appliance in real demand, write or wire 


for franchise information, prices and discounts. 


The Artkraft Low-Boy is sold exclusively in United States by 
THOMAS W. BERGER, Inc., 6 East Fourth St., Cincinnati 2, Ohio 


SA rthraft 


TABL-TOP 
| REFRIGERATOR! 
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The Low-Boy Tabl-Top open—to show its great amount When closed, it stands 

of storage room for fresh and frozen food. flush with other cabinets, 
giving a beautiful 
streamlined effect. 


SITS FLUSH WITH CABINET OR SINK 
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ASK YOUR 


Distributor 


representative 


TO PROVE THE 


Au Valu , 


OF THESE GREAT 


J 





A M-FM | 
| on 
RADIO-PHONOGRAPHS | or 
to 
MT. VERNON - 


STEWART-WARNER’S new American Group 
AM-FM combinations give you feature-by- 





feature plus values... in every model! You 
get more for your money—your customers 
get more for their money. Ask your Stewart- 
Warner distributor representative for proof! 


For PLUS VALUE=—Sell 


Stewart -Warner 


FM RADIOS AM * RADIO-PHONOGRAPHS * TELEVISION 


HOLLYWOOD 






CHICAGO 14 if ~ ILLINOIS 
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SIGN STOPS SHOPPER ... 


FIRST, the window sign, ‘““Money orders sold here,” 
Radio-Television 


busy shopper, who stops at 


How many alert dealers 
are using this new cus- 
tomer service to help swell 


store traffic 


FEW weeks ago an appliance 
J ecate in a small town reported 
a striking experience in impulse 
buying. In a single day, four strangers 
vho entered the store on other business 
iused long enough to buy appliances 
ranging from a $9.85 iron to a $164.95 
mbination radio! 
The “other business” which brought 
hese surprise customers into the store 
is I xpress money orders. a neighbor- 
ood service for convenient payment of 
lls. A sign in the window brought 
hem in to spend a tew pennies on 


While in the 


erchandise caught their eye, 


oney orders. store, 
and they 
pent several dollars on appliances. 
dealer and 
thers near him uncovered several un- 
The 
articular area in question—northern 
New Jersey—is suburban and indus- 
rial. It is a location typical of numer- 
us appliance outlets which, according 
o the American Express Co., now 
andle money orders. 

These New Jersey dealers push their 
ioney order service as a traffic-builder. 
[hey cite numerous instances where it 


\ check-up with this 


xpected merchandising angles. 
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catches the eye of a 


Ho-Ho-Kus, N. J. 


Service, 


brings in new customers, and converts 
them into regular patrons, a pleasing 
reaction as post-war spending eases 
off. Welcome, too, is the fact that un 
like advertising and other promotion 


devices, money orders cost the dealer 
nothing ; in fact, they net him a small 
profit. 


The operation of the service is sim- 
ple. Stores selling money orders write 
out on a convenient form the amount 
of money being sent, listing the name 
oi the sender, and the name and address 
of the recipient, The store accepts the 
money, including the money order fee, 
and keeps a stub record. 
mails the money order to the recipient, 


The sender 


who cashes it as he would a check, or 
deposits it in his bank. 

Money orders are widely used to pay 
all kinds of obligations, such as gas or 


bilis, 


payments 


electric rent, water, telephone, 
on radios, furniture, 


washing machines, 


coal, 
retrigerators, vac- 


uum cleaners, automobiles, lodge or 
club dues, income and real estate taxes, 
insurance premiums, automobile license 
plates and drivers’ licenses, etc., and 
to send anywhere, including 
men and women serving in the Army, 
Navy, Coast Guard and Marine Corps 
in this country and abroad. 

All require frequent payments neces- 
sitating regular visits to the appliance 
store to buy money orders, and these 
purchasers obviously become excellent 
prospects for appliance sales. 


(Continued on page 188) 
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oney Order Service 
elps Sell Appliances 


WHO FIRST BUYS A MONEY ORDER .. . 


SECOND, she is greeted by the dealer, William S. Smith, who makes her feel 
at home in the store as he writes a money order 











AND ENDS UP BUYING AN APPLIANCE 


AND THIRD, an appliance catches her eye, she welcomes a demonstration, 
and—the dealer makes a sale! 
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| More Frigidaire Refrigerators | 
| serve in more American Homes 
than any other make 








MODEL RK-70 — every luxury feature, including 2 Even-Heat Ovens MODEL RK-60 — single oven — all other deluxe features of RK-70 


-99 0% 

















MODEL RK-40 — medium priced range of outstanding beauty, performance MODEL RK-3—e quality range for small kitchens, apartment houses 
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AST month you met the newest models of America’s favorite 
L refrigerator. This month meet their glamorous companions— 
the new Frigidaire Electric Ranges! 

And as you view them, once again you'll agree: You can depend 
on Frigidaire to do things right! For here's breath-taking new beauty 
—in every electric range price class! Smart new styling, brilliant 
new appointments, outstanding new selling features—all along the 
line 

With every model a “natural’’ step-up from the model below 
-giving Frigidaire Dealers a practical approach for selling electric 
ranges in every price class, lowest to highest. 

What makes the Frigidaire franchise so valuable, so sought after? 
For one good answer—look no further than the new line of Frigid- 
aire Electric Range models! 


MODEL RK-20 —‘way out ahead of its class in everything but price 





New Triple-Duty Thermizer Cooker — 
with Thrifto-Matic Switch 


Adjustable to serve as a deep-well 
cooker —as a small oven —or as extra 
surface cooking unit. Comes equipped 
with pudding pan, 3-position trivet and 
special baking rack. Switch can be set 
to cook at HIGH for any period up to 
20 minutes —then automatically switch 




















uP DOWN 


to Low, keeping cooking going with a minimum amount of current con- 
sumption, A new feature of Models RK-40, -60 and -70. 


| Be sure to visit the FRIGIDAIRE EXHIBIT 
YOURE TWICE AS SURE WITH TWO GREAT NAMES 


FRIGIDAIRE 


MADE ONLY BY 


General Motors 
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MODEL RK-10 — feature for feature, America’s outstanding “value” 








Backyard gardens 
and locker plants 
make real savings 


possible in Houston 


Texas 
finds 
living 

cheaper 


... WITH A HOME FREEZER | 


RS SAM POORMAN of 
Fulshe Tex valked into 
y 
the fat sto« yw in Houston 
ent] i iW i ome eezel 
tration going o 
() ¢ ret using ore t then 
il t the ey 1] usel and 
tt var time food varders why 
e going to convert the public to home 
er M Poorman experience 
) ita t\ il of Ww lat 
be expe to take é the 
1A 
y I 4 
¢ eryvthing < elve 
Of ec Lise ts and 
, 
‘ 
\ 
Packing in Glass 
to 
r t t ) f 
, ¢ 
» not g VW [ 
Bread { en qu kly 
l Poo er exper 
t P ng ¢ 
ream container whic! were not 
ixéd. Cured pork was found to keep 
vell, but the family was not so lucky 
th pork sausage. It loses flavor and 
ting eel to spo t 
[ prefer ars for putting up 
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MISS JESSIE VAN VERTH of Houston, Texas, 
home service supervisor, Houston Light & Power 


} } } I 
Ol le stated it 


simpler than 


wrapping, the contents can easily be 


recognized, and you can use the jars 
igain year alter year 2 
The Poorman freezer, which is kept 


in the garage, is an 18 cu. ft. Coldspot. 


\nd it is not large enough, Mrs. Poor- 
man said Chief adv intage ot owning 
a treezer, she declared, was_ that t 


made meal preparation so much easier. 


She could not tell how it increased the 


electric bill, but said that the cost of 

operation was small 
At the fat stock show the Houston 
Lighting & Power Co. had on demon 
stration eight home frezeers of various 
types, under the guidance of Miss 
e Var Vert! home service super- 


They Knew What They Wanted 


We thought the public would be 

t ( t 1 eecing how to Ww rap 
reezing he said. “Actually 

! the case. The crowd had 

tio 1. How much can you 

t one ti 2. How much does 

M Van Verth, a Shawnee, Okla., 

l that lexas € xperience ad- 
gainst keeping chickens more 

thar x weeks before use. Dipping 
them in wax was not advisable. She 


favored heat sealing each package and 
iS against use of ice cream cartons. 
Recently the home service girls of 
Houston Lighting & Power Co. called 
on thirty home freezer owners whose 
experience These are 


was extensive, 











some results of their questioning: 


29 were satisfied 

1 was dissatisfied because of faulty ther- 
mostat 

7 used locker plants for 
some for storing meat. 

2 stored meat only. 

28 stored variety of foods—meats, 
tables, fruits and pastry. 

10 bought all frozen foods. 

20 bought some frozen foods, raised gardens 
for freezing. 

2 had experienced losses from mechanical 
failure of freezers. 


While the great 
reezers has not 
Verth 


they were 


processing and 


vege- 


home 
Miss 


convinced 


demand for 
materialized, 
said, she was 
economical in lower income 
ickets. 


‘A family I know whose income is 


$175 a month bought half a calf re 
cently,” relates Miss Van Verth. “It 
was processed and frozen, and the cost 
per pound was from 38 to 40¢. The 
same meat at present prices in Houston 
vould have cost from 65 to 80¢ a pound 
n butcher shops 


Locker Plants Help With Savings 


Houston has half a dozen locker 


plants, one of them, Consolidated, with 
5.500 lockers There are probably 10.- 
000 lockers available for Houston 


families, and the plants were willing to 
process meats for groups who are not 
their customers if the business doesn’t 
come during their rush periods. Con- 
sequently it is possible for Texas 
families who will plan ahead to get 
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THE GLASS JAR is the preferred method of packing home foods for freezing, 
Miss Jessie Van Verth points out 
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them, which 
one of those things the home freezer 


their meat frozen for 
owner is advised not to do in this hot 


southern climate—especially in large 
quantities. 
So there are considerable 


savings 
possible with meat. Inasmuch as Hous 


ton is a city of home owners, nearly 


everyone has a garden, which can be 
depended upon for vegetables. A farn 
ers’ market supplies the rest. 

It can truthfully be said that no par 
ticular emphasis or thought has beer 
placed behind the sale of home freeze: 
in Houston as yet. As this is writt 
appliances are just beginning to lx 
come plentiful, and dealers are disco 
ering that lists of prospects are melting 
away. 


A Tie-in Sales Plan 
\ | ost 


a downtown store which released tw 


successful operation has bee 
refrigerators for sale to each man w 
chalked up a home freezer deal. T 
refrigerator commissions were pus! 
salesmen moved a lot « 
talking ther 
up. No demo, nothing particular but 
a taking 
and leading him to the boxes. 
ever, this won't last 


overs, And the 


home freezers merely by 


by the hand of every visitor 
How 


—selling will hav 





to commence soon, 

“Remember,” says Miss Van Vert! 
getting in the last hon 
freezer is a checking account—it is n¢ 


word, “a 


a safety deposit box. Make peop 
understand that and you will se 
them.” En 
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EVERYBODY IS A PROSPECT... 


Americas FETS Kepuigeudlnoe 
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reezing, 
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: 
j 
T> 
hich 
freeze 
his h 
1 larg @ 31 cu. ft. refriger- 
ator with 6 cu. ft. 
savVINES capacity. 
> Hous 
nearly 
can be @ Fixtures are scien- 
\ farn ey ’ a tifically engineered 
Successful merchandising is the ability to adapt and guaranteed! 
your product to multiple uses, new markets. 
as beer ; : ;  # — 
weve Here, in the Freeze-O-Matic Junior, is the “little ® Sturdy, durable, 
writte GIANT” with everybody a prospect! practical and con- 
to b venient. 
disco : . . 
ees Here’s the ideal unit for modern apartments, 
kitchenettes, bungalows, dentists’ and doctors’ zo / 
offices, laboratories, counter drug stores... E. : 
is bes and any place where space is limited. Just the thing, New, overlapping, working tabletop that 
ill te ‘ whe — le tne Tanita eeceils prevents seepage, dirt. As always, Freeze-O- 
ae > ee Sa GRE FOS DAIEMER, POSER, Matic’s first with the scratch-resistant Formica 
1. The home or office bar. Top...inservice...insales... 
push- 
a lot « Some exclusive territories still open. Write, wire or phone for further information 
g ther 
lar but 
visitor 
How | ACME-NATIONAL 
I hay REFRIGERATION COMPANY, Inc. 
Vert! 634 DEAN STREET ¢ ST 3-3040 « BROOKLYN 17, N. Y. 
hon 
t is n 
peop 
ill se 
En 
SIN ¢ 
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THE...SAME...AMOUNT...OF...MONEY...CAN... PLACE... 





MORE... SALES... MESSAGES...IN...COLLIER’S...THAN...IN... 


EITHER... OF... THE... OTHER... BIG... THREE... WEEKLIES 


Collier's quality market, packed with millions of money-in-the-hand 

customers can vow be reached more often, sold harder and with positive i 
results at the lowest cost in the big weekly field. 

Want all facts quickly? Write or telephone any of the Collier’s offices 


listed below. 


You can buy 


New York, 250 Park Ave.; Chicago, 333 N. Michigan Ave.; Detroit, General Motors Building; 
Boston, Statler Building; San Francisco, 235 Montgomery St. 


EL 
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Powerful Demonstration 
Selling Tips that Work and 


HELP You SELL— ; 





Invite your prospect to 
bring ina !0-Pound 
bundle.. You Wash It for her! 


* * * 















Help make up her mind—give 
her a thorough Launderall 
demonstration with her own 
laundry! Doa 10-pound wash 
while she waits — point out 
that she'll save plenty of soap 
and hot water in a Launderall! 
Show her the many fea- 
tures for extra safety. 

















Whirl a pencil-marked handkerchief one way 
until it wraps around your hand and the mark is 
hidden in folds. Then whirl it like Launderall 
does—first one way and then the other, so that 
handkerchief wraps and unwraps itself — every 
inch of fabric is penetrated by sudsy water. 


Tie a knot in Towels or 
napkins ...Let Launderall Untie Them! 


a) 





Here’s a cute trick 
you can do only in 









<TD | / 





a — Tie a bs | 
»k n sev- S Via . " 
eral cloth napkins 27. y') Let her see the Sparkling White, 


Show prospect that 
Double-Tumble ac- 
tion will automati- 
cally untie them 
during the wash! 


a 


& Damp-Dried Clothes as they Come 


Out [ Point out that Double- 
Tumbled clothes are tangle-free—not 
in a hard, doughnut-roll. Even heavy 
seams are drip-free! Ask her if she’s 
ever seen clothes so dewy-fresh . . . if : 
she’s ever done a wash so easily! 


j ‘ “a 
ind pat em in. 





... FINALLY, AND MOST IMPORTANT; 


by acs 
GET HER NAME ON THE DOTTED LINE! dera 


SHELL BE THANKFUL THE REST OF 
HER LIFE THAT YOU SOLD HER A... 





Explain that the trademark of F. L. Jacobs Co. stands for 37 years of 
manufacturing know-how . . . her guarantee of fine, precision engineering. 
























-— 
-_ ~~ _—<——- - —~ a, a, >” ea 
teen ee” —_——— Te inal icctil ee etl ——/ a — ace —— Se —— — 
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ORRIS KIRSCHMAN, of 
M New Orleans, who has been 
selling electrical appliances 
for a score of profitable years, prob- 
ably has paid out more taxi fares than 
any other dealer in history. 
Mr. Kirschman just pays and pays. 
On an average of about a dozen times 








every day, he sees a taxicab roll up in 
front of his big store at 3060 Dauphine 
St., a shopper gets out with scarcely 
a glance at the driver, and Mr. Kirsch- 
man foots the cab bill. In fact, he has 
been paying cab bills for about 15 
years. He loves it—and with good 
reason—for the stunt has been one of 
the best advertising media he has ever 
used. 

“Why, certainly,” says Mr. Kirsch- 
man. ‘We pay taxicab fares from any 
part of the city of New Orleans. Every 
ad we run in the local papers informs 
the reader to ‘use our free taxi service 
—we pay fare when you arrive’. And 
that little sentence in our advertising 
has been bringing customers in for a 
decade and a half.” 


Generosity Reason Sound 

















- ; ; ; The reas for Mr <irschman’s 
AFTER A FREE CAB RIDE to Kirschman’s, this customer finds her parking problem solved and a friendly greet- Che reason for Mr. Kit — 
. generosity is a sound one. His store is 


“off the beaten path”, approximately 
: two miles from the city’s main shop- 
ping center, yet not quite far enough 


Thi S out to be in a distinct suburban sec- 
is to re tion. (He started his business there 
/ " and while expanding the store several 
Gives Its times since opening, he has never 
moved.) The offer to pay taxicab fare 

thus appeals to many a shopper who 

Prospects eee dislikes shopping downtown and who 


has learned that the Kirschman offer 
: does not obligate him to purchase any- 
thing. To top it all off, Mr. Kirsch- 

.. . but that’s only one of the publicity stunts that have made Morris man has been known to pay the shop- 
Dein per’s return fare home, if the shopper 
| Kirschman of New Orleans famous. He has other ideas working for him — ‘eauests it. 

The “free taxi” stunt is not the only 
unusual investment in advertising 
made by the firm. Jack Gilbert, adver- 
tising manager and appliance depart- 
ment buyer, lists several other ways in 
which Kirschman & Co. practice the 
art of advertising to sell electrical 
appliances. 

“We have our own advertising de- 
partment with our own artists,” says 
Mr. Gilbert. “We prefer it that way 
instead of working through outside 
copywriters for several reasons, fore- 
most of which is the fact that such an 
arrangement gives our ads an indi- 
viduality hard to get otherwise; we 
can make several layouts before choos- 
ing just the one we want; we can 
portray our merchandise just as we 
want it portrayed to the public, and we 
can get special effects in display we 
couldn’t get otherwise.” 


ing awaiting her from a Kirschman salesman, who pays the taxicab fare 











Copywriter Knows Buyers 





Miss Hope Halpin, chief copywrite: 
and layout specialist, exemplifies thes 
statements. Miss Halpin, who d 
newspaper editorial work for several 
vears and who has been in advertising 
for five years, knows the kind of appeal 
to make for reaching Kirschman cus- 

















, tomers, and her practiced eye can spot 
MORRIS KIRSCHMAN, right, pioneer New Orleans THEN COMES THE DEMONSTRATION .. . Jack the strength or weakness in an ad in 
appliance and furniture dealer, shows his son some of Gilbert, appliance dept. buyer, is showing refrigeraton short order. Miss Halpin’s layouts and 
the results of judicious advertising to prospects who have used the free taxi service (Continued on page 72) 

ELECTRICAL. MERCHANDISING—JULY 1, 1948 PAGE 69 


VISING 














Meath inion 














rs * 
Xx — — ~\ —s y ae he = — =N 
<=) ec“ oa ™ beet .4rns ~~ = -> 
- ] a“ 7 ~ woo 4 
j » , i. " ~, J E> 
NX (Dine fl . = SS D) ae Ds 
PAGE 70 


JULY 1, 1948—ELECTRICAL MERCHANDISING ELEC 





a 


— 















val bayieg tab 


with thee CHICAGO TRIBUNE’S 


Selective Area Advertising Plan! 








Market studies reveal the consumer’s marked tendency to buy hardline 
goods from neighborhood dealers. Here’s a plan that gives each of your 


dealers a highly localized campaign and enables you to realize this 
neighborhood potential. 





With the Tribune’s Plan, 
> your dealers get sales-win- 

/ ning, prestige-building ad- 
\ \ vertisments for as low as 

WW \ one per cent of card rates 

: . or even lower depending 

on the number of dealers involved. 

Under the plan - 


EACH DEALER GETS: 


1 Selective coverage of his local 
market 


2 Prominent display of his name and 
location 


3 The low rate of just 1.4c a line! 


YOU GET: 


1 Better identification of your local 
outlets 


2 Enthusiastic dealer support 
3 Advertising that pays off right away! 


The Tribune’s Plan is productive and inexpensive. It works like this: 
On Sundays, the Tribune publishes five separate sections, each delivering 
some 200,000 circulation in five separate metropolitan Chicago areas. By 
listing non-competing dealers in the advertisments that run in each 
section, each dealer can get exclusive benefit of copy in his own trading 
area. Even dealers with small advertising allowances can participate. 


This kind of co-operative advertising is fitted to the needs of dealers 
and distributors. It can help you boost sales in the rich Chicago market-— 
alone big enough to take all or an important part of your production. 
The plan can be applied in practically any newspaper market. 








Manufacturers have proved the plan in Chicago. Selling everything 
from records and shoes to radios and washing machines, they have 
already spent $425,000.00 in the Tribune. Contact your nearest Tribune 
representative today for complete details. 


MANUFACTURERS ENTHUSIASTIC—Users of the Gay and Zenith; as well as Bendix Home Laundry, 


Tribune’s Plan include these radio manufacturers: Coleman Heater, Columbia Records, Eureka Vac- 
Admiral, Bendix, Farnsworth, General Electric, uum Cleaner, Horton Ironer, Jacobs Launderall, 
Howard, Majestic, Philco, RCA-Victor, Stewart- Landers, Frary & Clark Automatic Blanket, May- 
Warner, Stromberg-Carlson, Westinghouse, Wilcox- tag Washer, and Enna Jettick Shoes. 
* * © S © s & © cy © e © ‘ & « S e 6 © 6 © e © & w + 2 





A. W. Dreier, Chicago Tribune 
AGO TRIBUNE } 22 
C al z © E. P. Struhsacker, Chicago Tribune 
220 E. 42nd St., New York City 17 
The World’s Greatest Newspaper Fitzpatrick & Chamberlin 


155 Montgomery St., San Francisco 4 
448 South Hill St., Los Angeles 13 


W. E. Bates, Chicago Tribure 
Penobscot Building, Detroit 26 


Sunday average net paid total circulation: over 1,600,000 
Sunday average net paid city and suburban circulation: over 1,000,000 


MEMBER: AMERICAN NEWSPAPER ADVERTISING NETWORK, INC., FIRST 3 MARKETS GROUP, AND METROPOLITAN SUNDAY NEWSPAPERS, INC. 
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SELLING PACKAGE 








The greatest iron-moving package ever offered! 


It will get prospects into your store! With 2 Free Offers 
to bring in prospects from all over town! p/us Smash Dis- 
plays to bring em in off the sidewalks! (paid for by Proctor!) 
it will sell them Proctor Irons! With sure-fire 30 Day 
Home Trial « Sales-Clinching Free Heat Print Test e De- 
luxe Plastic Demonstrator « Displays of Iron Features! 
Backed by nationwide advertising! (paid for by Proctor!) 
Great extra Profit Deals for you! Each gives you an extra 
profit over and above your profit on iron sales! 

See your Distributor NOW! And remember 90% of your 
Iron business can be satisfied with the three quality Proctor 
Irons. You'll make quicker sales, larger profits with Proctor. 


HS Something 70 Crow [boy 


PROCTOR 


@® AEG. v. 8. Par. or 


NEWSHIAKER \N APPLIANCE MERCHANDISING 






PROCTOR ELECTRIC COMPANY, PHILADELPHIA 40, PENNSYLVANIA 
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THE REPAIR AND SERVICE department of Kirschman’s makes an effor! 
to give 24 hour service on repairs and reconditioning It 
building of its own, separate from the main store 


Free Taxi Rides 





copy have been the means of selling 
such specialized items as suction fans, 
floor furnaces and numerous small 
appliances, according to Mr. Gilbert. 

“Another advertising factor we be- 
lieve in,” says Mr. Gilbert, “is the full 
ownership of our own billboards. We 
have five of them, measuring about 
12 feet wide by 30 feet long, placed at 
strategic locations around the city of 
New Orleans, mostly on prominent 
boulevards. Because we own them 
outright we can do anything we want 
to with them, and have achieved 
advertising hardly possible 


had they been rented. 


effects in 
If we want to 
v one of them up, or add neon lights 
round them, or do almost anything 


we can do it—and frequently do.” 


Keep Them Coming 


Still another advertising angle prac- 
ticed by Kirschman & Co., is the firm’s 
adherence to “old customers”. Ac- 
cording to Mr. Gilbert, special induce- 
ments are offered these long time cus- 
tomers to continue their patronage of 
the store. Free gifts such as metal 
trash cans and similar useful household 
articles have been presented to them 
from time to time. The list of “old 
customers”, numbering approximatelv 
30,000, regularly receives a_ small 
brochure which the store sends out 
periodically, thanking them for past 
purchases, inviting them back again 
and listing new merchandise in which 
they may be interested. To become 
listed as an “old customer”, one must 
have bought merchandise from the 
store more than once. 

‘In an old city such as New Orleans, 
where at least half the streets are 
barely wide enough for two cars to 
pass,” says Mr. Gilbert, “parking is 
even more of a problem than it is in 
most cities nowadays. In this matter, 
we have capitalized on our out-of-town 
location handily. With stringent park- 
ing rules in effect downtown, our ads 
can truthfully inform the buying pub- 
lic: ‘Plenty of parking space around 
Kirschman’s. Why pay a parking 
ticket?’ The store doesn’t have a 


SUL tt, 


CONTINUED FROM PAGE 69 


is housed in a 





parking lot of its own—we don't : 
one in our outlying location.” 
windows in 


Extra large show 


store are designed to appeal to 
passing motorist, since toot trathe 
at a minimum in the store area. JT) 
store windows, four in numbe 
each large enough to hold an 


their 


items and _ other 


itchen, divide 
furniture 


household wares. 


electric k 
time with 
The passing motor- 
ist has but to glance toward the store 
to get a complete picture of its me 
chandise. Of course, the windows are 
and changed 


s 


lressed 


smartly 
quently. 

Naturally, with such an advertising- 
merchant, newspaper | 
play a big part in the general publi 
scheme. Mr. Gilbert believes the read- 
ing public 
ads and that the dealer owes it to his 
with them. He 
cites everything from Thomas Jeffer- 
blast in 1819 that ‘“advertise- 
ments contain the only truths to be 
relied on in a newspaper”, to the more 
modern adage that I 


conscious 


deserves a break 


customers to play fair 


son’s 


“when business is 
good, it pays to advertise; when busi- 
ness is bad, you've got to advertise.” 
Consequently, great care is expended 
in the 


which 


creation of the full page ads 


run on an once a 


week in the New Orleans newspapers. 


average ol 


“By concentrating on correct news- 
Mr. Gilbert, 
“we have made it a wonderful servant. 
Last March, for instance, we began a 

advertising campaign in 
fans, expending our best efforts in the 
art of layout and copywriting. The re- 
sult was that we sold between 30 and 
40 fans every day and in four mont! 
sold a total of about $35,000 worth 
them.” 

The and repair depart- 
ment, which strives to give 24 hour 
service on repairs and reconditioning 
and immediate service on deliveries, is 
manned by a staff of two experts with 
several assistants. The firm’s major 
lines are General Electric, Leonard, 
Bendix, ABC, and RCA, Philco, Ze- 
nith and Sparton radios. End 


paper advertising,” 


Says 


newspaper 


service 
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YOU CAN 
DEMONSTRATE 
AND PROVE 
SUPERFLAME’S 
FUEL ECONOMY 
FUEL SAVINGS. 
LOWER COST 
WITH THE 


SUPERFLAME 
ALCOHOL 


DEMONSTRATOR 


WHICH 
MEANS 

EASIER SALES 

FASTER SALES 

MORE SALES 

AT A 

| LOWER 
"1 SELLING COST 


in the : 
The re- 
30 a FOR YOU 
months, 
orth ot a a 
a es 
depart- 


+ hour FE | | 
<4 UEEN STOVE WORKS, INC., Albert Lea, Minn. Mion 


major 
eonard, MANUFACTURERS OF THE FAMOUS SUperflame Line of Oil Heaters + Kitchen Heaters 


co, Ly" Floor Furnaces * Water Heaters * Range Burners 


ISING 
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Copyright 1943, The New Yorker Magazine, Inc. 


Take the Rheem “Design For Better Business,” 


for instance. 

It's a complete retail sales program for 
Rheem dealers. Local advertising, store 
displays and many other features help build 
up your sales. This order blank lists all 
of the helps available. You can get your copy 
by filling in and mailing the coupon on 


the opposite page. 


JULY 


Rheem Manutfac 


HOME COMFORT APPLIANCES 


1 








ring 


AUTOMATIC WATER HEATERS + SOFT WATER APPLIANCES - HEATING APPLIANCES * COOLING APPLIANCES 
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| and these Designs stand, out in 
| Qu Company" sxarssesans se" 


@ These are the NEW Rheem 
Automatic Water Heaters, 1948 style 


iti a 








1i 
| a P 
: Notice the sleek, streamlined appearance of these 
new Rheem Automatic Gas Water Heaters. 
They'd win in any beauty contest. And they'd win 


on performance too, for each has the Rheem 
engineering features that mean dependable, 
trouble-free service. 


14 The Series 30 Deluxe (Ic{t) comes in 20, 30 and 40 
gallon sizes. Fully automatic, with all the 


é 
2 
t 
| 


advanced Rheem features. 


The Series 40 Royal Deluxe (riglit) is the last word 
in streamlined design. All controls and operating 
parts are easily accessible for servicing. 

Comes in 20, 30 and 40 gallon sizes. 

Both these new models have the Rheem-Processed 
tank, which guards against corrosion. And the 
Royal Deluxe also has a Dow Magnesium Anode 
Rod —a new scientific development which 
provides a defense against attacks by 

corrosive elements in water. 

The magnesium rod is optional equipment 

(at additional cost) on all other Rheem models. 
This is the kind of design and engineering 

that have made Rheem the world’s largest 
manufacturer of automatic water heaters. Find 
out about these new models today—and the 
complete retail selling program to go with them! 





NEW RHEEM AUTOMATIC GAS WATER HEATERS 





STANDARD ELEC- TABLE-TOP ELECTRIC — The new 
i TRIC—Fully auto- look in water OIL-FIRED WATER HEATER —Fully automatic, with a satccy 
matic, upright ° heaters. The rec- ‘ i ’ Apt et 
| ceaiiak tii oi eunanies eabinns cut off and Rheem processed tank. New pot type burner 
siti Ciatactil is designed fee cuts oil consumption to a new low. 30 and 50 gallon sizes. 
| 


the steel jacket. ~~ streamlined 
as Sizes 20 to 100 gal kitchens orbasementworkrooms. r Se il 
lons capacity. 30& 40 gal.sizes. Fullyautomatic. ¥ J 


Dept. EM-7 
11 West 42nd Street, New York 18, N. Y. 





| 
| RHEEM MANUFACTURING COMPANY 

9 Plants in U.S.A.—foreign affiliated companies in | 

Brisbane, Melbourne, Sydney, Rio de Janeiro, Singapore, and Hamilton, Canada. | 

| 


Please send me free of charge, desc ription, pictures 
and specifications of the new Rheem Gas Water 


Rheem Heaters—also full details on the Rheem “Design 
Om For Better Business’. 
Name ainanateniiinictaaaiaa 


Address = 


a 


‘Ay . Electric and Oil-fired 


L are approved by 
a Underwriters’ Laboratories 


All Gas Appliances 
are Approved by , 
American Gas Association. | City State —_ — - 
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ARCTICAIRE 





»o THE FANS 


with “sut-In” SELLS 











IAT Ts ca: 
__ in Striking New Beauty 
\ 1 in Quiet, Efficient Air Circulation 
'f0 | © in Low-Cost, Long-Lived Service 
be “— Me 
re a ign x BS lee Vee 





® and first choice, too, of 
fan buyers the country over. 
A sales-winning reputation 
built by smooth, dependable, 
low-cost service. Exclusive 
styles of blades, engineered 
and matched with FASCO 
quality-built motors, is the 
secret. Lucky you, who have 
them to sell, as the demand 
still far exceeds our stepped- 
up production. 


Pedestal 
- pire Deluxe 
aeeell Model 165 


iat’ t pedestal 3 speeds 


| we" ost! 














arcticAire Deluxe SIXTEEN 
Model 163 , 
16” oscillator—3 spee s 








arcticAire Deluxe TEN 
Model 101 


10" scillater— 1 spee 





THE BIG DOWNTOWN STORE in Jacksonville operated by Les Leavitt features a 
drive-in service at the rear of the shop and a while-you-wait repair service for radios. 


Drive In- Trade In 


New ideas and 


innovations 


in service 


carry out Les Leavitt's program of giving 
the customers only the latest and best. 


Py Seen but the latest and best 
4 for his customers—that’s the 
motto of Les Leavitt, owner of the 


appliance firm which bears his name 
at 608 W. Forsythe St., Jacksonville, 


Fla. 

And he gives it to them. Not many 
dealers can boast of (1) a drive-in 
service shop; (2) a while-you-wait re- 
pair service on radios, and (3) a used 
ippliance shop where trade-ins of al- 
most any kind of appliance are wel- 
comed, 

That drive-in service shop is a nov- 
elty in Jacksonville and a magnet for 
long suffering car drivers who can't 
find a place to park. Well advertised 
and widely known to Jaxons (as the 
residents call themselves), it draws a 
steady stream of customers with appli- 
ances, large and small, to be repaired. 
Not that Mr. Leavitt isn’t glad to go 
out and pick up equipment which needs 


repairing—he has five trucks for the 


purpose—but it’s much 
head of a household 


just to pick up the toaster, 


sometimes 
simpler for the 


vacuunl 





cleaner, or other ailing appliance, drop 
it in the car and drive on by Leavitt's 
with it. Customers 
drive-in idea and it is a profitable one, 


appreciate the 


as the extensive use of it proves. 
A Decided Improvement 


lhe while-you-waitt repair service on 
radios is a decided improvement on the 
usual procedure. Mr. Leavitt's cus- 
tomers never have to deposit their sets 
on the counter, wait for a harried- 
looking service man to trown once or 
twice, then be told the set will be looked 
over “soon’s I c’n find time.” If at all 
possible, according to Mr. Leavitt, the 
set is fixed then and there, while the 
customer reads the sports pages or 
peers over the service man’s shoulder, 
should he so desire. Of course, it isn’t 
always possible to repair a radio im- 
mediately, depending upon the amount 
of work necessary, but in cases of that 
kind, the customer usua'lv understands 
that a longer time will be needed and 

loesn't wait. 


(Continued on page SO) 








sta i Aaicrcse dis. 


eli 








A FRIENDLY SPIRIT of cooperation exists between Les Leavitt (center with dark 
necktie) and his crew of energetic salesmen and service men. Mr. Leavitt believes 
service sells more appliances than any other factor. 
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Now... ALL RECORD DEALERS 
‘Can Boost Their Sales With This New 


‘Magnavox RECORD DEMONSTRATOR 


ts amma: — eam 
ae ; 











= LOOK AT THESE FEATURES: 
es a 1. 12” Magnavox high-fidelity speaker 
dios ‘ 


2. Magnavox Pianissimo 6 Pickup with permanent 
needle . . . plays at 7% oz. pressure; no surface 
noise; no chatter 


3. Gear-driven, long-life motor 
4. 5-watt transformer powered amplifier 


5. Concealed pre-setting bass, treble and volume- 
limiting control 


6. Customer volume control (with pre-set limit) 
7. Attractive heavy-duty acoustical console. 


NOT FOR RESALE 
(Sale Restricted Solely To Record Dealers) 





High Quality Console Phonograph 
Specially Designed For Record Booths 


vice on 
on thi 
apie 
eir sets 
larried- 
mice or 
looked 


eat all Sturdy, Long-Life Construction. The precision, gear-driven 
yitt, the 





the entire recorded tonal range is faithfully reproduced—and with- 


out surface noise or distortion. 
Its 12” high-fidelity Magnavox speaker is tilted for perfect audition 


under booth conditions. Its wonderful new Magnavox Pickup is 





noiseless and cannot injure records . . . plays at 24 0 > pressure 
F. Oo B. FORT WAYNE J I y Ct ounce pressure, 








le tl : 1 —_ = si motor is designed to withstand the punishment of constant playing. 
ule the HIS offer is made to a// record dealers because we feel that hig It has ; » operational fearures ther enahie v PT Ne “Bi 
ia é ' : pera ean erie has all the operational features that enable you to pre-set volume 
1oulder quality record demonstration is essential to good sales and con- and adjust treble and bass to the acoustics of your booth. 
it isn’t tinued customer good will and satisfaction. The new Magnavox The mahogany-finish console is 30” high, 24” wide, and 13” leep 
é any-nis . -- de, anc dee 
mic ay STRATOR not only will boost your record sales, it also = ies - 
amount DE! {ON — y It is ruggedly constructed of hard wood and tempered masonite. 
of that will save you money by minimizing record damage. 
nial Here is the best investment you can make to stimulate record sales. 
led and It superbly re-creates a// the music on the records for it contains It's easy to Operate and requires minimum service upkeep. Don’t 
the same quality equipment used in the magnificent Magnavox miss this opportunity to get the high-quality demonstration record 
| radio-phonograph. From the lowest bass to the highest overtones, player you have dreamed about. Place your order today! 
_ er 


The Magnavox Company 
Department 97 

2167 Bueter Road 

Fort Wayne 4, Indiana 


ATTACH THIS COUPON TO Youp 
| errtRHEAD AWD MALL TODAY / 





Please accept my order for__.___ =>» MAGNAVOX 
DEMONSTRATORS at $49.50 each. 


Please check one: Check enclosed 





ft 








7 
j 






How Ship 









Store Name 
Address 
City 












‘. 


dark 
lieves 









Zone State 





PRODUCT OF THE Tignes COMPANY 
Makers of Fine Radio-Phonographs 
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Now- 


for the first time, you 


can get your share of this 


400000000 


Market! 


Last year the American people spent well over 
$400.000,000 on colds! Trying to prevent them! 
Trying to cure them! This is $119,000,000 more 
than they spent on vacuum cleaners! And $124,- 





Medical R 
e 
lnsiolab secies thaieileasaemiamadialiiiaaianal search shows these factors con 
im 


0 





Now, to a select group of electrical appliance 
dealers, the Simmons Company offers an oppor- 
tunity to cash in on a fabulous new market. A 
chance to profit by satisfying man’s greatest con- 
cern—his own personal comfort and well being! 


To those appliance dealers who qualify by reason 
of location, extent of market served and aggressive 
merchandising policies, the Simmons Company is 
offering a new, nationally-advertised, medically- 
sound defense against the common cold — the 
Simmons Electronic Blanket. 


Simmons is announcing this powerful new 
campaign on Sept. 17 with a double-page spread 
in color in Life magazine. From this date, through 
the Christmas buying season, Simmons is running 
an ad every week—14 ads in 14 weeks in Saturday 
Evening Post, Life or Time! To spark Christmas 
gift sales, a second double spread, also in color, 
will appear in the Saturday Evening Post Dec. 1! 


This is one of,the most compelling advertis- 
ing and Selling ideas in all appliance history. 


Simmons 
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10-NIGHT TRIAL OFFER! 


A proven sales clincher! 


On the retail selling level, 
Simmons has the most 
comprehensive merchan- 
dising program in electric 
blanket history. 


Now the Simmons Elec- 
tronic Blanket can be sold 
on a 10-Night Trial basis with no strings attached. 
If the customer is not satisfied, he can return it 
within 10 days and get his money back. 


Simmons believes so thoroughly that once a 
customer buys he will stay sold, that with this 
plan we accept full responsibility for any blankets 
returned to a Simmons retailer. 


ANOTHER AMAZING OFFER! 


Simmons also offers every retail blanket salesman 
the opportunity to buy a Simmons Electronic Blanket 
for only $19.00, including excise tax. This special 
price is below the actual cost of material and 
labor. We offer it to aid in building the kind of 


JULY 


1, Chilling of the Body; 
Tension; 4, Getting Over 


World’s Largest 
Manufacturer 
of Sleep Products 


2. Lack of Sleep; 3. \ 


-Ti 
red. Now you can gua 





enthusiasm that achieves maximum sales volume. 


All this plus a complete supply of merchandising 
material and dealer helps—all keyed to Simmons’ 
sensational new selling theme! 


This sensational basic sales idea—plus the 
great Simmons merchandising program — makes 
this opportunity for a select group of dealers the 
biggest news in the electrical appliance business 
today! 

To get your share of this new $400,000,000 
market, get in touch today with the Simmons 
sales and service branch nearest you. See list 
below. 









a 


WRITE, WIRE OR 
PHONE THE SIMMONS 
SALES AND SERVICE BRANCH 
NEAREST YOU 
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The Simmons Policy 


To make the Simmons Electronic Blanket a 

e volume sales item and to provide a new profit 
Opportunity in a brand new market for a select 
group of retailers. 


? To support retail sales through this select group 

«of dealers by a powerful national magazine 
campaign featuring the first really new and 
basic advertising and merchanding idea in the 
electric blanket business—an Amazing New 
Defense Against Colds. 


3 To sell and service direct to retailers. To give 
. the greatest margin of profit, and to protect 
the profit, on every unit sold. 


To do business with every Simmons dealer in 
' the friendly, trustworthy way that has char- 
acterized the Simmons Company for 77 years. 


Read how the Simm 
and your family aga 


Medical science has determineg 
that colds follow the breakdown of 
the body's anti-cold defenses - 
that this breakdown is Caused by 
certain definite factors. 4 
— factors include: chilling 
‘ack of sleep, Physical fatigue. and 
Worry and anxiety * 
, Today, thanks to the amazing new 
simmons Electronic Blanket. you 
€an actually reduce Susceptibility to 


colds resulting from these medically 
recognized factors P 


That's beca 
use the electronic. new defense apai better unde 
controlled even t Onically. es Zainst colds! too, will whe a ns blanket. You, @, Selexes 
emperature of the a Common Cold and How to iia , more fortified ss Bornes refreshed—ang and @ warm bath relaxes tense 
Fabricant, M.D Zilf-Davis, Cry t. (P17) *genis—afier 4 night's « S 
» Chicago, 1945 ssi 
' 













Simmons Electronic Blan 


Fest, comforting warmth 
from nervous tension that 
to effective cold defense. 


Begin right now to Buard against 
colds in your family. Go to 
favorite department, toe 
Or electric service 
Get your Simmons 
ket. Give yourself and 
this priceless gift of 


furniture store 


better Sleep, this 


ket brings 
relaxing 


» Telease 
are vital 


your family 
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inst dangerous colds 
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t can guard you 
all winter long! 
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Electronic Control 
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1. Super-sensitive Elec tronic Con- 


trol with thyratron cut-off tube 
for extra safety. 


2. Beautiful, all-wool, high-pile, 
evenly napped blanket surface. 


3. Automatically adjusts to 
changes in both body temperature 
and room temperature. 


4. Special nickel-alloy safety wire 


parallels every 


inch of heating 


wire in order to control tempera- 























This advertisement in 
color will open the great 
Simmons campaign on 
September 17 in Life. 
It will be followed by 
an ad every week in 
Life, Saturday Evening 


Post or Time right up to 






Christmas. 







ture and protect against overheat- 
ing (no thermostats). 


5. Certified washable in home-type 
or commercial washers by Ameri- 
can Institute of Laundering. 

6. Full color range—rose, blue, 
cedar, peach and green. 

7. Approved by Underwriters Lab- 
oratories, Inc. 

8. Made by Simmons, the world’s 
largest manufacturer of sleep 
products. 





Albany, N. Y. 
Allentown, Pa. 
Atlanta, Ga. 
Baltimore, Md. 
Birmingham, Ala. 
Buffalo, N. Y. 
Charlotte, N. C. 
Chicago, Ill. 
Cincinnati, Ohio 
Cleveland, Ohio 


ELECTRICAL 


Columbia, S. C. 
Columbus, Ohio 
Dallas, Tex. 

Denver, Colo. 

Des Moines, Iowa 
Detroit, Mich. 
Elizabeth, N. J. 

El Paso, Tex. 

Grand Rapids, Mich. 
Greenville, S. C. 


MERCHANDISING—JULY 
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Harrisburg, Pa. 
High Point, N. C. 
Houston, Tex. 
Indianapolis, Ind. 
Jacksonville, Fla. 
Kansas City, Kan. 
Kenosha, Wisc. 
Knoxville, Tenn. 
Little Rock, Ark. 
Los Angeles, Cal. 


1948 


Louisville, Ky. 
Medford, Mass. 
Memphis, Tenn. 
Miami, Fla. 
Milwaukee, Wisc. 
Mobile, Ala. 
Nashville, Tenn. 


New Haven, Conn. 


New Orleans, La. 
New York, N. Y. 


Norfolk, Va. 


Oklahoma City, Okla. 


Omaha, Neb. 
Philadelphia, Pa. 
Pittsburgh, Pa. 
Portland, Ore. 
Providence, R. I. 
Pueblo, Colo. 
Raleigh, N. C. 
Richmond, Va. 


Rochester, N. Y 
Rock Island, Ill. 
St. Louis, Mo. 
St. Paul, Minn. 


Salt Lake City, Utah 
San Antonio, Tex. 
San Francisco, Cal. 


Savannah, Ga. 
Scranton, Pa. 
Seattle, Wash. 


- Spokane, Wash. 


Springfield, Mass. 
Sweetwater, Tex. 
Syracuse, N. Y. 
Tampa, Fla. 
Toledo, Ohio 
Tulsa, Okla. 
Washington, D. C. 
Youngstown, Ohio 
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Shining Examples of how 


Adds Ezra Selling Power! 


Here are 4 different electrical appliances with 
one thing in common — all rely upon 
Nichrome Heating Elements to make them 
unfailing, top-level performers. 

Ingenuity of design, attractive styling, high 
mechanical efficiency, effort-saving automatic 
features, teaming together to win customer 
favor, depend on Nichrome to provide a plus 
value of exceptional appeal — make selling 
jobs easier. For Nichrome has been the very 
heart of good electrical appliances for more 
than 35 years — and is today the standard 
of quality and trouble-free operation through- 
out the world. 

If the maker of the appliances you buy is not 
among the many manvfacturers, large and 
small, who specify Nichrome for heating ele- 
ments, profit by asking him to use this famous 
heatand corrosion-resistantalloy. For 
Nichrome assures years of dependable service 
— helps you to gain ready consumer ac- 
ceptance, sell the most exacting of customers 
and keep them sold. And remember, there 
is only one Nichrome. 





% This handsome Holliwood Waffler, 
made by Finders Mfg. Co., of Chicago, 
ill., cooks 8 waffles at a time — relies 
on Nichrome heating elements to give a 
lifetime of peerless service 






sre very aaa 


~ oF (008 
ECT 


\ os HARRISON, 


BRANCHES 


Driver-Harris Company 


NEW JERSEY 





%* To help maintain the highest standards 


in its accurate, fully automatic NESCO 
#109 Electric Roaster, National Enamel- 
ing & Stamping Co, of Milwaukee. Wis., 
employs Nichrome 





%& The Rotiss-O-Mat is a modern electric 
barbecue for the home. In addition, it 
offers a 3-position grill for broiling, grill- 
ing and toasting. Rotiss-O-Mat Corp., of 
Astoria, N. Y., specifies Nichrome. 





%*& Nichrome heating elements inside six 
oscillating rollers make sure this novel 
frankfurter grill ‘“‘cooks to a turn’’. Made 
by Flight Mechanical Laboratories, Inc., 
Long Island City, N. Y. 


Nichrome is Manufactured only by 





Chicago, Detroit, Cleveland, Los Angeles, San Francisco, Seattle 


Manufactured and sold in Canada by 
The B. GREENING WIRE COMPANY, LTD., Hamilton, Ontario, Canada 
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*T.M. Reg. U.S. Pat. Off. 
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Drive In-Trade In 
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The radio repair shop is maintained 
separately from the main service shop 
and enough repairmen are on hand at 


| all times to handle the volume of busi- 


ness, Mr. Leavitt says. It is his belief 
that little or no excuse exists for delay 
in radio service and repair. Occa- 
sionally, tedious or extended repairs 
require more time but most jobs on 
radio can be done in short order if 
handled at once. Mr. Leavitt says that 
the popularity of his while-you-wait 
repair service more than justifies the 
employment of enough service men to 
take care of it on that basis. 

The used appliance department of 
Leavitt’s is housed in a display space 
of approximately 500 feet square. Used 
and reconditioned appliances of al! 
kinds—except small radios—are on dis- 
play at all times. Mr. Leavitt is a 
pioneer trade-in dealer and has main- 
tained this department for several 
months, being among the first to realize 
that a considerable profit can be real- 
ized in the replacement field. His 
service department has a special sec- 
tion for reconditioning used appliances. 


Mark-Up Small 


“We allow as much as possible on 
trade-ins,” Mr. Leavitt says. “Oi 
course, we try to make a small profit 
but we always try to hold prices on 
this used and reconditioned equipment 
to a minimum. We believe we can 
offer more for less because we have our 
own reconditioning shop. Some trade- 
ins are useful only for the parts we can 
get out of them but those which we 
recondition, we guarantee absolutely.” 

One of Jacksonville’s foremost deal- 
ers today, Mr. Leavitt opened his first 
shop in October 1943. Since appliances 
were not available at that time, he con- 
centrated on service work, and his 
experiences showed him the value of a 
service shop when he opened his big 
downtown store in the fall of 1945. 
His major lines are Norge, Bendix and 
General Electric commercial equip- 
ment. For General Electric, he acts as 


| commercial representative for 21 coun- 


ties in north Florida and five in south 
Georgia. He did approximately a 
quarter-million dollar business in 1947 
and he expects to better that figure in 
1948. 

Mr. Leavitt spent 15 of his 19 years 
in the appliance business as a service 
man and he firmly believes that “service 
sells more appliances than any other 
factor.” It is his goal to make the 
Leavitt name synonymous with the 


| word “service”, but he isn’t going 


about it in a fanatical way. He stays 
open only eight hours a day on the 
theory that an appliance shop isn’t 
much different from an office or a 
grocery store and that “if we can’t 


| make a living in eight hours, we 


shouldn’t be in business.” 

The 12 employees on his payroll all 
get two weeks vacation with pay each 
year and there is a healthy spirit of 
cooperation between Mr. Leavitt and 
his employees—particularly his service 
department because, as Mr. Leavitt 
puts it, at heart he is “still a service 
man.” End 
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Air-Cooled Power 
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At Briggs & Stratton every effort is aimed at 

building the world’s finest single cylinder, 

4-cycle gasoline engines. The craftsmen who 
build them put more than skill and experience 
into their work. They are proud of the care and 
exactness they put into each engine. 

Briggs & Stratton air-cooled engines deliver 
dependable power, stamina, and performance 
— the RIGHT power to meet the most exacting 
requirements. America’s choice for 30 years. 


BRIGGS & STRATTON CORPORATION + Milwaukee 1, Wisconsin, U.S.A 





PAGE 82 





SOME OF THE ENTRIES in Black's fishing contest. The winners were frozen and 
kept on display in a home freezer in the store, where the proud catchers could show 
them (and the freezer) off to admiring friends. 


Good Sports Are 
Good Customers 


Black's of Rawlins, Wyo., starts by sell- 


ing home freezers 


os which is a famous 
fishing and 


hunting country, 
should be an excellent place to sell 
home treezers. At least, so figures 
Fred P. Black of Rawlins, Wyoming., 
who is a sportsman himself and handles 
. line of sport goods, as well as of 
furniture and electrical appliances. 
So he knows just how much interested 
sportsmen are in preserving their tro- 
phies tor later home consumption. 
Furthermore, he knows just how to go 
about interesting them. 

He runs a_ continuing’ contest 
throughout the hunting and fishing 
season. A cash prize of $2.50 is 
warded for the largest trout brought 
n to the store each week, with a grand 
iward of $10 at the end of the season 
for the largest catch of the year. Sep- 
arate contests for men and women 
bring in fishermen of both sexes. 
\nd what does Mr. Black do with the 
trout? Well, first of all, he weighs 
them officially and he photographs 
them, using the photographs later in 
his window displays and in his ad- 
vertising Then he runs a regular 
sports column in the local paper, giv- 
ing chatty news about the catch and 
about what is doing in the sport line 
in the vicinity of Rawlins. 

\nd then he freezes the prize fish 
and stores them in a home freezer on 
the sales floor of his store. The fish 
still belong to the catcher, of course, 
but who would not be glad to leave his 
prize catch for public display? In 
fact, most people bring friends into 


to local fishermen 


FRED P. BLACK, with his wife and son 
in front of their Rawlins, Wyo. store. 


the store to show them off. Because 
the fish are not destined for food, they 
are frozen without wrappings. All 
that is necessary, therefore, is for the 
visitors to raise the lid of the chest- 
tvpe freezer and to lift out the stiff 
15-in. or 18-in. trout to prove their own 
prowess, or to weigh their catch in 
appearance against other entries. The 
home freezer, in the process, gets con- 
siderable publicity. It tells its own 
story of preserving fish—and it is 
easy later to follow this up with the 
selling points of its more general use. 

When deer and antelope are in sea 

(Continued on page 84) 
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If you picked $23,000,000, take a bow. 
Last year, the electrical bed covering business 


totaled $23,650,000 at retail.* 


That’s a 15-million-dollar increase over 1946. 

And the increase in 1918 promises to be even more! 

So today, every day, get your share of these sales... by displaying 
General Electric Automatic Blankets twelve months of the year! 

All through the summer, feature these automatically controlled 


blankets as gifts—for weddings, birthdays, anniversaries. 


And right now, order your stocks for fall and Christmas-giving 
selling. Then you'll be sure of having enough when demands for 


this much-wanted blanket reach their peak. 


“Covering Sleep-Happy America” 


We're backing you up with full-page, four-color advertisements 


in magazines totaling more than ten and a half million in circulation. 


And with frequent mentions on “The G-E House Party,” the 
coast-to-coast air show that has more than two million listeners 


wide-eared, Monday through Friday. 


Don’t miss this blanket sales opportunity! And remember, 
when you display General Electric Blankets, you're featuring an 
automatic blanket made by the world’s largest manufacturer of 
electric appliances . . . and praised by more than half a million 
enthusiastic users! 

General Electric Company, Appliance and Merchandise Depart- 


ment, Bridgeport 2, Connecticut. 


* Electrical Merchandising. January, 1918 


@ Aulomaite Llankelg 


Approved by Underwriters’ Laboratories, Inc. 


GENERAL @ ELECTRIC 
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Good Customers 
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son, there is a similar contest held for 
the best set of horns, with a mounted 
head as the season’s prize. 

Not only do these promotions pro- 
vide excellent leads for home freezer 
selling and build up sales of fishing and 
hunting accessories, but the goodwill 
built up makes customers for the store 
in all departments. One woman who 
came in to get her $2 prize, for in- 
stance, made $90 in purchases before 
leaving the store. 

Mr. Black has a long experience in 
appliance selling. In 1941, he held the 
record for high individual salesman in 
the Rocky Mountain area, having sold 
$27,000 worth of refrigerators. His 
own venture in Rawlins was started as 

an automotive parts business, with a 
ma de to se I] capital of $750. He and his wife to- 
gether now handle both sporting goods 
and appliance departments, with some 
furniture and other items on the side. 







with chromel 
Hard to Oversell 


He believes in promotions and in 
selling “up”. You can hardly oversell, 
is his motto—but it is very dangerous 
to undersell your customer. The man 
who buys a high quality appliance, even 
though he may have paid a little more 
than he expected to for it, has an ar- 
ticle which will give him satisfaction 





ind which in the long run will be 
worth all he paid for it. He will soon 
forget the price, but remember the 






the original nickel-chromium : ‘ P 
service. On the other hand, the man 


who buys an article which is not really 






heating element wire 


adequate to his needs because it is 
low in price, will never be happy. He, 
too, will forget the price, but will have 
before him the continuing irritation of 
not wholly satisfying service. 

In this connection, Mr. Black tells 
of a salesman employed by the store 
who sold a $199 radio to a local family 
of moderate means. A short time later 
Mr. Black himself followed up the sale 
and found that the family was not 
Ever check material specifications of electrical satisfied with the results. He took 
back the set and sold a $400 set for 
delivery as soon as the store could 
obtain one. “You pick out one that 


ae. 


heating appliances? Chances are if you do you'll find 
that most manufacturers prefer durable CHROMEL 


heating element wire. Why? Because it's will give us good results,” the customer 
the basic element of the industry . . . the nickel-chromium left the matter. “We'll pay whatever 
is necessary.” The salesman learned 
a lesson through that experience which 
(Continued on page 88) 


resistor wire that first made electrical heating practical. 
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HOSKINS MANUFACTURING COMPANY 


4445 LAWTON AVE. @© DETROIT 8, MICHIGAN 


YOU'LL FIND 

















IN THESE 
PRODUCTS 
YOu 
SELL SS 
“HELLO, POLO GROUNDS? GET ME THE 
UMPIRE!” 
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Philco distributors are telling the sensational 


story to their dealers in meetings and open 


houses all over the country. Don’t fail to 


| attend yours. It’s your Profit Story for 1949. 


HERE iS WHY 


i l 


| FILTER QUEEN 


SS 


2 
> 


- “ 
a & 


WLLL ULL 
3” TTL MOU LEAL 


>. 


ad 


Dealers everywhere are making the discovery. One vacuum cleaner 
SELLS. Others back up on their floors. Yes, FILTER QUEEN has the 
features that cause homemakers to buy! 


“2 


Yranklort, Vadlawa, ONE APPLIANCE DEALER RE- 
PORTS NINETY-THREE SALES IN SIX WEEKS . . plus the sale 


of over a thousand dollars worth of accessories. 


« Philaddphéa, ONE SALESMAN SELLS TWENTY-SIX 
FILTER QUEENS IN ONE WEEK. 
(Aicage A LEADING DEPARTMENT STORE WRITES: 
4 “. . . the outstanding and almost phenomenal job that FILTER QUEEN 


HAS DONE IN THE PAST MONTH AS COMPARED WITH OTHER 
VACUUM CLEANERS IS TERRIFIC!” 


No wonder dealers are plugging, promoting and demonstrating FILTER 
QUEEN. If you'd like to get more information on this phenomenal suc- 


cess, call your distributor or write to Health-Mor, Incorporated, Chicago. 
FILTER QUEEN is fully protected by U. S. Patents 


For further information, write to: 


HEALTH-MOR, Inc., 203 N. Wabash Ave., Chicago 1, Ill. 


In Canada: Walters Appliances, Ltd., 57 Bloor St. W., Toronto 
Export Agency: A. J. Alsdorf Co., 221 N. LaSalle, Chicago 


IN ACTION 
sce FILTER QU co SUMMER MARKET 
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SEVEN REASONS WAV FULTER-QUEEN BY LS! 


aud Gardetts 


NATIONAL ADVERTISING— Reaching over 13 million readers each month ui{ ar Homes 
during the big “Peak Sales” season. These colorful, readable ads pull } WC 
z 


leads for you . . . leads that are producing better than 70% in actual sales! 


qwiel Ops trunp oy 


ca by 
ee YON APPROVED BY EXPERTS 
S apventisto V a ee Each FILTER QUEEN bears the Good 
“ov Housekeeping, Parents Magazine and 
Tobe Static Eliminator seals, plus the 


‘ ; 
tee seal of Underwriter’s Laboratory. 
_ 


LOCAL RADIO PROMOTION—FILTER QUEEN is “on the air” in many 
metropolitan markets. And the spectacular FILTER QUEEN story is plugged 
through the entire Mutual Network on the popular “QUEEN FOR A DAY” 


radio show. 


INTENSIVE SALES TRAINING PROGRAM— Distributors hold schools to train your 
men to “demonstrate and sell.” In addition, training booklets teach new men and remind ; 
veterans of the proper procedure in demonstrating and selling. 


SALES AIDS GALORE—Folders and booklets do a complete selling 
job in print. And, display material including full-size vacuum cleaner 
“DEPARTMENTS” are available. It stops shoppers and does a selling job. 


SUPPLEMENTARY PROFIT MAKERS— Dealers everywhereare stepping-up profits 
with FILTER QUEEN'S attractively packaged and highly profitable cleaning aids. 
They’re easily sold and bring customers back to your store for more. 


THE FINEST VACUUM MONEY CAN BUY! 


NO DIRTY BAG TO EMPTY... Empties like a wastebasket. 
POWERFUL, SUSTAINED SUCTION... no bag to clog and im- 
pede air flow. 
SNAP-ON LOCK-TITE ATTACHMENTS ... easy to put on, 
can’t fall off. 
QUIET 2/,, H.P. MOTOR... stronger than most, yet it’s 
really QUIET. 
ATTACHMENTS THAT CLEAN FROM FLOOR TO CEILING 


ee eS a 
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The Elgin Steel Kitchen display reaches out— draws 
attention — brings the prospect right up to the product 
—Elgin "Package Units’ shown exactly as they will 
appear in the home! 

It's easy for the housewife to visualize when right 
before her eyes she sees the beauty of design—the 
fine finish and the many convenient features of 

Elgin Steel Kitchens that will mean long trouble- 
free satisfaction in years of use. 


“The more told the better sold” is a good axiom 
but “seeing is believing” makes for more and 
quicker sales, when your prospect can see, feel 
and examine the product. 


Elgin “Package Units’ complete in themselves 

ready for installation as the perfect start of 

a modern kitchen— additional cabinets can 
be added later as desired. 


Get set with an Elgin Dealership. 
Write today for the name of your distributor. 


Elgin Quality Steel Kitchens mean. 
® Greater Customer Satisfaction 
® Greater Profit to the Dealer 


cd a eo 


ELGIN, ILLINOIS 


TE KITCHENS 
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HIGH WINNER for last year. 


Both men and women have weekly prizes, with a 
special award for largest fish of the season. 


Good Sports Are Good Customers 





will make him more useful to the 
store in the future. 

Radio reception is not too good in 
that mountainous area, with sparsely 
located broadcasting stations. “Re- 
ception is poor,” Mr. Black says, “So 
we sell more expensive sets.” Mostly 
the sets sold are combinations, with a 
tie-in sale of phonograph records. 
The poorer the reception, the more 
they want a good selection of records 
to fill in the blank spots. Some of 
these families buy up to $40 or $50 
worth of records to start with—and 
then become regular customers each 
month. 


Demonstrations Plus 


Home laundry equipment is another 
subject for Black’s promotion. He has 
a complete model laundry in his own 
and he and Mrs. Black invite 
groups of women to visit their rumpus 
room in order to inspect it. Mrs. 


home 
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Black does the family wash for their 
benefit and later serves light refresh- 
ments, making a party of the event. 
Automatic washers, ironers and home 
dryers will be pushed just as fast as 
availability of appliances will permit. 

As appliances become more abund- 
ant also he plans to equip and send 
out a mammoth truck, completely fitted 
out with the appliances ready to deliver, 
and all equipment for installing them on 
the spot. Wyoming ranch homes are 
excellent customers, just as soon as 
they are served with electricity. The 
extension programs of local power 
companies, as well as REA projects 
now underway in Wyoming, are lay- 
ing the foundation for a mint of later 
sales. Ranchers are notoriously loyal 
to the firms with whom they deal. 
Black intends to be there to make the 
initial contact and to establish his 
concern as the center for ranchers’ 
appliance and sport needs. End 
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- AND JUNIOR DISAPPEARED ABOUT THE SAME TIME | WAS CLEARING THE FOOD 
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It's Ready! New “Reach-In" upright 
style Amana Model 18 Freezer. 
Holds more frozen foods, takes less 


floor space. 


Amana Model 18 Freezer 

undersells competition yet 

gives you profit to which 
you are entitled. 


18 cubic foot storage capac- 
ity — 630 pounds frozen foods 
and freezer plate shelves for 


fast food freezing. 























5 year insurance against 

food spoilage included. 5 

year free replacement warranty 
on sealed-in mechanism. 


3 


18 Cubic Foot Storage 
White DuPont Dulux finish 






REFRIGERATION DIVISION 


i aig yh Ss Bs ae STE TN) 


AMANA, IOWA 










Pioneer specialists in low temperature refrig- 
eration with a century old tradition of fine 
American craftsmanship. 


territories available — phone, wire, write for information. 
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Here’s the Heater with Exclusive Features 


ALL NEW LONERGAN FIRESIDE OIL SPACE HEATER 





See the All New Lonergan Heaters in Chicago—Space 514-B American Furniture Mart 
LONERGAN MANUFACTURING COMPANY, ALBION, MICHIGAN 
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GIVES 22.67, MORE HEAT 


for Each Gallon of Oil! 


Here’s Proof 


: 


AND 
CUSTOMER COMMENTS 

















#4 










tite 42x14 heats 
MICHIG AN STATE COLLEGE 


Phstmand dn : 
yr rue 
EAST LANSING 


, <7 AVE 


tay ma u can : 
AV4 Leet 4 honestiy say thot I ha 
e® never 


een as y 
period ag Bag | @ house tm such 
ne - Por examp)e,f ch a short 

rom a col? 












too nd 










































































’ < out. 7; Are 
é ae 
"nowt wel th, Wht write house, it is a 
e- her Ad kh erature 4 pleasant,comf 
, hsalhn. ay n 15 to 20 min ortable toms 
- wa Lad a ‘1 in gill we are mates. 
y om J4 tte. er ~~ 
7 ¥ pallonwte ¥ 4 
a4 sa y . -.™ at + 
£ keh hin 4a y Zz 
, a 
oeeyerey . 
ear Mr. Lonergan? ' y ee 8 
¥ 4 r practic 1 burnin poe , ) ok ) f 
e nave rec ent ly compare veu & ser es of A aca rning 4 q Jee 4 
: cests of ofl burning space neatere in our la — ry: These tests y te fh a a 
an average chimney #nc five well mo brands of nesters, «athe & aal ‘ 


were run on 
{including the one sole by you 








r company» were test 










he 

ee 4 

wee Oth meat 3 D4 Line, 
om ye erg a iL. > ods 
Vey ruutly y a7 Pi oY 


Awl ; oh ad 






nh fire operation 






You will be interested to learn that at hig 
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WE'VE HAD OUR EARS 
10 THE Grou 
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and we've heard dealers 
say, “What this country needs is a 
good, reliable, NATIONALLY 
KNOWN vacuum cleaner that 
can be sold for $49.95.” 


“ MODEL 125 


Gentlemen, it's here: the NEW, dirt- 
hungry motor-driven brush cleaner—the 
CADILLAC Model 125. It’s designed right, 
built right—and backed by a manufac- 
turer whose reputation for quality dates 
back 37 years. It's exactly the cleaner 
you need for building store traffic, and 
for today’s competitive selling. 


$49.°° 


Demonstrate the dirt-getting efficiency 
of all three Cadillac cleaners: the DeLuxe 
Model 143A with 2-speed control, the 
new Model 125 (both with beating, 
sweeping, cleaning action), and the 


CYLINDER TYPE 
$69.95 


Including full set 
of attachments 
2-speed control 


MODEL 125 
Including 5 


Attachments 





powerful 2-speed control cylinder type 
Cadillac. Show your customers their 
many work-saving advantages, their 
outstanding quality, their unbelievably 
low prices. 





NATIONALLY ADVERTISED in LADIES’ HOME 
JOURNAL ® AMERICAN MAGAZINE © FARM 
JOURNAL ® BETTER HOMES and GARDENS 
SATURDAY EVENING POST ® TRUE STORY 
COUNTRY GENTLEMAN ® AMERICAN HOME 













MODEL 143A 


With 2-speed con- 
trol 


$Ss9.95 


Set of 10 attach- 
ments, extra 














SINCE 1911 
Sold only by reli- 
able dealers and 
distributors. 


SstEuUS 
| JULY S1017 


| SPACE 1794-5 


| AaAe Com FURNITURE MART 


. CHICAGO 
SS. ~~ 


CLEMENTS MFG. CO. 
Dept. A, 6666 S. Narragansett Ave., Chicago 38 





WHEN A DEMONSTRATION is not in progress, the folding partition which 
separates this aduitorium from the main store can be drawn back and the area used 


as a sales floor. 


It's Cheaper To 
Bring Them fo The Store 


A. R. Woolley of Pocatello 
believes volume store selling 
will solve lower margin problem 


WitTH margins on electrical appli- 
ances at a lower level than they 
before the 
have wondered just how they were go- 
ing to solve the profit problem in the 
market ahead. i a 
general manager of the 

Mountain Electric Co. of Pocatello, 
Ida., has given a good deal of thought 
to the situation. He was well aware 
of the fact that profit margins under 


were war, many dealers 


competitive 
Woolley, 


conditions were slender 
Even when mark-ups were 
35 and 40 per cent and higher, it was 
not too easy to make what was then 
net profit of 
about 2 percent, and many a dealer 


iled even to do that. 


pre-war 


enough. 


considered an average 





Looking at conditions as they are 
today, with low mark-ups on all but a 
few highly promotional items and 
with higher overhead costs, he figures 
that store selling is going to be cheaper 
than field selling. Inasmuch as vol- 
going to be essential, 
this means that store selling has got 


ume sales are 
to be stepped up in tempo. 
lhe attractive new 
Mountain 
“other 


store of the 
Electric Co. lies on the 
side of the railroad tracks” 
from the main business district, but the 
location has been chosen carefully. It 
may not have quite the volume of 
traffic which main business streets af- 
ford, but it has more room than would 
(Continued on page 96) 





THE FULL-HEIGHT WINDOWS of the store front are designed to attract 
passersby. Later, embossed tile and a neon sign will complete the attractive appear- 
ance of the exterior of the store. 
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with automatic timer 


A New Ree 


why it PA 
to SELL HO 


Now—to the complete line of washi 
ironing equipment which enables the Ho 
dealer to offer every customer the combin2 
tion she wants at the price she wants to pay— 
Horton adds a new deluxe washer with auto- 
matic timer. As with every other Horton 
washer, the unique Kleenette may also be used 
with the new 481 washer, to double its effi- 


ciency, redouble its convenience. 


For more details on this big new Horton 
washer and on the full Horton line of laundry 


equipment, write: 


HORTON MANUFACTURING COMPANY 
FORT WAYNE 1, INDIANA 





Other Stars of the Horton Line: 
. The Horton Automatic Console Ironer—Model 147 
. The Horton Automatic Portable Ironer—Model 547 
. The Horton Portable lroner—Model 640A 
. The Horton Kleenette (for use only with Horton washers) 
. The Horton 482 (with or without pump) 
. The Horton 483 
(new low-cost mode! with or without pump) 


ow he Wh 


Attention Canadian Dealers: 
The trade name HORTON ELECTROHOME distinguishes 
Horton designed and engineered products manufactured and 
sold in Canada by Horton's affiliate, Dominion Electrohome 
Industries, Ltd., of Kitchener, Ontario. 
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Different stores—same idea, same result! 


Former partners continue to agree on promotion of products Advertised in LIFE. 








1. Percy Dunkle and Austin Loveall were partners in an appliance business in 
Seattle. They decided to break up the partnership. Mr. Dunkle retained 
the store in West Seattle (above 
an advertised-in-LIFE promotion which he and Mr. Loveall discussed 


prior to their separation. 


\ - 


3. Percy Dunkle’s promotion got under way when he contacted manufac- 
turers of the appliances he carries and asked them for display material 
suitable for his advertised-in-LIFE tie-in. Five of the manufacturers sent 
representatives to help Dunkle plan and execute his idea. Above, Mr. 
Dunkle (left) and his wife discuss the plan with LIFE retail representa- 
tive, Connie Grabb. 
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He also kept fast hold on an idea for 
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2. Austin Loveall moved to the Magnolia district of Seattle (one of the better 
residential sections), and called his new store Loveall Appliances (above). 
And he too set about arranging an advertised-in-LIFE promotion' Both 


men found that a wide range of the products they sold were advertised 


in LIFE! 





4.Mr. Loveall also got help from manufacturers in bringing their products to 
the attention of his share of the LIFE audience of 154,770 in the Seattle 
area (27.6% of the population!). Both Dunkle and Loveall (above, with 
Mrs. Loveall and son, Tommy) used the same technique: Reprints of ads 
from LIFE were shown with different appliances, saying in effect, ““Here’s 
one of the products you read about in LIFE!” 
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5. Here’s what happened in Dunkle’s store (above): “As soon 
as the advertised-in-LIFE tie-in got under way, we noticed 
public response in our cash register. We were surprised to 
ee how many customers are regular LIFE readers. They 
have learned that better merchandise is advertised in LIFE: 


accept it with little sales resistance!” 





6. Meanwhile, in Loveall’s store (above) :“*The LIFEstorewide 
promotion was a success in every way. Many people who 
came in said that they’d seen such and such a brand adver- 
tised in LIFE, and had decided at that time to buy it! Sales 
increased—but more important, many ‘brand conscious’ 


people also became *Loveall conscious’! 


7. Above is virtually a blueprint of a successful appliance pro- 
motion! It is simply a display of known merchandise with 
reprints of the ads which made it known. Every day these 
ads sell merchandise to the 26,000,000 readers of LIFE. 
And every day smart merchandisers put the ads to work 
selling the merchandise they stock. Do you? 
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July 12 Kelvinator Refrigerator—page, color 


July 19 Vornado Air Circulator—page 


July 26 G-E Retrigerator—page. color 


July 12 Sylvania Fluorescent Lamps—page 
July 19 Hoover lron—% page 
July 26 Hoover lron—ly page 


July 12 Nashua Blankets—page, color 





Use this list to put 
LIFE’s local selling power 
to work at your counters 


Here is a list of appliance-store items to be ADVERTISED IN LIFE during July 


































MAJOR APPLIANCES Telechron Clocks—page, color 
G-E Clocks—!4 page 
Westinghouse Appliances—page, color Croton Watch—¥ page 
Saga Watch—% page 


July 26 Saga Watch—, page 


Rheem Water Heater—page 
American Gas Association—l4 page 
SILVERWARE 


July 12 1847 Rogers Bros.—page, color 


July 26 International Sterling—page, color 


Hotpoint Refrigerator—page, color 

Norge Refrigerator—page 

SMALLER APPLIANCES 
AND HOUSEWARES 


July 5 Sunbeam Ironmaster—page, color 


RADIOS, RECORDS AND 
INSTRUMENTS 
July 5 G-E Radios—page, color 
Philco Radio—page 
Lester Pianos—!/, page 
RCA Victor Records—'4 page 
July 12 RCA Victor Instruments—page, color 


Eveready Batteries—!4 page 


HOMES AND HOME FURNISHINGS en 


July 26 RCA Victor Instruments—page, color 
July 5 Sloane Linoleum Products—page, color pag 


CAMERA AND OPTICAL GOODS 


Lustron Prefabricated Houses—page 
July 5 Eastman Kodak—}, page, color 


Alexander Smith Carpets—'4 page 
Wallco Co. Wall Tile— 4 page 
July 19 Morgan-Jones “Imperial Hobnail” 


Kryptar Film—Y page, color 
July 12 Eastman Kodak—page, color 
Bedspread—', page, color AO Polaroid Glasses—Y page, color 
July 26 Congoleum-Nairn Floor Covering & suly 19 Ansco Film—page 
Congowall—spread, color : Wollensak Lenses—14 page 
July 26 Eastman Kodak—page, color 
JEWELRY, CLOCKS AND WATCHES 
July 5 Saga Watch—l4 page SPORTING GOODS 
July 12 Swiss Watch Federation—page July 5 Spalding Sporting Equipment—}y page, « 
Westclox—l4 page July 12 U.S. Golf Balls—'y page 
July 19 U.S. Golf Balls—'y page 


July 26 Wilson Sporting Goods—page, color 


Saga Watch—4 page 
July 19 De Beers Diamonds—page, color 


NOTE: Many of these LIFE advertisers have ordered LIFE merchan- 
dising helps similar to those Dunkle and Loveall find so effective. Ask 
your suppliers about ADVERTISED-IN-LIFE merchandising aids! 


ADVERTISED 


LIFE 








LIFE, 9 Rockefeller Plaza, New York 20, N. Y. 
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Como visit us...910 American Furniture 
Mart... Examine one of the most complete /— 
ines on the market... the Famous ¢ 
Nidehen Mage “Feature Mtradtions" 
that have Sold kitchen customers from 
ooast to coast... Mohan Aaast 
offers a powerful sales pro- 

motion plan...and an aggressive 
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MIDWEST MFG. COMPANY - Galesburg, Illinois 
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It’s Cheaper to Bring Them to the Store 





have been possible to obtain downtown. 


Moreover, this is the University side 
of town and much of the recent resi- 
building has been done in this 
direction, so that Mr. Woolley believes 
the tendency will be for business to 
expand his way. The present location 
also allows generous parking space, a 
factor of growing importance where 
the automobile furnishes the major 
means of personal transportation. 

The normal amount of store traffic 
would probably not be adequate in 
itself to build the desired volume of 
sales, as competition increases, Mr. 
Woolley realizes. And you cannot just 
sit and hope that business will come to 
vou, 


, 
cence 


Catches the Eye 


His first answer has been to make the 
store outwardly arresting in appear- 
It is a modern building, with 
full-heig slanted to 
Because 


ht double windows, 
lessen cross-street reflections. 
of difficulties in deliveries, the embossed 
glazed-tile front with the neon 
had not yet been installed at the 
1e the picture of the store was taken 
last fall, but even with these handicaps, 


store 
tin 


the impressive expanse of windows, 


brightly illuminated at night, is out- 
standing in the neighborhood. Light- 
ing is fluorescent, supplemented by 
spots which pick out the featured mer- 
chandise. 

Service has always been very im- 
portant in any electrical department 
with which Mr. Woolley has been as- 
sociated, and he prides himself on the 
complete equipment and well-trained 
staff, ready to handle any difficulty 
which may arise with any equipment 
the store handles. Any dealer selling 
automatic washers who does not have 
men specially trained in his equipment 
is heading for trouble, in Mr. Woolley’s 
opinion. 

The display room runs back in an 
el-shaped wing, used on ordinary oc- 
casions for display, but provided with 
a stage and model kitchen across the 
rear so that it may be turned into an 


sUCyY ft, 


CONTINUED FROM PAGE 92 





auditorium. A folding wall which op 
erates on a track separates this area 
from the main display floor when de- 
sired. This makes it possible to con- 
duct a cooking school or other activity 
in the wing area, while leaving the 
main floor free to carry on the usual 
selling business of the store. 

The kitchen on the stage is complete 
with cabinets and simulated window, 
behind which is painted a spectacular 
view of Idaho mountain scenery. On 
occasion a sink, electric range and re- 
frigerator complete the scene, all con- 
nected for use during demonstrations. 
These may be shifted however, and 
replaced with automatic washer, dryer 
and ironer for laundry demonstrations 
On other occasions, a home freezer may 
be added. A movable booth which, 
when stood against the wall of the sales 
floor, like a kitchen cabinet, 
houses a movie and a slide projector. 

In the small room located just oft 
the a working kitchen wit! 
permanently connected range and sink 
where preparations for a stage dem 
onstration made and wher 
utensils may be cleaned up afterwards 


looks 


stage is 


may. be 


Demonstrations Planned 


It is Mr. Woolley’s intention to us 
this set-up for bringing prospective 
customers to the store. He plans to 
have regular promotions, possibly s¢ 
lecting one afternoon of each week 
when it will be understood that th: 
store is keeping open house. Rangé 
home freezer, automatic washer an 
ironer are all items which need dem- 
onstration and promotion. It is not 
his intention to give cooking schools 
but rather to make the events in his 
store true demonstrations of the equip- 
ment he has to sell. 

The events will be announced in th 
newspapers, with a general invitatior 
extended to interested housewives, sup- 
plemented by personal invitations sent 
to names on the store’s prospect 
lists. New owners will, of course, be 
included, and a particular effort will 

(Continued on page 98) 
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WHY €MERTLANDOMEANS MORE PROFIT TO YOU 
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Mertland Automatic Electric Hot Water 
Heaters are made by men who special- 
ize in making water heaters only. 


Complete Line —A size and style for 
every home. Round models in 10 to 100 
gallon sizes; table tops, 35 and 45 gals. 


Priced right to build greater volume. 
Give your customers every major fea- 
ture at lower cost, make more sales, 
more profits. 
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HERE’S THE DOOR TO SALES 


Swing back the famous Crosley door and you swing 
wide the door to the easiest-to-get sales in refriger- 
ator history! Start right out with the most powerful 
sales advantage ever known—the exclusive Shelva- 


dor*—today the first choice of women across the land. 


Only the Shelvador* places twice as much front row 
food right at a woman's fingertips . . . eliminates 
food-fumbling, spills, bending or stooping. Just look 
at those big, roomy food compartments . . . with 
transparent doors, shelves, crispers, meat holders. 
What's more—everyone goes for that famous door! 
Yes, the Crosley Shelvador* is one of the many big 


reasons why youre “on velvet” with a Crosley 





franchise. See your Crosley distributor. 














MODEL F 108 


capacity: 10.5 cu. ft. 
refrigeration, plus 1.5 
cu. ft. Ever-Dry Storabin 






refrigeration, plus 1.53 
cv. ft. Ever-Dry Storabin 









OA 


capacity: 10.5 cu. ft. 
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PLUS MORE FEATURES 


pen CROSLE 




















as MODEL SD-88 
capacity: 8.6 cv. ft 
refrigeration, plus 1.4 
cu. ft. Ever-Dry Storabin 


DISING 
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| H.. FOOCE Stanw WE the greatest 


iexclusive feature in the appliance business 


HERE’RE GREAT SELLING FEATURES 


- FREEZIN-COLD compartment .. . for Fozen Storage 

- NORM-COLD compartment... with Meat-Holder 

- MOIST-COLD compartment...Food Conditioner Section 
- EVER-DRY STORABIN .. . Extra-Dry-Storage 

- Exclusive SHELVADOR*.. . Time-and-Work-Saver 


ut wn =~ 


THERE’S A MODEL FOR EVERY 
MARKET! 


Now you can sell one and all, reach pocketbooks large 
and small with the outstanding Crosley FIVE—5 new 


models . . . 5 distinctive features! And each model offers 
such additional refinements as smart, classic simplicity of 
design . . . amazingly easy-to-clean finish . . . no “hide 


and seek” food searching! Now’s the time to step out 
and sell. Get Crosley! 






Division— 4JVco Manufacturing Corp., Cincinnati 25, Ohio 
Shelvador* Refrigerators e« Frostmasters e Ranges « Radios « 


Radio-Phonographs e FM e Television « Short Wave e Home of WLW 




















MODEL D-88 MODEL M-88 
copacity 86 cc. ff. capacity 88 cu. ff. 
refrigeration, plus 1.4 refrigeration, plus 1.4 
cv. ft. Ever-Dry Storabin cv. ft. Ever-Dry Storabin 
Eee 
Tales 





eke 
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“Same insulation 
they use in the 
best commercial 
refrigerator 
cases!” 










































..a swell feature to have 


Same insulation they ..a swell feature to sell 


use in most home 


refrigerators today” 
s c | 












OWENS-CORNING 


FIBERGLAS THERMAL 


“an INSULATION 








Fibergias is the trademark (Reg. U. S. Pat. Off.) for a variety of products made of or with glass fibers by Owens-Corning Fiberglas Corporation 
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be made each time to include one 
or two enthusiastic old time customers 
who happen to be users of the particu- 
lar equipment being demonstrated. Mr 
Woolley has found that such “‘oldsters” 
pass on their own personal experiences 
which are received by prospects as 
unprejudiced evidence, in a way that 
no salesman’s argument will be ac- 
cepted. 

This type of promotion is intended 


to bring customers into the store, and | 


is expected to replace cold canvassing. 
The store will still employ an adequate 
number of salesmen, but expects to 
make initial contacts more and more 
through the store, rather than starting 
the transaction by the ringing of a 
doorbell. 

The program is frankly an experi- 
ment, but it offers a different approach 
to the important question of how to 
build volume at lowest cost. And that 
is a problem which every dealer is go- 
ing to have to face before long. End 


Cleaner Dept. 
Emphasizes Accessories 


CCESSORIES for cleaning fur- 

niture, getting into odd corners, 
vacuuming the car interior, etc., are 
heavily emphasized in this attractive 
new display unit, recently constructed 
in the appliance department of Wolf & 
Dessauer, Fort Wayne, Indiana. 

As pictured, three nationally-adver- 
tised vacuum sweeper lines are carried 
in the display room, which is 12 ft. long 
by 8 ft. wide. Brand names are re- 
produced on a strip along the upper 
wall. A dozen samples of sweepers are 
scattered through the front of the shop, 
and in the center. Behind, blonde-wood 
was utilized to build a broad pyramid 
fixture, with a stationary-type vacuum 
sweeper displayed in the center, and 
two “ladders” of 8 shelving levels each 
used for accessories, which are shown 
on small bevel shelves, projecting out 
3 inches. Salesmen demonstrating 
vacuum cleaners find it simple to pick 
up the proper accessory, demonstrate 
it on one of two chairs, or the rug 
installed in the shop. End 







PROMINENTLY DISPLAYED in this 
cleaner department at Wolf & Dessauer, 
Fort Wayne, Ind., are accessories. 
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| Here is the greatest advance in the history of 
End small home heating—an oil space heater that 
1 gives completely automatic operation without 


electricity while saving up to 50% in fuel in 
pilot burner operation! The Gopher pilot flame 
burns less than a gallon in 24 hours. Ordinary 
burners consume two gallons in the same period. 
Exclusive with American Gas Machine, the com- 





ries bination of the new Gopher low-firing Floating 
Flame Burner with Modulating Control enables 
ng fur- you to sell a new standard in fuel economy, 
orners, together with truly automatic operation! 
ah _ THEY SET IT IN THE FALL...FORGET IT TILL SPRING! 
ractive 
tructed Now, your customers just ‘dial the desired tem- 
rie pg perature” and let the Gopher’s Modulating 
Wolf & s ‘ . . 
Control do the rest! Its thermostatic operation 
be without electricity holds room temperature vari- 
-adver- ation under normal installation to 2 degrees. 
carried It’s optional for all models except the 4821.) 
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4 in small hom 
By oof performance , The Heaters Your Customers 
— Will NOTICE and WANT... 
the Heaters with Features that 


Really MEAN SOMETHING! 
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American Gas Macniwe COMPANY 


ALBERT LEA, MINNESOTA 


Continuous Manufacturing Experience Since 1896 
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@ So writes Mrs. Alice Abraham of Edison, Neb. and this 
is typical of the postal bouquets Blackstone receives frequently. 

Although today’s Blackstone boasts such refinements as Hydractor 
triple-washing action, Lovell safety wringer, automatic drain pump 
and silent, precision built, life-time lubricated mechanism . . . this 
sleek, new Blackstone has one thing in common with its 36 year old 
sister — the traditionally fine quality built into every washer bearing 
the Blackstone name plate. 

Such downright, honest endorsement by thousands of satisfied 


users is evidence of the wide recognition of Blackstone quality. 


BLACKSTONE CORPORATION, JAMESTOWN, N. Y. 


America’s Oldest Washer Manufacturer 








BLACKSTONE 











et 
* AUTHORIZED DEALER « 


The @V4TG 900) 13 


HOME LAUNDRY EQUIPMENT 
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** assures trouble-free 
Product Performance... 
builds customer good will 
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April Production Shows Decline; 


All Major Appliances Affected 


Industry still sets records by 
comparison with pre-war. Over 
1,500,000 washers in four months 


JRODUCTION and factory sales 

figures for the month of April, as 
reported by the various producing as- 
sociations, showed declines for prac- 
tically all types of major appliances 
Compared to pre-war, however, the 
\merican appliance industry was still 
breaking records. 

\n outstanding example was stand- 
ard-size domestic washing machines 
which, with an April output of 393,660 
units, had a record first four months 
total of 1,510,432, 34 percent more 
than in the same period of 1947 and 
equalling 74.6 percent of the industry's 
sales of 2,023,981 units in all of 1946 
March, 1948, sales set an all-time high 
f 398,298, but April’s figure was less 
than 5,000 behind and was 22 percent 
above April of 1947, according to in- 
dustry estimates 
Sales of small washers with a capac- 

of three pounds or less totalled 
43,225, in April, compared with 40,038 

March and 33,840 in April, 1947, 
The four-months total is 151,437, or 16 
percent below 180,840 last year. Small 
washers have been gaining since Feb- 
ruary 


ity 


lroners Roll Down 


Sales of ironers, according to indus- 
try estimates, slipped a little in April, 
scoring 47,319 as compared with 53,- 
686 in March and 51,409 in April, 
1947. First four-months production, 
however, was on top of last year with 
192,848 as compared with 164,599. 

Production of electric refrigerators, 
reported by members of the National 
Electrical Mfrs. Assn., was outdoing 
1947 by a 42 percent gain over the 
first four months of that year, total- 
ling 1,291,139 as compared with 904,- 
475. April output, however, totalling 
348,461 units, was about 8,000 less 
than the March figure of 356,150, but 
way ahead of the 268,320 produced in 
April, 1947, 

Although factory sales of vacuum 
cleaners still continued to top all pre- 
war records, the Vacuum Cleaners 
Mirs. Assn. reported that April sales, 





306,588 units, were decidedly under- 
neath the March total of 355,200 and 
even less than the April, 1947, sum 
of 335,368. Total for the first four 
months of 1948 was 1,277,509 units, 
an increase of eight percent over 1,- 
181,973 in the same months of 1947, 


Secure in the knowledge of a 57 
percent lead for the first four months 
of the year (445,612) as compared 
with the same neriod last year (282,- 
915), electric ranges could afford the 
decline from 128,891 units in March 
to 106,289 in April. The figures pro- 
vided by NEMA showed that produc- 
tion in April, 1947, was only 84,532. 


Water Heaters Up 


Only major appliance to show an 
increase in latest figures from NEMA 
was the water heater with 65,798 units 
in March as compared with 56,576 in 


EEl Power Survey Finds Industry 
Running to Stay in Same Place 


Reserves will be normal by 1951; 
demand expected to continue high 


“Tight but adequate” was the terse 
but adequate description of the electric 
power supply situation in the nation as 
supplied by Charles E. Oakes, Edison 
Electric Institute president, in an- 
nouncing the completion of the Insti- 
tute’s third power survey. 

Mr. Oakes said that the description 
fits both 1947 and 1948. Summing up 
the essential points as they appear in 
the survey, Mr. Oakes said: 

“The United States has an adequate 
power supply at present, although re- 
serve margins are narrow. 

“There is a remarkably high degree 
of system coordination to get the most 
out of all the generating facilities 
within different areas. 

“Everything is being done that can 
practically be done to add new capac- 
ity. 

“The turbine factories are loaded to 
capacity. 

“In three years the country will be 
back to normal reserves.” 

Mr. Oakes chose last year’s pro- 
duction of electrical appliances, five 
times the pre-war volume, as an ex- 
ample to illustrate the greatly ex- 
panded uses of electricity which are 
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placing ever-growing demands on the 
supply. Thus, he said, the growth of 
power demand this year will almost 
be enough to absorb the new generat- 
ing capacity which will be added in 
the same period, even though that 
capacity is the greatest in the coun- 
try’s history. At the end of the year, 
he predicted, the margin of reserve 
will be only six percent, just slightly 
larger than it was at the beginning of 
the year. 

The industry expects to install 
about 4,600,000 kilowatts of new gen- 
erating capacity in 1948, far more than 
the previous record of 3,800,000 kilo- 
watts installed in 1924. From V-J Day 
to the end of 1951 about 23,000,000 
kilowatts of generating capacity will 
have been installed. 


Customers and More Customers 

The electric industry, said Mr. 
Oakes, is continuing to add new cus- 
tomers at a record rate. The year 
1947 set an all-time record. The first- 
quarter of 1948 has run ahead of the 
first quarter of that year. In so far as 
existing establishments are concerned, 
however, the industry is approaching 


February and 73,448 in March, 1947. 
Total first quarter production for the 
year was 177,381, five percent less 
than the 186,907 totalled in the same 
period last year. 

Even television joined the down-hill 
parade in April with 46,339 units as 
compared with 52,137 in the previous 
month, according to the Radio Mfrs. 
Assn. Production for the first four 
months was 164,366, over 526 percent 
better than the 26,215 totalled in the 
same period last year. 


Seasonal Drop in Radio 


Production of radio sets of all types 
took better than a 400,000-unit licking 
with 1,182,473 sets in April as com- 
pared with 1,633,435 in March and 1,- 
759,723 in April, 1947, The decline, 
said the RMA, was seasonal, with 
table models taking the hardest fall, 
Production for the first four months 
was 5,534,769 as compared with 6,- 
081,129 last year. 





oo 
C. E. OAKES: “Tight but adequate.” 


saturation. Ninety-three percent of 
occupied dwellings are now served 
and service is actually available to 97 
percent, 

Rapid expansion continues in the 
farm and rural classes of service. The 
farm customer is expected to double 
his present use in a very few years. 
Residential consumption, averaging 
now about 1500 kw.-hrs. per customer 
per annum, is also expected to con- 
tinue rapid growth. 

Last cheering thought offered by 
Mr. Oakes from the report was the 
observation that in the event of an- 
other war governmental authorities 
would tend to regard the supply of 
electrical power as non-critical nor 
limiting in relation to ether basic ele- 
ments of wartime supply. 





PAGE 103 








} McGr 





Buyers and Barkers in Action at Atlantic Ci 








TINY WINDMILLS spun wildly at the Kisco display, but 
ry, Philadelphia repesentative, J. W. Kisling 
ind J. H. Brackbill, assistant to the president, 


IN HASTE to 
men B. A. G 


whe v 


presic 


nt 


ris) 


1dmire their fans 





et up a demonstration were Filter Queen 
and A. E 
Jed by J. P 


ldstein, vice Kramer 


president 
Buckley 


upervision was provi 


nd Fred C. Martin 





TRACY WAS PROUD of its new kitchen cabinets, as 


Tom Mangum and Paul R. Seidler 
tributing Corp 


both of Seidler Dis- 
found out when they talked to W. T. 


Christman and Edgar E. Eaton 
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LINED UP FOR SALES at the Swartzbaugh 


Mfg. Co. booth were, left to right, Roy 
Baunach, sales manager; Jim Sheehan, 
Cappy Kauffman and Bill Schnirring 





ALMOST“ANYTHING will taste good from 
the Knapp-Monarch liquidizer, as Don Arlen 
right), sales representative, proved to Dave 
Maysles and Mrs. T. Shanks 


THREE BIG MEN from Proctor—Cy Perkins, 


C. G. Duy, Jr., and Oswald MacCarthy— 
were caught talking with little L. Sales, 
Square Deal, Paterson, N. J 


JULY 

















HOBART’S NEW KitchenAid dishwasher was a_ focal 
point for W. S. Dingfelder, Union Supply Co.; D. A 
Meeker, Hobart president; Russell Geiger, Hobart engi- 
neer; C. J. Townsend, sales manager; and G. E. Ferrell 


UNPE 
corne: 
divisi 
and \ 


- 


H. J. COHEN AND J. M. SALWITZ of A. Cohen & Sons 
(left) were pleased visitors at Chicago Electric, repre- 






T ‘ 

sented by S. M. Ford, vice-president, and Harry Croswell a 

. { 
advertising manager 

ste 

vic 





DOOR OPENERS had plenty to work on at the Palley 
exhibit. W. L. Klinkenstein, sales promotion manager, 


B 
and J. L. Palley, president, watch K. F. Arnold, national ‘ 
factory representative, show how \ 

N 
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tig City Housewares and Appliance Show 





4 


UNPERTURBED BONNIE GRANGER irons at the Simplex KEEPING THE AiR MOVING with talk about THINGS WERE LOOKING UP at the Cory booth, T. R. 
corner next to a business talk by William Goodman, their new Fresh’nd-Aire humidifier were 
division manager; Joe Groshans, general sales manager, Richard H. Russell, N. E. representative, and 
and Victor Goodman, division manager J. W. Wallace, general sales manager 


Chadwick, general sales manager; J. W. Alsdorf, presi- 
dent; and H. Hartmann, vice-president, give their at- 
tention to H. C. Pollock, Cory salesman 


TRYING THEIR OWN Holliwood fare are, left to right, PLENTY OF TIME to talk at Telechron, as “DOC” PARSONS, Universal’s vice-president for major 
Sidney S. Smith, John Harron, Herman Smith, Morris Fein- demonstrated by Barton Leibowitz and Louis appliances, knew a thing or two about the Bantam 
stein, president of Finders Mfg. Co., Ralph Feinstein Baron, Harold Blackburn, field sales man- range and gladly parted with the information to demon- 
vice-president, and Burton Klein, sales manager ager, and R. D. Tyler, district manager strator Marion Rogers and Ben Golden, Golden Electric 








e Palley ; c . — 
psd f BUYERS FOUND the new General Mills Pressure Quick TALL C. H. NEWMAN (right) Silex’ vice- HUNGER WAS AS STRONG a motive force as interest in 
or : . ‘ 
saucepan an interesting item, especially with Mary John- president, got away from the coffee drinkers new appliances. Westinghouse’s Miss Audrey Goodling 
son, director of training and W. A. MacDonough, General long enough to give the low-down on re- pours coffee from the company’s new automatic coffee 
Mills sales manager, giving thorough explanations placement parts to S. Schirrin, buyer maker for a gang of hungry males 
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BUYERS AND BARKERS (continued) 


HANKSCRAFT’S electric bottle warmers naturally attracted dis- 
taff attention. Wayne Ramsay (right), Hankscraft president, 
entertains Douglas Gale, Clark Co., and Miss Jean Garrett 


THOR’S AUTOMAGIC dishwasher-clothes washer doubles in plas- 
tic so Owen Nugent, vice-president, can explain it better to Ed 
Wainwright, Hamburg Bros., and E. Frankel, Spear & Co 


VISTAS OF unprecedented sales are conjured up in the Century 
Products Booth by S$. Klein (center), president, for Morris D 


J. Martin, the Martin Co.; 
Brandier (left), secy.-treas., Ned M. Grossberg, vice-president 


Robert Shaffer, 





WHAT'S DIFFERENT about the Hill-Shaw Vacu- 
jetor coffee maker is being explained by vice- 
president 
Nelson, 


American Central, to set up this impromptu dis- 
Milton K. Grey (left to Roy E play. American, he said, is so behind on orders 
buyer they couldn't spare merchandise for exhibition 
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UP AND DOWN goes the removable cooking well in Nesco’s 
new ovenette, fascinating V. S. Mullen, Jr., 
George J. Wing, E. J. Craig, and C. R. Harrison, Harrison Sales 


BEATING OUT a sales tune on the Dormeyer mixer-grinder is 
M. E. Allesee, president of the firm 


J. C. Penney, buyer, and Maurice Lipsich, assistant sales manager 


KEEN INTEREST in facts at the Dominion booth was shown by 
Bill Steinmetz, Steinmetz and Kelly; 
Dominion vice-president; Ben Shaffer, 


NO BOOTH at the Show prompted Bill Valentin, 


Bade Orenatte 


TWO VIEWS of a discussion at the Samson United booth js 
made possible by the mirror which reveals Frank Strockbine, for- 
mer sales promotion manager, and S. M. McKenzie 


advertising manager; 


THE OLD MAESTRO of display, Walter J. Daily, was on hand at 
the Lewyt booth to talk business or tell jokes with visitors like 
Norman Siegel (right), major appliance buyer for Mandel’s 


Impressed are Ted Corwin, 


HOOVER’S GLOBE even kept company representatives fascinated. 
\eft to right: C. P. Williams, manager of motor sales; O. M 


Mansager, manager of dealer relations; 


president ; and J. S. Hoover 


ACTING AS if they had never seen one before, 
Lewis C. Brady, factory representative, and Floyd 
Corathers, superintendent, Nicro Steel Products, 
hold up new model electric vacuum coffee moker 


FEATURES of Clement’s Cadillac vacuum cleane’ 
were explained from the bottom by Jack Downs 
general sales manager, and Erv Meierhoff, weste'" 
district manager, to Mary K. Armstrong 
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See this 


Presteline feawre LOOK AT ALL THE REST... 


j LOOK! A 6-Qt. Presto* Pres- 
| booth is re Cooker for high-speed, 
kbine, for- high-flavor cooking of meats, 
: vegetables, scores of de 
licious time-saving dishes 
Deepwell-Pressure Cooker— 


roise Presteline’s Wel-Com- : , . 2 
Up—and 4th unit locks in : ' ; => 

place. Wel-Com-Up raises ; i : 
4th surface unit even while Ss 4 


hot—without tongs, without 


a AT CHICAGO 


your service—instantly! 


ee 
WATCH THIS! Lift out Presto* 


PRESTELINE DE LUXE—Choice of 4 tops. 7-speed surface units. 3-way 
automatic control. Largest oven of any leading range. Largest storage 
compartment. 


Another surprise: Presteline's 
extra surface unit cooks auto 
maticolly—an extra conveni- 
ence feature. And it's just as 
easy to switch back to PRESTELINE CUSTOM 8—Only 2-oven range with pressure cooker. 
Presto* Deepwell-Pressure 2 storage drawers. Thermostatically-controlled warming drawer. Push- 
Cooker! button thermostatic controls for both ovens. ss 


Presteline urges you to see all the new 
electric ranges at the Show. It’s one sure 


way to know how much more for the 





money Presteline gives. 


Lage age No other electric range has the famous 


over 


Safety Top—to safeguard small children 
from frightful burns. Only Presteline 





offers a choice of 4 tops—the largest oven 
and storage compartment—Broil-R- 
Roaster—plus scores of advancements 
that draw women into your store—and 


win sales decisions for you. 


o America’s Greatest Electric Range Value 


Products of Pressed Stee! Car Company, Inc. Since 1899 Makers of Fine Steel Products 
Domestic Appliance Division—666 Lake Shore Drive—Chicago 11, Illinois 


uum cleaner 
Jack Downs 


noff, western *Registered trade mark of National Pressure Cooker Company. 
ng 
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HARDER-Freez OFFERS 
MANY ADVANTAGES— 


AMAZING LOW COST 

EXCLUSIVE CENTER PLATE COIL 

ICE CUBE TRAYS (OPTIONAL) 
TEMPERATURE INDICATOR 

WARNING SIGNAL 

HERMETICALLY SEALED COMPRESSOR 
RECESSED BASE 

ADJUSTABLE DIVIDERS—FREEZ-BASKET 
PRESSURE LOCK HARDWARE 
SELF-BALANCING LID 


+ + + + + & & H+ + H 


5 YEAR WARRANTY PLAN 


WARDER Cy 


TRE ELOROMIERS Om i 


ROWE FREETES 





@ Write today -HARDER-Freez dealerships available 

1 in some territories. HARDER-Freez offers unusual 

profit possibilities, competitive price. Full line. 

Experienced manufacturer. TYLER FIXTURE CORP., Dept. EM-7, NILES, MICHIGAN. 
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LPG, Electricity Battle 


For Rural Championship 


Country Gentleman interviews 


154 retailers 


Manufacturers ot electric and gas 
appliances are in for a hotter competi- 
tive fight in the rural market than 
many of them may realize. This is 
indicated in a penetrating field study 
of range dealers in 38 small towns 
made by representatives of Country 
Gentleman. 

Interviews were obtained in 16 
states, from Massachusetts to Colorado 
to Texas. In 20 towns calls were made 
on every type of dealer who sold ranges 
and also with every LP-gas retailer 
located in these communities. In 18 
other towns interviews were obtained 
from most dealers, but not all. 

LP-gas ranges accounted for 38.5 
percent of all 1947 range sales reported 
by the 154 dealers interviewed. Elec- 
tric ranges were in second place with 
29 percent of the sales and gas ranges 
third with 20.7 percent. Kerosene 
ranges rated 7.3 percent and coal-wood 
ranges, 4.5 percent. 

Interviews showed that the rural 
dealers are pushing any type of range 
that is adequately supplied and ade- 
quately supported by sales promotion 
and advertising. Also that opportunity 
for profitable sales expansion out in 
the country is wide open to alert manu- 
facturers of all types of ranges. 

In 38 towns covered in the survey 
the number of LP-gas customers in- 
creased from 3,380 in 1940 to 15,553 
in 1947. LP dealers nearly tripled in 
that time: from 23 to 64. 


Appliance Dealers Sell Most 
accounted for 47.1 


percent of all range sales reported. 


Appliance dealers 


Utility companies were next in line 
with 15.2 percent and hardware stores 
third with 14.9 percent. Furniture 
dealers sold 12.6 percent. LP range 
sales led with appliance dealers, utili- 
ties, furniture dealers, mail order, re- 
tail and department stores, and general 
stores. Electric range sales were in 
first place with hardware, auto ac- 
cessory and farm equipment dealers. 
Dealer comments were pointed and 
revealing. <A hardware 
dealer: “The gas industry has been 
slow on promotion—electricity is far 
ahead. The utility cooperates with 


Wisconsin 


dealers. However, will sell either gas 
or electric—whatever the customer 
wants.” 

The local manager for an electric 
utility firm reported: “We are sitting 
by and letting the bottled gas people 
steal our market. They are out selling 
and have men working among the 
farmers. .. Our electric range business 

We don’t install the 
equipment and with labor rates going 


is slowing down 


up, it’s a pretty expensive proposition 
to wire for an electric range. Some 
day our top officials will realize that 
they've lost a good part of the market 
to bottled gas and then they'll spend 
thousands of dollars to recapture it 
but it may be too late.” 

A large volume Ohio appliance 
dealer: “There are about 1,300 farms 
in this county and about half have elec- 
tricity. Most of the homes that have 
electricity are not wired for cooking 
and bottled gas is cheaper to install. 


JULY 1, 


in 16. states 


LP-gas usually replaces coal, al- 
though sometimes it replaces « 
tricity.” 


“A Bit of Competition” 


A Wisconsin appliance dealer : 
creased natural gas distribution 
will provide a bit of competition 
both LP and electric.” 

A two-year-old Indiana appliance 
firm: “We've got the (blank) electric 
franchise and, of course, that’s what 
we put our biggest effort back of. 
However, somebody is going to get the 
bottled gas business so we took that on, 
too, about six months ago. . .” 

Michigan appliance dealer: “The 
promotional and educational job of the 
electric industry has done a terrific job 
—but only because of the almost total 
lack of such work by the gas and LP 
pe »ple.” 

Wisconsin appliance dealer: “Our 
electric range sales go right along with 
our farm supply business. We carry 
a complete line of electric equipment— 
for the farm as well as the home. The 
electric manufacturers have done a 
good selling job as far as we are con- 
cerned 
to sell.” 


All we need is the equipment 


Nashville Dealers Sell 
989 Refrigerators in April 


According to a recent report from 
Nashville Electric Service, Tenn 
dealers in the area sold 589 ranges, 
644 water heaters, 989 refrigerators 
and 38 home freezers in April, a total 
of 2,250 appliances. 

The leading dealer in the area dur- 
ing the April period sold 47 ranges, 
58 water heaters, 26 refrigerators, 
and no home freezers. 


No Stall, Stop or Strangle 





GWILYM PRICE, Westinghouse’s presi- 
dent, personally proves that the com- 
pany’s new food mixer is stall-proof. Mr. 
Price put a stranglehold on the machine 
at a recent reception at the Danforth 
Co., Pittsburgh distributor, but couldn't 
stop the motor. 
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“MARKET EXPANSION 
| PROGRAM BOOMS 
BENDIX WASHER SALES 


@ Sales soar 118% in first 7 weeks / 


“< | @ Large and small dealers report smashing success / 





Just nine weeks ago, Bendix Home Appliances, Inc.—determined to expand and broaden 


the market for its automatic washers—launched a new two-way market expansion program. 


STEP ONE—The announcement of five new models providing a wide range of prices and 


Mass production made new 





plan possible 





With a mass production volume never before equalled in 





| the washer industry, Bendix has now brought to the washer 





field the same dynamic pricing and merchandising policy 





which built the automobile, refrigeration and dozens of 





other American industries. 








Better and better washers— 
Lower and lower prices 


The spectacular effect of the new Bendix policy is made 





most draiiidtic by the fact Bendix washer dealers now are 


+ idle to offer top quality, brand leader merchandise at prices 
of. Mr % , : 

machine % low or lower than the mail order and chain merchan- 
Danforth 1 ‘ ; : 

couldn't isers have set for competing units. 
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DISING 


Ten machines to fit every home and pocketbook. 











STEP TWO —A new price and discount policy aimed at expanding volume, stepping up sales, 


and increasing total dollar profits at the retail level. 





Dealers report big success 


Dealer letters proving the success of the new Bendix pro- 

; 
gram are pouring in by the hundreds. The story is always 
the same—sales increased—as much as 800 per cent. The new 
Market Expansion Program plan is giving Bendix dealers 


the most potent merchandising plan in the appliance held. 


See next page for proof 
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EXPANSION PROGRAM 
COAST TO COAST! — 


Appliance Selling ~ / 


. Enclosed is our order for 20 more Bendix Washers ... have sold 
31 units in past three weeks and expect to continue at this rate...” 


V. E. Crist, CRIST-KISSELL COMPANY, Springfield, Ohio. 
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.. From April 19th to May 28th, our sales of 
cial Bendix Washers showed an increase of 266% over 
cy) the previous six-week period ... the addition of new 
ve models to the line has further stimulated Bendix 

activity for us ... we support your program 100%.” 
C.G. Krebs, GEORGE KREBS’ SONS, Hamilton, Ohio. 





BENDIX HOME APPLIANCES, INC., SOUTH BEND 24, INDIANA 
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SUSPENDED HEATERS 









4 AS 
= EVAPORATIVE COOLERS 


Certified air delivery. 


Eating Out 





TO DRAMATIZE uses of electricity in restaurant food preparation, the Toledo Edison 
Co., Toledo, Ohio, staged a three-day cooking show for more than 350 restaurateurs. 
Here William Blasco, field representative of the Griswold Mfg. Co., discusses an 
electric broiler with a few of them. 
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MFG. CORP., Phoenix, Arizona, Dept. M-9 ! 


We're interested in a dealer__ ___ sales agreement. 


Home Washer is Stiff Competitor 
for Laundries, Survey Reveals 


61% of all families now own home 
machines, says Laundry Institute 


Answers to such questions as Who 
owns washers? Where do they live? 
and How big are their families? have 
been provided by the recently com- 
pleted survey of towns and cities of 
over 2,500 population which was con- 
ducted by the American Institute of 
Laundering, reports the American 
Washer & Ironer Mfrs. Assn. 

The survey revealed, first, that 62 
percent of families headed by execu- 
tives, professional men and proprietors 
(the “A” income group) own house- 
hold washers. —— executives and 
skilled laborers (“B” group) go one 
point higher with 63 percent, a figure 
shared by the “C” group, semi-skilled 
labor and clerks. The last group, “D”, 
omprised of unskilled laborers, drops 
to 56 percent. 


More People, More Washers 


Of all those living in single family 
units, 76 percent own washers. Of 
those in two-family dwellings, 64 per- 
cent have washers; multiple units, 34 
percent. In homes with one or two 
persons, 46 percent own washers; in 
homes of three or four persons, 65 
percent; five or more, 72 percent. 

Judging from the survey, midwest- 
erners are the cleanest, since 76 per- 
cent of them own washers, as compared 
with 59 percent in the East, 36 percent 
in the South and 71 percent in the Far 
West 

Of all those who are presently cus- 
tomers of commercial laundries, 36 
percent own washers besides. Of those 
families which used to patronize laun- 
dries, but do so no longer, 75 percent 
own washers. Of the families which 
never have patronized laundries, 82 
percent own washing machines. 

The survey studied 24,500,000 fami- 
lies and discovered that 37 percent of 


them are commercial laundry custom- 
ers. Many of those who said that they 
send all their laundry out, also said 
that they have no facilities for wash- 
ing at home, i.e., a washer. Some 73 
percent of all commercial laundry 
customers only send them part of thei: 
laundry. 

In the top income group, where 62 
percent own washers, 58 percent of all 
patronize laundries. In the “B” grou 
42 percent are laundry customers. “< 
and “D” groups each have 32 percent 
of their number who patronize laut 
dries 

“It is clear,” says the Americar 
Institute of Laundering, in admitting 
the competition of the home washer t 
commercial establishments, “. . . tl 
winning this market cannot be done 
without a basic appeal, a careiull 
planned and concerted promotional 
effort.” 


Mart Appoints Lange 
Trade Promotion Head 


Bert J. Lange, who has been wit! 
the Merchandise Mart, Chicago, in a 
promotional capacity since last Se; 
tember, has been appointed trade pro 
motion manager of the Mart, accord 
ing to an announcement by Wallac: 
O. Ollman, general manager. Mr 
Lange will have supervision of mar 
ket activities, advertising, and genera 
promotional activities and will per 
form some of the duties of the lat 
Joseph N. Stewart. He was responsi 
ble for the development of the widely 
used Basic Home Furnishing Pr 
gram and organized the recently i 
auguarated system of guided tours « 
the Merchandise Mart. 
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£ their American appliances that makes life today se 
much easier, more comfortable and more health- 
re 2 . . ry 
ee 7 ful for millions of people. The record of the 
grou entire appliance industry must be a matter of 
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les pride to all its members. A pioneer in the develop- 
la ment of appliance motors, Delco Products is 
ericat more than glad to be associated with this great 
nittins American industry. Today’s Delco Motors, built 
her t al — , : 
i in sizes from to 50 h.p., are finer than ever 
lon quiet, compact and dependable, and designed to 
‘ u . . . 
einai’ meet the requirements of the particular applica- 
tion. Delco Products Division, General 
Motors Corporation, Dayton, Ohio. 
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Deluxe Economy Home Heater. 


50,000 8.T.U. output, 





































MODEL 188 

A Fully Automatic 
Commerciak Burner 
85000 8 T U output 

















Deluxe Economy Home Heater. 
42,000 B.T.U. output. 





NO OTHER HOME HEATER LINE GIVES YOU SO MUCH TO TALK ABOUT AS __ 
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HOME HEATERS eive you 


ALL THESE SALES CLINCHING FEATURES TO SELL 


EVANS... America’s most beautiful oil-fired home 
heater offers you MORE to talk about than any 
other home heater. Convenience features you can 
demonstrate; fuel saving and utility features your 
customers can see; sales clinching features that will 
move Evans units off your sales floor in volume. 


FAN-FORCED FLOOR LEVEL HEAT 
A DOWN-FLO blower pulls warm air 
from the ceiling, and fan forces a 
carpet of warmth out at floor level. 


There’s a big market of 21,500,000 existing 
homes and millions of new homes that offer you 
a great sales opportunity when you handle the 
EVANS line. Ask your Westinghouse representa- 
tive or Independent Distributor to show you the 
EVANS franchise presentation. 


FIREPLACE WINDOW 

You see the heat that makes you 
comfortable . . . the golden flame 
that spells maximum heat from mini- 
mum fuel. 





FURNITURE-PIECE STYLING 
Evans Super Deluxe heaters are de- 
signed as real furniture pieces that 
provide warmth without waste. 


48% MORE HEATING SURFACE 
The only horizontal, natural draft va- 
porizing burner . . . no moving parts 
. . horizontal combustion chamber 
provides 48% more heating surface. 





WARM AIR CONDITIONING OR 
COOLING The powerful DOWN-FLO 
blower circulates 325 cubic feet of 
warm air per minute at floor level 


in winter, cool air in summer. 


THREE WAY HEAT 

You have three different types of 
heat in one unit to sell. Radiant, nat- 
ural circulating, and fan-forced heat. 





SIMPLIFIED LIGHTING 

A lighting tube, located beneath a 
hinged steel lid, provides a quick, 
easy way to light the heater. 


NO SERVICE PROBLEMS 

Evans vaporizing burners have no 
moving parts ... no nozzles to clog. 
They are made of non-corrosive 
stainless steel. 








MODEL 158-DS 


Super Deluxe Home Heater. 
55,000 B.T.U. output. 





MODEL 158-D 


Super Deluxe Home Heater. 
55,000 B.T.U. output. 





PROODOUWVE TSE ¢ oO. Heating and Appliance Division, Plymouth, Michigan 
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The Everhot Comfortrol is the out- 
standing advancement in the electric 
blanket field. The dial setting is 
readily visible at all times and easily 


tach 


adjusted by a person in bed. E 


w features with Sales A 
ENERHOT Fila 





position on the dial is automatically 

illuminated and also indexed with a detent spring so that ad- 
justment can be made by eye, ear or touch in the dark. Unlike 
other control devices the component parts are mounted on a 
shock proof metal chassis within the exterior plastic shell and 
cannot be affected by damage to the plastic case. 


THESE EVERHOT FEATURES 
HELP YOU SELL BLANKETS 


@ All double size Everhot Blankets 
are wired so that single or dual 
Comfortrols can be used. Thus a 
dealer who stocks only one Rose 
and one Blue Everhot Blanket and 
one single and one dual Comfortrol 
has four possible selling combina- 
tions to offer. 


@ Included—at no extra cost what- 
ever — each Everhot Blanket is 
sealed in a crystal clear, transpar- 
ent, tough plastic case with zipper 
closure. This eliminates loss from 
soiled stock, gives the customer a 
valuable storage unit and affords 
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absolutely safe, unrestricted dis- 
play. 

@ Everhot binding is wider and of 
better quality than the average. 
@ 75% wool —all wool woof for 
better appearance and washability. 
25% cotton —all cotton warp for 
strength. 

@ Everhot wiring will outwear the 
blanket. Of course it is Under- 
writers Laboratories approved. 

@ Everhot full size 72”x90” double 
bed, and 62”x90” twin bed size is 
larger than some. 


ORDER Now! 


No. 921 Double Bed Size with sin- 


gle Comfortrol 


No. 922 Double Bed Size with dual 


Comfortrols 


No. 923 Twin Bed Size with single 


Comfortrol 


THE SWARTZBAUGH MFG. COMPANY 
TOLEDO 6, OHIO 


€VERHOT PRODUCTS 
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Tasting and Testing 








IN ONE OF THREE model kitchens constructed by the Kalamazoo Stove and Furnace 
Co. in its only retail store, designed to test merchandising ideas, home economist 
Betty Frost serves coffee to John Smalling, store manager. Schools for consumers and 
employees are conducted in this Kalamazoo, Mich., center. 





Consumers Used to High Prices, 
Ford Tells Mart Dealer Assn. 


Sees little hope of price cuts; 
predicts demand will stay high 


Speaking before the Merchandise 
Mart Housewares and Appliance Assn. 
luncheon meeting recently, Stanley 
Ford, vice-president of Chicago Elec- 
tric Mfg. Co., stated that as the average 
U. S. citizen now is used to high 
prices and is getting relief from the 
income tax bite, it is an opportune 
time for the dealer to cash in on this 
windfall. With the experts finally 
giving up their much predicted de- 
pression for 1948 and consumer de- 
mand continuing high, the popular ex- 
pectations of lower prices are weak- 
ening and the public is more or less 
resigned to present price levels. 

Inasmuch as there is slight possi- 
bility of any substantial increase in 
production of articles using iron, steel, 
aluminum and copper, there appears to 
be little doubt that demand for small 
appliances and housewares will con- 
tinue high with seasonal acceleration 
as the holiday buying season ap- 
roaches, continued Mr. Ford. Short 
of decreases in labor rates, which are 
highly unlikely, there seems to be 
small chance of price reductions except 
through overstocks, model changes 
and faulty production controls. 

Mr. Ford did not feel that heavy 
inventories should be accumulated to 
guard against shortages, but continu- 
ing to buy and maintain satisfactory 
stocks of small appliances and house- 
wares would help dealers to capitalize 
on present and future favorable mer- 
chandising opportunities 

Creating new wants and acceptance 
for new and better products on the 
part of the American public provides 
today’s greatest merchandising oppor- 
tunity, according to Mr. Ford. New 
items should have special advertising, 
not simply listing ads, as consumers 


eeayv 4, 





ADVERTISE AND SELL new and higher 
priced merchandise now while public is 
resigned to present price levels, Stanley 
Ford, Chicago Electric Mfg. Co., told the 
April luncheon meeting of the Merchan- 
dise Mart Housewares and Appliance Assn. 


unfamiliar with the product and what 
it will do for them need to be told of 
the improvements over existing equip- 
ment which represent labor saving and 
convenience. Ten years or more were 
needed to sell the first million units and 
to establish the acceptance of lighting 
and wiring supplies, irons, refrigera- 
tors, automatic toasters, fan heaters and 
the electric blanket. 

Special attention needs to be given 
to both display and sales training pro- 
grams, with sales help being thor- 
oughly primed in the features of new 
products or higher priced merchandise 
with new features. This will result in 
increased volume and improve the 
average unit sale, Mr. Ford concluded. 
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Whiting Home Economists Help You Set Up Your Store 
as Headquarters for Food Freezers in Your Community 


























No other manufacturer provides dealers with such a complete merchandising 
program, carefully developed and tested to fell and sell the advantages and 
need for the Whiting Food Freezer. 


Whiting home economists and promotion experts create a demand for Whiting 
Food Freezers right in your neighborhood. They educate your prospects on the 


convenience and savings benefits of owning a Whiting. Working under your 
MODEL F-2200 


Spacious 12 cv. ft. capacity of approx. 420 Ibs. Powered by a % hp 


sponsorship, they set up Food Freezer Schools, arrange Frozen Food Dinners at 
churches, clubs and public meeting places, and hold clinics and demonstrations 


removable “Packaged Power” sealed unit. Heavily insulated with 4°° to 
5’ Fiberglas. Thermostatically controlled to maintain constant below in your store. Newspaper publicity and advertising ties in your store with the 


zero temperatures. Long trouble-free life 


MODEL F-1200 
Convenient 4'/2 cu. ft. capacity of approx. 165 ibs. Powered by removable 
Packaged Power” sealed unit. Insulated with 4’' to 5°’ Fiberglas. Thermo pects. Second, by converting these prospects into Whiting 


static control maintains below zero temperatures. Extra large condenser 


surface eliminates fan or additional cooling devices. Trouble-free sales. Third, by producing more satisfied Whiting owners who 


individual promotions. 


Merchandising like this pays off —First, by digging up pros- 


convince their friends Whiting is the Food Freezer to buy. 








Uns Wary Cou heads up the Whiting staff 


of nationally famous Home 
Economists and Food Consultants working directly with 
dealers to promote Whiting Food Freezer sales. 








Write today for complete details. See how Whiting dealers benefit from the complete Whiting 
Food Freezer program which includes POWERFUL LOCAL NEWSPAPER ADVERTISING @ RADIO 
PROMOTION ON “QUEEN FOR A DAY” @ SALES-MAKING DEALER AIDS. Address Whiting 
Refrigeration Department 110, First National Bank Building, Chicago 3, Illinois 





Corporation, 


HIMnING Ene 


FIRST NATIONAL BANK BUILDING, CHICAGO 3, ILLINOIS 
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KM. Tel-A-Matic Iron 


..-And NOW 4 more 
NEW kM. PROFIT- MAKERS 


Next month—you get the big news! 
Four more new ~“KM~ products, 
four more exciting money-makers 
from ~%M~—always the leader! 
Again and again— ~KM~ makes 
news—brings your customers the 
features, styling, quality they want 
—brings them to YOUR store by its 
top-notch, hard-hitting national 
advertising, reaching home-loving, 
appliance-buying readers of Ladies’ 
Home Journal, Saturday Evening 
Post, Better Homes and Gardens, 
House Beautiful, House and Garden. 


Get into the act—now! Cash in— 
cut yourself a big $lice of profits! 


KNAPP-MONARCH CO.. St. Louis 16, Mo. 


“FEM ~ Appliances also manufactured in Canada. 


World-Wide Distributors Exclusive Distributors in Canada 
Philco International Corp., 50 Broadway, New York Crown Electrical, Brantford, Ontario 


KM Pop-Up Toaster KM God-A-Bout Iron : rn Popper KM. Tel-A-Matic Waffle Baker 
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wy 
The only Dryer-Type Washer 
with 2-Way Washing!” 


When it comes to clinchers, you can’t beat Automatic’s great 
new Duo-Spin. It’s got ’em by the dozen! 

Take the Duo-Disc Agitator for example. It’s instantly 
invertible to wash bulky articles with the same ease, speed 
and efficiency as ordinary loads. And no other dryer-type 
washer has it! 

And look at the buy appeal in all these other Duo-Spin 
features: 

— Washes, rinses, dries, drains electrically 

— Washes and rinses at the same time 

— Washes and damp-dries at the same time 
— Whirls a tubful damp-dry in 3 minutes 

— Costs less than any other dryer-type washer 

All wrapped up in a package so handsome the Duo-Spin 
practically sells itself on sight. See for yourself. Get the facts 
right now. Write for full details and name of your Duo-Spin 
distributor. 








Hawaii Has an Electric Show. 


Oahu’s “49th State Fair” this year featured the 
first important electric show since the war, attracted 
130,000 visitors from the island’s 350,000 inhabi- 
tants, and 14 exhibiting appliance distributors. Sales 
results were reported good, with one dealer selling 
six refrigerators outright during the six day fair, and 
another moving 40 washers. The Electrical Appli- 
ance Distributors of Hawaii sponsored the affair. 





ABOVE: EDGING UP to the dis- 
play of the Pacific Co., Ltd., a fair 
visitor becomes exposed to the com- 
petent demonstration and sales tech- 
nique of David F. Wisdom, vice- 
president and general manager of 
the firm. 


LEFT: DISPLAYS OF Westinghouse 
and Hotpoint appliances were fea- 
tured by the Hawaiian Electric Co. 
President and Mrs. Leslie A. Hicks 
of the utility (left) go over the high 
spots with Miss Essie Elliott, home 
economist for the Sunkist Orange 
Growers of Calif., and Mrs. Clotilde 
Grunsky Taylor (right), San Fran- 
cisco editor of ELECTRICAL MER- 




















“Sales Chincher Deluxe 


Duo-Spin. 


AUTOMATIC WASHER COMPANY - NEWTON, IOWA 
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CHANDISING. 





CURIOSITY led many visitors to closely examine even those appliances not actively 
demonstrated, such as this Simplex ironer in the display of the R. A. Howe & Co., Ltd. 
The show will be repeated in 1949. 
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rolling 
the first month he handles the 


Deepfreeze 


TRADE-MARK REG U.S. PAT. OFF 


HOME FREEZER 


teres why Deeptre EZE | T. ae = gov ~ a Advertises ... Puts 
peeztr ton Farm and Home Supply down in’ on Special Demonstrations 

is The Talked - wren Charleston, South Carolina, had hard- while busy selling selected prospects, Mr. 
ly stowed away his Deepfreeze home _Beshere also had other activities under way. 
freezer franchise when he went into He tied in with the County Labor Saving 
action, organized a campaign, set out Show—put on special demonstrations—ran 
after business. large-space newspaper ads — followed the 
sure-fire procedure that is available to every 
Deepfreeze dealer. He began cashing in. “We 
are jubilant over the outlook,” he says. 



























CES 





One month later, he took stock of results and 
wrote an enthusiastic letter to his distributor, 
the Cannon Distributing Co., Charleston. 





“We are proud of our sales campaign,” he 
Mo other home freezer has them off . . P paign, 
Check these exciting convenience 1 Na cn home tener baw mew wrote, “not only for the $4,500.00 volume Dealer Helps that HELP 







































“4 of business we have enjoyed our first 30 days As a Deepfreeze dealer, you, too, can set sales 
h- as a Deepfreeze dealer, but for the great rolling right from the start. You're offered 
e- number of live prospects our sales activities plenty of help in doing just that. You get 
” and demonstrations have furnished us.” proved ideas to use — proved materials to 
work with—18 different types of selling aids. 
Leads Off by You get a complete line with real features— 
Selling Community Leaders a steady flow of national advertising. And, 
Z To begin with, Mr. Beshere knew that every above all, you get the benefit of the famous 
‘6. Deepfreeze home freezer sold would help Deepfreeze name—the best-known name in 
ks we . him sell others—that satisfied users would the home freezer field. Get the facts about the 
. BE SURE TANK SAVING SHOW recommend it to friends. So he concentrated Deepfreeze franchise. See your Deepfreeze 
ge FARM AND HOME LABO EXTENSION SERVICE on selling community leaders whose word distributor or write us direct—today. 
de MONDAY, MOVEMBER 24, 187—10A M.TOSP.M carries weight. This policy, he says, “has cer- 
“~t EXHIBIT BUILDING STONEY FIELD tainly paid off. These families have been a DEEPFREEZE DIVISION 
LY definite influence on other families in this MOTOR PRODUCTS CORPORATION 
CHARLESTON FARM kd = se community to buy Deepfreeze units.” NORTH CHICAGO, ILLINOIS 
UST ACROSS ASHLEY RIVER BRIDGE—DEAL —r 
— “Very effective,” Mr. Beshere says of the newspaper ads he 
ran. One of these, about '/, actual size, is reproduced at left. 
Deepireeze —the fastest-selling home freezer line 
De Luxe Model C-i0 De Luxe Model C-5 Model B-10 Model B-5 Model B-16 Model A-4 
Holds more than 350 pounds Holds more than 168 pounds Holdsmorethan350 pounds Holds more than 168 pounds Holds more than 560 pounds Holds more than 125 pounds 
of focd. Price, -delivered of food. Price, delivered of food. Price, delivered of food. Price, delivered of food. Price, delivered of food. Price, delivered 
ond installed—$449.50 and installed—$269.95 and installed—$389.50 and installed—$239.95 and installed—$599.50 and installed—$199.95 
? Visit our display in Rooms 1447-48, The Merchandise Mart, Chicago, during the International Home Furnishings Market, July 5-17, 1948 
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— “Telehome 


offers new 
opportunity for 


additional sales volume 


@ The product is new and offers a 
real sales opportunity. Every 


householder finds “Telehome” a 


convenience that increases the 
comfort of modern living. Those 
who have small children can check 
on them during their sleeping 
hours ... or one can speak with 
those who may be in the rumpus 
room... all without leaving the 
room or comfort of an easy chair. 
“Telehome” saves countless steps. 


Speaker units are also available 
for the door, making it possible 
to answer without opening it. This 
means extra protection. These fea- 


tures are all good selling points. 







ase. us ont once 
yome inTERCOM 


Export Dept. 13 E. 40th Street, New York (16), NW. Y. Cable Address “ARLAB” WN. Y. City 
“Where Quality is a Responsibility and Fair Dealing an Obligation” 
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“Felehome 


mUNICA 


WEBSTER 


RACINE 


“Telehome” creates interest and 
stops store traffic. Selling a master 
unit and one speaker means repeat 
sales for additional speakers at a 
later date. Those who are now 
stocking and selling “Telehome” 
find them an excellent producer of 
additional sales volume. 
*Telehome” is backed by advertis- 
ing in the Saturday Evening Post 
and other national publications. 
In addition, promotion pieces and 
displays are available to aid your 
sales efforts. 

lf you do not already handle 
*Telehome” send your initial order 
today. You will find it profitable. 


Illustrationsat theright 
show door speaker, re- 


cessed master unit in 







kitchen and speaker 
unit located in garage. 
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Established 1909 


Licensed under U.S. Patents of Western Electri Company, 
Incorporated, and American Telephone and Telegraph Company 
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Scheduled Meetings 


CHICAGO SUMMER MARKETS 
Merchandise and Furniture Marts, 
Chicago, Ill. 
July 5-17 


FLUORESCENT LTNG. ASSN., 
STORE MODERNIZATION SHOWS 
Grand Central Palace, N. Y., N. Y. 
July 6-10 


NATL. ELECTRICAL RETAILERS 
ASSN. 


Mid-Year Leadership Conference 
Sheraton Hotel, Chicago, Ill. 
July 11-13 


AMERICAN WASHER & IRONER 
MFRS. ASSN. 

Summer Meeting 

Grand Hotel, Mackinac Island, Mich. 

July 15-17 


WESTERN SUMMER MARKET 
Western Merchandise Mart, San Fran- 
cisco, Calif. 
August 2-7 


1ST WESTERN PACKAGING 
EXPOSITION 
San Francisco Civic Auditorium, Calif. 
August 10-13 


1ST ANNUAL ALL-ELECTRICAL 
EXPOSITION 
So. Calif. Radio & Elect. Appliance 
Assn. 
Pan Pacific Auditorium, Los Angeles, 
Calif. 
August 20-29 


MIDWEST ELECTRICAL 
EXPOSITION 
Nebraska-lowa Electrical Council 
Ak-Sar-Ben Coliseum, Omaha, Neb. 
September 14-19 


ELECTRICAL HOME APPLIANCE 
& TELEVISION SHOW 
Electrical Appliance Dealers of Dela- 

ware, Inc. 
Hotel Dupont, Wilmington, Del. 
September 16-18 


NATL. TELEVISION & 
ELECTRICAL LIVING SHOW 
Chicago Electric Assn. 
Chicago Coliseum, Ill. 
September 18-28 


NATL. LIGHTING CONFERENCE 
Illuminating Engineering Society 
Hotel Statler, Boston, Mass. 
September 20-24 
4TH ANNUAL PACIFIC 

ELECTRONIC EXHIBITION 
West Coast Electronic Mfg. Assn. 
Biltmore Hotel, Los Angeles, Calif. 
Sept. 30—Oct. 2 


PORCELAIN ENAMEL INSTITUTE 

10th Annual Forum 

University of Ill., Urbana, Ill. 

October 13-15 

NATL. FARM ELECTRIFICATION 
CONFERENCE 


Congress Hotel, Chicago, Ill. 
November 17-19 








Herndon Elected Secretary 
of Midwest Stoker Assn. 


According to an announcement of 
the Midwest Stoker Assn. F. H. 
Herndon was elected secretary-treas- 
urer of the organization, succeeding 
J. W. Akins, Jr., resigned. Mr. Hern- 
don has recently formed the dis- 
tributing firm of Herndon Sales and 
Service Co., being exclusive franchised 
distributor for Timken coal stokers 
in the Chicago area. 
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LEWYT SUCCESS STORY j 


UNEQUALLED IN ALL 
CLEANER HISTORY! 








SALES! VOLUME! PROFITS! 
Make MONEY on the cleaner that’s making NEWS! 
Dealerships going fast! 

WRITE, WIRE, or PHONE NOW! 
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> Guaranteed by > 
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» Less than a year old, Lewyt today is the fastest growing 


contender for vacuum cleaner leadership! 


@ Distributor organization is second 
to none—covers every market from 
coast-to-coast! 


@ Dealers being franchised at a rate 
never before equalled in the vac- 
uum cleaner industry! 


@ Lewyt, and only Lewyt, is jump- 
ing dealer’s entire appliance vol- 
ume 40% to 60% with sensational 
free ‘dust pan promotions’! 


@ Old-line appliance men amazed 
as Lewyt techniques speed vacuum 
cleaners right off-the-floor! 


@ Unbeatable merchandising pro- 
gram — co-operative advertising, 
24-sheet postings, traffic-stopping 
‘Market Place’ display, spot radio 
commercials, fairs, exhibits, attrac- 
tive literature, window streamers! 


@ Most aggressive advertising cam- 


Approved by Underwriters’ 
Laboratories and Canadian 
Standards Association 


paign of any vacuum cleaner on the 
market — selling Lewyts to readers 
of LIFE, SATURDAY EVENING 
POST, GOOD HOUSEKEEPING, 
LADIES’ HOME JOURNAL, 
month after month! 


@ Complete Sales Program — 10- 
second demonstration, thorough 
sales training all down the line, 
lead-producing ‘Demo-Call’ plan! 


@ More selling features than any 
other vacuumcleaner—NO MESSY 
DUST BAG TO EMPTY! QUIET- 
EST CLEANER OF THEM ALL! 
TRIPLE FILTER DUST CON- 
TROL! CYCLONIC SUCTION! 
COMPACT STORAGE CON- 
TAINER; COMES COMPLETE 
WITH ALL 7 CLEANING 
TOOLS—NO EXTRAS TO BUY! 








(Rhymes with ‘do it’) 








VACUUM CLEANER 


LEWYT CORPORATION, Vacuum Cleaner Division, 76 Broadway, Brooklyn 11, New York 
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can be 


Your “face” 


@ Nine times out of ten, the stor 
with the most attractive and invit 
ng appearance—inside and out—the 
store that presents the most appeal- 
ng “face” to the public, is the store 
that gets and holds the most custo- 
mers, that wins the biggest volume, 
the quickest turnover, the largest 
pronts. 

It’s true: “Your ‘face’ can be your 
fortune,” when applied to your ap- 
pliance store. Merchants, from one 
end of the country to the other, have 
proved it to their profit. And they v« 
proved, too, that Pittsburgh Prod- 
ucts are the most dependable among 
materials for store modernization 
More than any others, Pittsburgh 
Glass and Pittco store Front Metal 
have been successful in giving all 
kinds of businesses the magic of 
“eye-appe al.” 

Why not plan to remodel yout 
store for a more successful business? 
Consult an architect, first. You will 
thus be sure of a well-planned, eco- 
nomical design. Then, if you wish, 
you can arrange for convenient 
terms through the Pittsburgh Time 
Payment Plan. But right now, fill in 
ind return the coupon below for your 
free copy of our valuable new book 
on store modernization, “Modern 
Wavs for Modern Days.” It contains 
scores of “Pittsburgh” moderniza- 
tion jobs: shows how Pittsburgh 
Products create sales-winning store 


Ironts and interiors 


“PITTSBURGH 


STORE FRONTS 
AND INTERIORS 


PAINTS - 
G 


PITTSBURGH 





BEFORE 


GLASS 


ae Se 





CHEMICALS - 


mLASS 








AFTER 


THIS APPLIANCE STORE in 
Rockford, Illinois, is a strik- 
ing example of how “Pitts- 
burgh” modernization can be 
employed to give your busi- 
ness -more attraction-power. 
Remodeling like this pays big 
dividends in increased sales 
and profits. Give your busi- 
ness the advantage of this 
proven “shot-in-the-arm.” 
Architects: Bradley and 
Bradley, Rockford, Illinois. 


Pittsburgh Plate Glass Company | 
2235-8 Grant Building. Pittsburgh 19, Pa | 
I'm interested in your new book on store moderni | 
zation, “Modern Ways for Modern Days.” Please 

send me a FREE Copy | 
Name | 
Adele 
City State 


BRUSHES - PLASTICS 


COMPANY 
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Pilot Radio Announces 
3-inch Portable Teleset 


Pilot Radio Corp. announced in a 
preview demonstration to the press at 
their long Island City factory show- 
room, a “Candid T-V” portable tele 
vision set with a 3-inch screen, that 
will retail for only $99.50. The unit 
comes complete with an inside doublet 
wire, which is sufficient in most homes 
thereby eliminating the extra instal 
lation charges required on other tel 
vision sets for an outside antenna 
system. 

Weighing less than 15 Ibs... the 
“Candid T-V” can be moved fron 
room-to-room and is suitable for use 
in the home, office, nursery, den, hos- 


[o-oo 7 i le a 


pital, club or summer home. 

The 3-inch RCA direct-view pictur: 
tube produces a bright, clearly-define 
image which can be viewed with eas« 
by a small group. “Continuous” type 
tuning, similar to the conventional 
radio set is another feature. There 
are no television parts used in the 
set except the tube; all the other parts 
are standard radio parts—21 tubes in- 
cluding picture tube and 3 rectifiers 
cover all 13 television channels. 

The set will be available at leading 
stores by the middle of August, com- 
plete with a carrying case and a dipole 
antenna available at extra cost. 

According to officials of the com- 
pany, if installation is required, the 
cost will be set by the dealer. 

\ full 12 x 16 in. . . . 192 sq. in 
screen television console called the 
Pilot “Spectator” was also shown, but 
its date of availability is not yet set 
The “Spectator” has its own audio 
system, and is designed as a com 
panion-piece to the Pilot radio-phono 
combinations now available. 


Blackstone Adopts 
“Use Labelling” 


Automatic washers, dryers an 
ironers made by the Blackstone Corp 
will henceforth bear permanently ai 
fixed use instructions and warranty 
instead of a “miscellaneous group of 
tags, booklets, etc.,” J. E. Peters, ad 
vertising manager, announced recently 
Blackstone labels will appear on the 
inside of the doors and will carry com- 
plete instructions for the use of ma- 
chines. A space on the warranty 
certificate provides for the dealer's 
stamp and date of sale 





COMPLETE and permanent instructions 
for operation of a Blackstone dryer are 
affixed to the inside of the door, via a 
Postron label. All Blackstone automatic 
machines will carry such labels in lieu of 
loose instruction booklets. 
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Look for this Seal ; 
IT'S YOUR PROOF OF QUALITY 


MODEL B-607—AMERICA’S FINEST BICYCLE 





Show a Schwinn and you sell a 
Schwinn ... Sell a Schwinn and your 
job is over. That’s been the experi- 
ence of Schwinn dealers all over the 
country. Schwinn dealers are not 
bothered by returns because of minor 
mechanical failures or improper func- 
tioning of parts. Only the finest of 





1 ’ 


craftsmanship goes into Schwinn- 
Built Bicycles. There’s a complete 
range of models for every purpose: 
Full size and juvenile models for boys 
and girls, lightweight models for 
adults. Write to your Schwinn jobber 
today or write to factory for catalog 
and jobber’s address. 


ARNOLD, SCHWINN & CO., 1718 N. KILDARE AVE., CHICAGO 39, ILLINOIS 
ELECTRICAL MERCHANDISING—JULY 


1948 





PAGE 








Bendy Radio \ 


THE ONLY DIRECT DEALER 


COMBINING RADIO awo | | | 


thew Con Yeu Miss with 
@ Program bike This!” 


EDWARD C. BONIA 
Sales Manager, Bendix Radio Division 









@ The appointment of only one dealer in each community @ Direct factory-to-dealer shipments @ Freight prepaid 
to destination @ Low consumer prices competitive with national chains and mail order houses @ Liberal 
dealer discounts @ Nationally advertised retail prices protected by your exclusive franchise @ Radio and tele- 
vision built to Bendix aviation quality standards @ A complete line of radios and radio-phonographs including 
famous Bendix Long Range FM @ The most advanced television created by the acknowledged leaders in radar 
and radio engineering @ Consistent national advertising that builds store traffic for you @ Compelling point-of- 
sale promotion helps @ Special promotion models to meet competitors’ “off-season” distress sales 
@ Plus many new profit-building features soon to be announced. 


(x5 °C U/. 7 
® rerythings New Abou 


= 


SENDIX RADIO 
corremate @ 


REG. U.S. PAT. OFF. 
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Come to the Bendix Radio Open 
House at the Summer Mart in. 


Chicago ... See the Amazing 
“Front Row’ Television ... See 
the Complete New Bendix Radio 
Line ... Hear the New Long- 
Distance AM-FM Console Com- 
binations. Get a Front Row Seat 
at the Greatest Show on Earth. 


BENDIX a, DIVISION of 
BALTIMORE 4, MARYLAND 


AVIATION CORPORATION 











Now Offers Jou 
MERCHANDISING PROGRAM 


VISION! 





ww 
: 





Write Today 
for full details of 
the new power-packed 
Bendix Radio and 


Bendh i’ Kadtio po YG von 
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ILLION reapers 


WILL SEE THIS 
ND NATIONAL ADVERTISING 


w MAGIC TOUCH” ICE CUBE TRAY 


WITH THE NE 


ted, = ast ed 


Y 
WITH THE NEW mMaGiC TOUCH Ice CUBE - 


- leading dealers 
tow evettente of lends ~e 


Tewch” Hendl-Cote trey 


wo manuractt 











It sells INLAND ICE TRAYS 
—das replacements, and as 
standard equipment in 
new refrigerators 


Inland “Magic Touch” Ice Cube Trays are 
being pre-sold, for you, as replacements for 
the outmoded and battered trays now in at 
least fifteen million homes. And thousands, 
or perhaps hundreds of thousands, of those 
homes are in your territory. 

A strong advertising campaign, April 
through August, 


Post, 


dens is urging prospects to go to their deal- 


in The Saturday Evening 
Collier’s and Better Homes and Gar- 


ers—that’s you—and improve their present 
automatic refrigerators with the marvelous 
Inland “Magic Touch” Ice Trays that assure 
no sticking, splashing, waste or muss. That’s 
the stuff that makes quick, easy and profit- 
able sales! 


GET THAT PROFIT NOW! 
Here’s your chance to cash in on advertising 
that really pulls. Your manufacturer or job- 
ber has, or can get, Inland “Magic Touch” 
Ice Trays. Order your replacement stock 
today. Give them front display while the 
advertising is running. Push them to service 
customers. You'll make profits now. You'll 
build customer good will for refrigerator 
sales. Insist that the refrigerators you sell 
come equipped with Inland “Magic Touch” 
Ice Cube Trays. 

INLAND MANUFACTURING DIVISION 


General Motors Corporation ° Dayton, Ohio 





Re ICK TRAYS sy Rebs D 


INLAND 
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No Splinters, No Cracks 








JUST TO PROVE how durable is the 
Micarta material out of which Westing- 
house fabricates its radio cabinets, the 
company subjected it to all kinds of 
tests, among which were pouring boiling 
coffee on it, letting cigarettes burn on it, 
and letting a pretty girl jump rope on it. 
First appearance of the material is in 
model 184, a radio-phonograph combina- 
tion called the Micrata-Duo. 





Conlon Cuts Prices 
on Washer and Ironer 


Speaking to a Chicago meeting of 
350 Conlon dealers and representa- 
tives in May, I. N. Merritt, vice- 
president and general manager of the 
Conlon Division, Conlon-Moore Corp., 
Chicago, announced a new conven- 
tional washer and an automatic ironer 
at record low prices as the start of an 
“anti-inflation” campaign by his com- 
pany. 

“In pioneering price reductions,” 
Mr. Merritt said, “Somebody has to 
start it. All companies cannot play 
‘dog in the manger’ without completely 
disrupting the nation’s economy. 
Everybody says you can’t lower prices 
now, but we know that now is the 
time to do it. I predict that other 
manufacturers in this industry will 
follow our lead.” 

The new Conlon washer, which will 
retail at $89.85, is an all-white, full 
family size with self-draining tub, 
balloon wringer rolls, 3-vane agitator 
with lifetime lubrication and other 
features. 

The Conlon automatic ironer, re- 
tailing at $129.95 for the basic model, 
has non-sag, cantilever construction, 
double-end roll which will sustain 
300-pound weight. 

Both products are included in the 
guarantee and 15-year rebuilt bond 
under which the purchaser is entitled 
to have the appliance completely fac- 
tory rebuilt any time within that 
period for a nominal price. 


Stephens, Lonergan Sales 
Manager, Dies Suddenly 


J. L. Stephens, general sales man- 
ager of Lonergan Manufacturing Co. 
at Albion, Michigan, died suddenly of 
a heart attack in his home, Monday 
morning, May 10. 

Stephens was previously with the 
Shaw-Walker Company and Gibson 
Refrigerator Co. as sales promotion 
manager, and went to Albion to be 
general sales manager for Lonergan 
last October. 
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‘the terrific NEW 
Duo-THerm 
Sheraton 





r 











HERE/HERE! “he most beautiful upright heater 
you ever laid eyes on! 


It’s eye-poppin’ news! The beauti- 
fully-new Duo-Therm Sheraton is a 
fine piece of furniture that fits into 
any living room. That brand new, 
mellow-rich mahogany finish looks so 
much like real wood that you’ll want 
to touch it to make sure! 


It’s sales-makin’ news! 


Everyone’s talking about it! Distribu- 
tors have just one question: “How 
many can I get, how fast?” Dealers 
are asking distributors the same 


thing! And wait until shoppers see it! 
Talk about it? They’ll rave about it! 


Performance Matches Appearance! 


Duo-Therm’s exclusive Power-Air 
Blower saves up to 25% on fuel, oil 
costs ... makes fuel go farther. That 
fuel-thriftiness is mighty important 
now. Add the famed Dual-Chamber 
burner to help squeeze more heat from 
every drop of oil and you’ve got the 
best news for pocketbooks since the 
tax reduction! 


And Don’t Forget This: 

That Duo-Therm label is money in the 
bank. It means fine engineering, qual- 
ity construction from start to finish. 
So if you want to sell the convenience, 
the comfort, the smart appearance 
and all ’round efficient performance 
of a furniture-styled upright heater 
at its best... mister, you want to 
sell the new Duo-Therm Sheraton! 

Write for complete information, or 
see it for yourself at the July Market, 
Space 517, American Furniture Mart. 


more than a million satisfied users Duo e | * ‘e iM always the leader 


Division of Motor Wheel Corp., Lansing 3, Michigan 


meena 
AUTOMATIC GAS AND FUEL OIL WATER HEATERS FUEL OIL SPACE HEATERS FUEL O1L FURNACES iD 
i 


Duo- Therm Is a registered trade-mark of Motor Whee! Corporation, Copyright 1948 
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O COMPLETE is the range of sizes 

and types of LYON cabinets that 
there is practically no kitchen that 
cannot efficiently be LYON-equipped. 
Here’s beauty that lasts—convenience 
features that are a delight to the ex- 
perienced home-maker. 


LYON has the man-power, the skill, 


the experience and the plant facilities 


to make these cabinets on a large 
fee scale. When the supply of steel allows 
us to take full advantage of our pro- 
duction capacity, we will have more 


b 7 of these highly profitable cabinets to 

> offer retailers. Meanwhile . . . 

K ! t € h en Cc q in et 5 Some dealers have found it possible 
to furnish us with cabinet steel — 22 
= cold-rolled. In such cases = 

PIE Ty on > ? ill buy the steel from you and ship 

TPS yy hd > <a kitchen cabinets promptly — pound for 

pound — at regular published prices. 
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STEEL 
KITCHEN CABINET 
INSTITUTE 


CorvacaTto® 1920 





To carry this seal, a cabinet must meet 
quality standards—of construction, opera- 
tion and finish— based on laboratory tests 
that equal 20 years of use. 


New LYON Ironing Table 


‘ Today we can make good deliveries on this fast-selling item. It is light, 











strong, convenient to open and close—has many easy-to-demonstrate 
features. Get your order in now. 


LYON mertat probucts, INC. 








General Offices, 721 Monroe Ave., Aurora, Ill. * Branches and Dealers in All Principal Cities 
A PARTIAL LIST OF LYON PRODUCTS 
© Shelving * Kitchen Cabinets © Filing Cabinets © Storage Cabinets ¢ Conveyors © Tool Stands © Flat Drawer Files 
* Lockers * Display Equipment ¢ Cabinet Benches © Bench Drawers © Shop Boxes © Service Carts © Tool Trays © Tool Boxes 
* Wood Working Benches © Hanging Cabinets © Folding Chairs © Work Benches ® Bor Racks © Hopper Bins © Desks © Sorting Files 
* Economy Locker Racks © Welding Benches © Drawing Tables © Drawer Units © Bin Units © Parts Cases © Stools @ Ironing Tables 
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APEX Dryer 


] ce: Apex automatic clothes dryer. 
clling Ieatures: Equipped with large 
capacity round perforated horizontal 
rum revolving on its axis 48 rpm 
through a series of belts and pulleys; 
motor; drying time 30-minutes 
an 8 Ib. dry load of clothes; push- 
pull type starter knob = starts drum 
rotating at same time element is turned 
adjusting knob makes possible 
setting unit for damp dry or dry 
lothes ; 4000 watt element with safety 
thermostat cut out at 210 degs.; tem- 
erature drying element shuts off at 
IMM) degs.; and temperature cuts off 
motor at 135 degs.; white baked 
enamel table top cabinet with front 
teed, round, hinged door with convex 
rex glass port; pull-out type lint 
rap; cabinet 30 in. wide, 254 in. deep 
and 36 in. high, approximate weight 
192 lbs 
mufacture) Apex Electrical Mfg 
1070 FE. 152nd St., Cleveland 10, 





Ohno 
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NORGE Washer 


vice: Norge automatic washer No. 
W-4807, 
ng features: Double-capacity - 
vashes more than 18 Ibs. clothes at one 
ume; fully automatic but may be 
topped during any various washing, 
sing or drying cycles, and certain 
t them by-passed if desired; solenoid 
‘itches prevent water temperature 
'rom exceeding 100 degs. in pre-wash 
| rinse cycles; entire cycle includes 
re-wash, wash, triple rinses, damp 
ry and fluff; water level selector 
al marked low, medium and _ high, 
akes it possible to wash a small 
ad of clothes in a low water level 
etting; a medium load in the proper 
int of water and the high or 
‘ Ib. capacity in the high water 
evel; single-pole, double throw, snap- 
connected to circuit of water 





n 










DISING 
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mixing valve permits water tempera- 
ture selection; thick heat-resisting 
glass door permits operator to see suds 
level; soap filler opening with rubber 
gasket forms water tight seal; porce- 
lain enamel cylinder is self-cleaning, 
Washolator revolves clockwise provid 
ing 5-way washing action; vane agita 
tion, lifts clothes as cylinder revolves; 
jet flushing, spray forced through fall 
ing clothes; suds washing penetrates 
fabrics; impact flushing-high drop im- 
pact; and flexing action. 4 h.p. capaci- 
tor type, single phase motor, 115 volts 
a.c., OO cycles; full load speed, 1725 
rpm; centrifugal, impeller type pump 
drains water from tub at proper times 
during various cycles; white porcelain 
exterior: 4 adjustable cabinet levelers ; 
consumes 193 gal. water for a light 
load; and a maximum of 44-gal. for 
heavy loads. 

Vanufacturer: Norge Div., Borg-War- 
ner Corp., Detroit 26, Mich. 
Electrical Merchandising, July 1, 1948 
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HOTPOINT Refrigerator 

lodels: EC-8, EB-8, EA-10. 

Selling l'catures: EC-8 De Luxe Eight 
and EB-8 Standard Eight, have 8.1 
cu. it. capacity; simple to operate, 
easy to reach, 9 temperature cold con 
trol plus defrost and off; 4 pop-ice 
trays; porcelain interior Calgloss ex 
terior; Thriftmaster unit vacuum 
sealed; 2 porcelain enameled _ steel 
pans with glass top for Hi-Humidity 
storage; EC-8 had a speed freezer of 
stainless steel, aluminum door with 
white enamel baked on, 31 Ibs. capac- 
ity: Flexi-Cold storage adjustable to 
several positions for storage of roasts, 
iowl etc; leftover rack holds 3 jars 
with plastic lids; sliding, guarded 
shelf with rail on 3 sides; butter con- 
ditioner, 
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EA10 Special Ten, 10.3 cu. ft. ca- 
pacity; 31 lb. speed freezer; meat 
compartment beneath speed freezer 
for perishable foods; vegetable com- 
partment with glass cover provides 
hi-humidity storage. 

Vanufacturer: Hotpoint, Inc., 5600 W. 
Taylor St., Chicago, 44, III. 
Electrical Merchandising, July 1, 1948. 





HOMECRAFT Coffee Maker 


Device: Automatic French-drip coffee 
maker. 

Selling Features: Lamploys new prin 

ciple of brewing; completely auto- 
matic; requires no watching—cold wa 

ter passes through a jet thermostatic 
heating element anl then through 
coffee into server; no boiling; no 
filter rods; cloth discs oi rubber 
gaskets; coffee is brewed at 180 degs. 
hot and remains as long as current is 
left on—no sioppage can occur, water 
cannot back up into brewer; upper 
vessel never comes in contact with 
coffee; coffee basket easily removed 
for cleaning ; server has no connections 
or plugs which makes it poss:ble to 
wash and scour; lnghly polished ex- 
terior; heavy aluminum metal parts 

Vanufacturers: Home Products Co., 
1208 S. Kedsie Ave., Chicago 23, Ill 
Electrical Merchandising, July 1, 1948. 





FRIGIDAIRE Ranges 


Models: 7 new RK ranges—RK-70, 
RK-60, RK-40, RK-20, RI<-10, RK-3D 
and RK-3. 

Selling Ieatures: All models have $ 
Radiantube units—2-6 in. and 1-8 in; 
5-heats controlled from easy-to-grip 
switches mounted on front panel ; large 
re"ector bowl easy to remove ior 
cleanin?; Even-heat oven 16x17x18 


in, 2 bar shelves plus large broiler 
pan; 9 positions for shelves. 
RK-70, top model, has 2 ovens; the 
second oven is 16x11-3x19 in. Cook- 
Master clock automatically controls 
oven on De Luxe models; Simpli- 
matic switch pre-heats oven then auto- 
matically switches to desired tempera- 
ture for roasting or baking; “warm” 
setting also provided; special broiling 
pan at waist level; automatic interior 
light; triple-duty deepwell cooker can 
be transformed into a fourth regular, 
standard-sized Radiantube unit; a 
6-qt. Mirro-Matic pressure cooker 
is also available; a 6-qt. Thermizer is 
included in 5 ranges; RK-60 and -70 
have 20-watt fluorescent cooking top 
lamp; RK-40 has a 14-watt fluores- 
cent; 2 incandescents are used on 
RK-20; RK-3, and 10 have full- 
width roller-mounted drawer below 
oven for storage; RK-60 has a warmer 
drawer; same drawer with warming 
attachment is used as extra storage 
space on RK-40, 20 and 10; 2 outlets 
for small appliances are mounted on 
ontrol panel of RK-60 and 70—one 
is automatically controlled by Cook- 
Master; adjustable levelers acid- 
resisting porcelain cooking tops ; porce- 
lain interiors and exteriors. 
\lanufacturers: Frigidaire Div., Gen- 
eral Motors Corp., Dayton, ©. 
L:lectrical Merchandising, July 1, 1948. 





NUTONE Clocks 


Madison mantle type and 
Lexington 4-tube grandfather type 
clock 
Selling Features: Madison electric 
chiming clock; sounds 8 Westminster 
notes on hour, four on half hour; seli- 
starting Telechron movement; hand 
rubbed mahogany veneer cab:net; 
etched gold-brass dial; chimes may be 
turned off at night; 115 volts, a.c.; 21 
in. high, 11. in wide, 5? in. deep. 
Lexington Grandfather type chiming 
clock chimes 8 Westmin-ter notes on 
the hour and 4 on the half-hour; vol 
ume control for loud or soft tone; also 
switch to cut off chimes at night; 
brass-allov tubes: soft glow night ligt 
glows down on tubes; 115 volts, a.c. 


Vodels 


self-starting clock movement by Tele- 
chron; hand-rubbed mahogany veneer 
cabinet. 

Cab:nets on both models designed by 
Howard Miller. 
Manufacturer: Nutone, Inc., Mer- 
chandise Mart, Chicago 54, Ill 
Electrical Merchandising, July 1, 1948, 
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ELECTRICAL 
APPLIANCES 


FOR A QUARTER OF A CENTURY 
THIS TRADEMARK HAS STOOD FOR 
“QUALITY AT POPULAR PRICES” 


The Famous EMPIRE 
Electric PERCO-DRIP 


method of coffee-making 
extracts only the desir- 
able oils to produce 
clear, rich coffee. Starts 
percolating in 60 sec- 
onds. Modern design, 
polished seamless alum- 
inum with cool, molded 
handle, scratchproof 
feet, patented direct- 
heat immersion element 
and insulated valveless 
pump. In 5 and 9 cup 
sizes. 





No. 1802 
Suggested Retail 
Price $4.75 


Smartly modern chrome finished 
EMPIRE ELECTRIC TOASTER 





No. 759 
Suggested Retail 
Price $3.75 


EMPIRE FOCAL-RAY 
ELECTRIC LANTERN 


is the favorite of sports- 
men, farmers, motorists 
—all who need handy, 
dependable, night-light- 
ing. Changes from wide - 
spreading floodlight ‘o 
powerful spot at turn of 
the lens head. Aim beam 
in any desired direction 
with all-position pivot 
base. 


Retail Price 
Slightly Higher 
In West 





offers outstanding 
Handles 
two large bread 
slices, turns them by 
a flip of the door. 
Large flat top for 
toast-warming. Extra 


features. 


large heating ele- 
ment for uniform 
toasting. Durable 
Construction, black 
enameled base, 
scratch-proof feet 
large cool handles. 
A quality toaster at 
popular prices. 





No. 900 
Suggested Retail 
Price $3.00 


THE METAL WARE CORPORATION 


TWO RIVERS, WISCONSIN 
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NEW PRODUCTS 





rh 


CONLON Washer 


Dei lt € . 
washer. 


Conventional wringer-type 
Selling Features: Full-family size with 
self-draining tub, balloon wringer 
rolls; 3-vane agitator with lifetime 
lubrication; all-white finish. 
Manufacturer: Conlon Div., Conlon- 
Moore Corp., 1824 S. 52nd Ave., Chi- 
cago 50, Ill. 

Electrical Merchandising, July 1, 1948. 





CONLON Ironer 
Device: 
Selling Features: Has non-sag, canti- 
lever construction, double-end roll; 
“feather-touch” control; 2-speeds; 
double thermostats; quick heating 
ironing shoe; exclusive “Heat Focus” 
dome 
Manufacturer: Conlon Div., Conlon- 
Moore Corp., 1824 S. 52nd Ave., Chi- 
cago 50, Ill. 


Electrical Merchandising, July 1, 1948. 


Conlon automatic ironer. 





FRIGIDAIRE Farm Freezers 


Models: 2 farm freezers 18 and 26 
cu. ft. 

Selling Features: Each freezer is 
divided into sharp freeze and storage 
compartments; individual, easy-to- 
open counterbalanced lids; storage 
compartment is kept at zero; 18 cu. 
ft. model holds 650 lbs. food; 2 cu. 
ft. quick freezing compartment, 16 cu. 


SULY 1, 


it. storage; 26 cu. ft. model has 5 cu. 
it. quick freezing and over 20 cu. it. 
storage; 900 Ibs food; Fiber glass 
insulation; Bonderized steel cabinet, 
white baked enamel; wire baskets 
available; alarm bell warns of a 
warm-up. 

Manufacturer: Frigidaire Div., Gen- 
eral Motors Corp., Dayton, O. 
Electrical Merchandising, July 1, 1948, 








—* 


ROYAL Cleaner 


Device: 
258. 
Selling Features: New type swivel 
floor nozzle; air tight connections on 
hose and tools; 2 section wand curved 
to go under low furniture; sweep ac- 
tion floating brush; dust and germ 
filter; easy to empty dust receptable; 
new finger touch clamps for removal 
of end bell; 3-prong hose connector; 
horizontal type motor, ac. or dc, 
$ h.p.; dual type fans; radio interfer- 
ence eliminator; dust receptacle has 
190 sq. in. filtering surface; 24 in. long, 
7 in. wide 82 in. high. 

Manufacturer: P. A. Geier Co., 540 E. 
105th St., Cleveland, O. 

Electrical Merchandising, July 1, 1948. 


Royal tank type cleaner No. 





CALIENTE Heater 


Device: Portable electric air heater 
model HR-1A. 

Selling Features: New application 
of high-watt density, non-metallic 
Globar silicon, carbide element com- 
bined with multi-directrix reflector 
designed for controlled directional 
distribution of infra-red rays produces 
maximum heating; uses less than 1000 
watts at 110 volts; safety switch auto- 
matically interrupts current while 
heater is in any position other than 
a normal operating position and may 
be manually operated to turn heater 
on or off; cadmium finish grille re- 
flects heat rays. 

Manufacturer: Rea Engineering & 
Mfg. Corp., Aurora, IIl. 

Electrical Merchandising, July 1, 1948 
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E think it’s because the see gal 


program has been planned from your 
point of view! 


1) Easy believes in a stable price 
structure that gives the consumer 
top value for her dollar. TT 


2) We think the dealer is entitled 
to a stable profit margin broad 
enough to permit adequate promotion. _, 


3) We believe public accept- a 
ance is vital to profit. That’s why we’re 
cultivating Easy Spindrier prospects 
with the biggest magazine and 
newspaper drive of all time. 


sf 
4) Easy emphasizes practical W/ 
demonstration and display. The 
retailer gets what he needs fo sell 
-+.and no more. f 


If you are an Easy dealer, take a moment 
to figure out for yourself what washer 
manufacturer gives you the best all-around 
profit program. Compare Product! 
Compare Profit! Compare Promotion! If 
you do not hold an Easy franchise... 

and think you can stand the heat. . . let’s 
talk it over! Easy Washing Machine 
Corporation, Syracuse 1, New York. 


THE EASY AUTOMATIC 
WILL BE THE BEST AUTOMATIC 





WASHES MORE 
CLOTHES FASTER 











losing sales 








9-207M—FM AM Record 
Changer. 18th Century design. Mahogany 
ee eee 


Shortwave 


9-205M—FM, AM, Record Changer. 18th 
Century styling in rich mahogany finish 


Ceatped, Otome nCiEred pave the way for sales! 


build store traffic= 
speed up turnover! 
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because of a limited line? 


Corea 
@ 


CROSLEY 














frrmmchide, 


9-203B—FM, AM, Record Changer. Classic 
modern design, new blonde finish 





9-201—FM, AM, Record Changer. Smartly 
styled, finished in choice walnut 


Your prospects are pre-sold with power- 
packin’ advertising in national magazines 
and newspapers, coast to coast. You tie-in 
to this sales push with dramatic, practical 
promotion materials and displays keyed to 
your market . . . designed especially to tell 
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ew! 


VGFF 
CROSLEY 


o 





9-204—FM, AM, Record Changer. 18th 


Century styled. Selected walnut woods. 





— = oer ee 


At | dey ee « 
a We 





9-212M—Console radio-phono in exquisite 
mahogany or walnut woods 





the world you've got these terrific all 
new Crosley values. Newspaper ad mats 
point-of-sales displays—direct mail—hard 
hitting promotion that helps you cinch 
sales where it counts, right on your own 
sales floor! 
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Isn't 
need 
Cros 


TOS 


EL 


Nast If self-selling new models... 


feet in the door to sales 


lly } 9-114W—Tuneful earful in any 
‘@ You're face to face with the profit-makingest line in room! Ivory finish plastic. 


. , Walnut plastic, 9-113. 
America today! It’s the all-new Crosley line of feature- iti 


Al — ry studed FM-AM radio phonographs, table combinations, 
His eve \ table radios, portables and farm sets. 26 “‘big guns’’ 
; | a as | aimed at every prospect in your market. No need for 
style ane | 

“ Crosley dealers to limp along with the bugaboo of 

bd } 

Orit 1p /1mitations. Limited styles, limited models, limited price 
price need , | | 

appeals. Crosley dealers do business and plenty of it with a 

: 
Timewuile big name line that blankets the market. That's just one 
powerful plus you'll find in the all-new Crosley line! 


market! 


9-202M—FM, AM, Record Changer. Con- 
temporary styling, rich mahogany finish. 


NAYX 
YY XM 


¥ OK 
i 





Portable 9-302— ‘ Battery-Powered 
Plays 3 ways, AC, : Radios—5 tube 
oc, . Se and 4 tube 
Powerful, sensi- models. Tuned R.F. 
tive performance. 4 Walnut plastic. 
4 9-101 illus. 





Recital—Million dollar performance at 
penny-pinching price! AM radio, Shortwave 
Record Changer. Walnut finish 


Shelvador* Refrigerators 
Frostmasters ®@® Ranges 


Don’t miss out on sales with a line that Sete Hansgagte * Radios 
isn't fille pare: , : elevision ® ortwave 
isn't filled out to meet the ever-expanding Division—@¥CO Manufacturing Corporation Home of WLW and WLWT 


needs of your prospects. Come along with C , Tal 

d < . . . . ‘ tel 
Cri _ ee ae ! , Cincinnati 25, Ohio rosiey Spectator Television 
tosley—and watch sales soar! Call your Receatinnls, anit Gnas datatinbiie 


Crosley Distributor for details about the ai television areas. 
7 *@® TRADE - MARK REG. U.S. PAT. OFF. 
Crosley 3 for 1 franchise! 
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For bigger sales checks— 
buy” traffic—and that Added Profit! 


Display your electrical appliances on Aristo-mats, 
and see how much smarter and brighter they look! They 
sell faster that way, too! Then suggest an Aristo-mat to 
brighten and protect your customers’ table and presto 
—you've added a tidy sum to your sales check 
and a nice, easy profit to your day’s business. For finest 
SP quality and beauty of product, look for the name 
. ARISTOEMAT. Specify Aristo-mats when you order. 
Imimeédiate shipment—1 doz. to carton, 25 lb. wt. 






Kant-Kut Korner—an exclusive, protective feature! 
“Quad-Coat’’ Process—guaranteed not to chip or peel! 
Many sizes—round, square, oblong—for every need! 


Be sure it’s ARISTO-MAT— 
the only NATIONALLY ADVERTISED MAT 
that women know and trust! 


For further information, see 
your local jobber, distributor, or write 


PHOENIX TABLE MAT COMPANY 
1315 West Congress Street 
Chicago 7, Illinois 


PAGE 136 


ELECTR 





APPLIANCE | 


NEW PRODUCTS 





STEAM-O-MATIC Iron 


Device: Redesigned Steam-O-Matic 
No. R-500. 

Selling Features: Built-in funnel; 
hinged steam funnel cover opens easily 
for quick easy filling—no cap to un- 
screw; new molded Silastic closure 
on funnel mounted on pressure spring 
for safety; fabric dial on back panel; 
cast-in tubular element runs through 
steam chamber gives evenly heated 
soleplate; mirror-finished _ stainless 
steel; 1000 watts, 120 volts, 44 Ibs. 
a.c. only. 

Manufacturer: Waverly Products Inc., 
Sandusky, Ohio. 

Electrical Merchandising, July 1, 1948, 





MARQUETTE Freezer 


Device: Model 8B Marquette home 
and farm freezer. 

Selling Features: 8 cu. ft. freezer has 
250 to 300 lbs. frozen food capacity; 
counter-balanced door; provisions for 
locking; illuminated food compart- 
ment; hermetically sealed unit; static 
cooled condenser; cooling coils on all 
sides ; Thermo-Breaker strip of Pane- 
lyte ; 43 in. rock wool insulation. 
Manufacturer: Marquette Appliances 
Inc., 307 E. Hennepin Ave., Minnea- 
polis 14, Minn. 


Electrical Merchandising, July 1, 1948. 





ENPO Sump Pump 


Device: Enpo sump pump, cellar 
drainer, and boat drainer. 
Selling Features: Moisture-proof and 
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water-proof submersible 3? h.p. motor 


will operate continually under water; 
equipped with automatic thermal pro- 
tector; rotor and impeller shaft 
equipped with ball bearings, lubricated 
for life of unit; fully automatic; 
capacity through 1} in. vertical dis- 
charge is 3,000 ghp at 6 it. discharge 
head; measures less than 9 in. high, 
10 in. across widest section; can be 
located below floor level and covered; 
available as package with length of 
discharge hose and fitting which makes 
it possible to place it into immediate 
operation, eliminating installation 
costs; can also be furnished without 
hose and fitting. 

Vanufacturer: Piqua Machine & Mfg. 
Co. Inc., Young and College Sts., 
Piqua, Ohio. 


Electrical Merchandising, July 1, 1948. 





G-E Clock 


Device: Grandmother-type hall chime 
clock, the Winthrop. 

Selling Features: Styled along classi- 
cal Colonial lines; 70 in. high; has 
2-tone mahogany case with scrolled 
top corners ; 2-tone brushed gold finish 
dial with silver numeral circle; West- 
minister chimes sound at quarter 
hours; 60-cycle, 110-125 volts a.c.; 
other frequencies available on special 
order. 

Manufacturer: General Electric Co., 
sridgeport 2, Conn. 

Electrical Merchandising, July 1, 1948. 





SPEED-MASTER Combination Grill 


Device: No. 9180 combination grill 
and waffle iron and toaster. 

Selling Features: Oversized grids; 
waffle grids even larger; tray size 
base; chrome plated steel with alumi- 
num grill plates; natural wood han- 
dles; indicator tells when to bake, 
grill, toast or fry; Nickel-chrome ele- 
ment; aluminum wafflegrids with large 
drip groove. ; 600 watts, 110 volts, a.c.- 
d.c. 

Manufacturer: Son-Chief, Electrics 
Inc., Winsted, Conn. 


Electrical Merchandising, July 1, 1948. 
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WHAT PEOPLE LIKE BEST 
about 
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AUTOMATIC 
WATER —— 





" 





We want your expert opinion. What's the most important feature of the Wesix Automatic 
Electric Water Heater to your customers? Send us your answer. We'll publish results of 
this survey in a later advertisement.* 


The new Wesix combined heating and two-pole thermo- 
5 A * a T Y stat units spell safety plus. Now available with fusible links (at a 
slight premium), they eliminate necessity for installation of relief 
. valves. Circuit automatically broken if tank is over-heated. 
m 


The basis of the Wesix heating element is the highest 

grade nickel chromium wire. Evenly wound and perfectly spaced, 
a QT 0 N G L | 4 . the wire is completely encased in commercially pure copper duplex 
— : ' tube. Every unit is designed for low watts density—30 watts per 
re square inch or less—assuring long life. 


3Si- 
nas 
led 





“ial 
“a Heating element and thermostat combined in one pack- 


aged unit. Gives greater sensitivity . . . more accurate heat control. 
Easily removable for adjusting and servicing. Immersion heating 


element has definite descaling action. 


ts 


48. 





Streamlined styling . . . bright, white enamel shell. . . 
lustrous ebony base. DURABILITY? Double strength galvanized tank 


| A 2 4 £ A x A N CE tested to 300 Ibs. pressure per square inch. ECONOMY? Extra thick 
Fiberglas insulation holds heat longer . . . heat trap prevents flow 


; of water through pipes until faucet is open . . . Cold water diffuser 
keeps incoming cold water from mixing with heated water. 


30 years experience and leadership in building electric 
- O% —— R f r U TA T | 0 N water heaters. Fully Guaranteed. Built to NEMA specifications. 
ill gs aes ‘ : 


Approved by Underwriters’ Laboratories, Inc. 


‘ 





rill 


i: KNOW WHY * MORE BUY ° WIESIIX¢ 


lan- 


~ WESIX ELECTRIC HEATER CO 


irge 


Lc. see e888 878 289 ° SAN FRANCISCO 5 


_ Seattle ° Portland ° Los Angeles ° Chicago ° Huntsville, Alabama 


* $100 will be awarded for the best answer submitted 7 an elec trical appliance dealer or contractor in the United States. Entries 


948. 
must be postmarked not later than August 1, 1948. The Wesix Electric Heater Co. will be the sole judge. 


ING 
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Help Build 
STORE POPULARITY 





with appliances powered by 


Lamb Electric 


“AOTORS 








Small series universal motor parts 
specially designed for food-mixers 
and sewing machines 


@® The smooth, dependable 
performance of Lamb 


Electric Motor powered 





appliances assures cus- 
tomer satisfaction...wins 
good will...helps build 
store popularity. 


This fan motor has rubber grom- 
meted supporting legs to assure 
quiet, vibrationless operation 


This is one of the reasons 
why many leading dealers 
prefer to carry appliances 
equipped with Lamb 
Electric Motors. 





Compactly designed turbine 

driven by a high-speed series mo- 
tor particularly adaptable to the 
cannister type vacuum cleaner 


THE LAMB ELECTRIC COMPANY 
KENT, OHIO 


Lamb Eloclhic MOTORS 
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GENERAL Floor Machine 


Device: General T-12 light-weight, 
all-purpose floor polisher. 

Selling Ieatures: Scrubs, waxes, pol- 
ishes, buffs, drycleans, refinishes, and 
sands; equipped with a precision built 
motor; with its weight con 
centrated directly over fast-revolving 
brushes; also available with = side 
handles for furniture and automobile 
polishing ; 


ac, dc 


operates on a.c. or dic. 25 
to 60 cycles; weighs 17 lbs.; furnished 
with one pair of polishing brushes; 
other attachments available at extra 
cost 


\V/anufacturer: General Floorcraft Inc., 


333 Oth \ve., Ne \\ York 14, N. . # 
Electrical Merchandising, July 1, 1948. 


G-E Flatplate lroner 


Model 
Selling 


\F-12D flatplate ironer. 
Features: 300 sq. in. ironing 
surface on which 400 lbs. pressure can 
be applied with slight pull of control 
handle. Thrustor provides same hy 
draulic pressure for all materials ironed 
regardless of thickness; G-E Calrod 
elements clamped to aluminum shoe 
conducts heat evenly to all parts of 
shoe; 2 thermostats provide individual 
temperature control for each end of 
shoe; metal cover has been eliminated 
and an additional end shelf and a wash 
able leatherette slip-on cover. 

General Electric Co., 
Bridge wrt 2, Conn. 

Electrical Merchandising, July 1, 1948 


Vanufacturer 





REALFREEZE Freezer 


Device: 6 cu. ft. home freezer. 

Selling Features: Gas blown plastic 
insulation 4 in. thick; recessed kick- 
plate; push button lid release; counter 
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balanced lids with recessed light for 
automatic interior illumination; built- 
in maple cutting board; built-in stor 
age compartment for wrapping and 
packaging materials; electrically 
welded evaporator aluminum liner; 
baked white enamel finish; 36 in 
high; 62 in. long, 24 in. wide. 
Manufacturer: Wentink & Co., Grand 
Rapids, Mich. 

Electrical Merchandising, July 1, 1948 





CENTURY Toaster 


Device: 
toaster. 


Century automatic pop-up 
Selling Features: Four mica heating 
elements; 1050 watts a.c. or d.c.; auto- 
matic toast release, finger touch; light- 
to-dark adjustment; moulded plasti 
knob ard base; silent compensating 
thermal timer; “inspectoast” release; 
removable crumb tray; chrome finish 
Manufacturer: Century Product 
Works, Inc., 503-507 W. 56th St., New 
York 19, N. Y. 

Electrical Merchandising, July 1, 1948 





HOTPOINT Freezer 


Device: Model EK-8 home freezer 
Selling Features: Chest type, 8 cu 
Capacity or approximately 280 Ibs 
freezer control has 9 temperature set 
tings and “off”, maintains temperatu! 
of zero F. or lower; 4 corrosion-re 
sisting treated wire baskets; all 4- sid 
of food compartment liner are rr 
frigerated to provide fast freezing 
automatic interior light; thermomete 
fitted to one of baskets shows tem 
perature in freezing compartment 
4-in. Fiberglas insulation top, botton 
and 4 sides; balloon-type rubber gas 
ket; 36 in. high; Calgloss baked-or 
exterior; Thriftmaster unit. 
Manufacturers: Hotpoint, Inc., 5600 
W. Taylor St., Chicago, 44, Ill. 
Electrical Merchanising, July 1, 1948 
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Presenting: Tne Yeu 


COLEMAN CONSOLE OIL HEATER 


By America’s Largest Maker Of Home Heating Units 


See it at the 
Chicago “Market” 


* 


Coleman Display 


Room 525 
Furniture Mart Bldg. 
Chicago 
July 5 to 17 


The Oil-Saving 


OIL HEATER 
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NEW Beauty and Color: As beautiful and modern as a televi- 
sion set—this new Coleman console Oil Heater will make you extra sales this 
fall. Look at its beauty, its streamlined design; see how it genuinely blends 
with good furniture. Choice of dark or light colors. 


NEW Heating Power: Here is heating power you never 
dreamed possible in a console. It is a real Coleman because it “moves the 
heat”—circulates warmth through three to five rooms. Coleman engineers 
had to design a new, radically different type of heating unit to do it—but 
now they have combined a console’s streamlined good looks with top 
heating power. Rated at 55,000 BTU’s per hour. And it still burns oil 
like a miser. 


NEW Sales Appeal: Make this Coleman console your sales 
star for this fall. Take advantage of its eye-appeal and thrift-appeal and 
comfort-appeal. Ask your distributor’s salesman this week. Or write... 


The Coleman Company, Inc. 
Wichita 1, Kansas; Los Angeles 54; 


Philadelphia 8 (Terminal Commerce Bldg.) ~~ 


| The Coleman Co., Inc. 
: Dept EM-933, Wichita 1, Kansas 


Please send me fullinformation about your | 
Coleman franchise for my community — and | 
about your new Console heater. 


1948 
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YES! VOW you can 
sell BOTH GAS AND 
ELECTRIC automatic 
water heaters with 


ONE FRANCHISE ! 
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gas and electric automatic 
water heaters —precision 
engineered throughout— 
means more customer hap- 
piness and less mainte- 
nance for you. The exclusive 
Magnedur process is further 
protection of the added life 
for Pennsylvania Water 
Heaters. 


Trouble free operation— 
complete production and 
fabrication under one super- 
vision is your added guar- 
antee of Pennsylvania 
quality—"‘backed by 66 
years of know-how.” You'll 
find Pennsylvania Auto- 
matic Water Heaters the name 
you'll be proud to carry. 


Free: The colorful new 
PENNSYLVANIA POCKET-LOOK 
available upon request. 


RANGE BOILER COMPANY 
24th & ELLSWORTH STS., PHILADELPHIA 46, PA 
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HOTPOINT Ironer 


Dez ice: 
LF-l. 
Selling Features: Polished aluminum 
ironing shoe provides 300 sq. in. iron- 
ing surface; Thrustor automatically 
applies 400 lbs, pressure on board; 2 
adjustable thermostats; moisture trap 
steam is condensed and collected in 
moisture trap glass jar easily re- 
moved and emptied; 2 Calrod ele- 
ments provide even heat; folding lap- 
board; extension shelf; inclined work 
surface. 
Manufacturer: Hotpoint, Inc., 5600 E. 
Taylor St., Chicago, 44, IIl. 
Electrical Merchandising, July 1, 1948 


Hotpoint flatplate ironer No. 





PEERLESS Fan 
Dez i¢ - 
Selling Features: 30 in. square and 
5 reversible—exhausts 
daytime heat or pulls in cool night air ; 
can be mounted in window, on pedes- 
tal, shelf, counter or floor; front grille 
completely protects blades; quiet oper- 
ation; high and low speed; 4 h.p. mo- 
tor; thermally protected motor can't 
burn out. 


New WE-30 all-purpose fan 


only 54 in. deep; 


Manufacturer: The Peerless Electric 
Co., Warren, Ohio 
Electrical Merchandising, July 1, 1948 





VOSS Washers 


Models: No. 48-C, 48-CP and 48-CG, 
Selling Features: Voss floating agita- 
tor with interchangeable Flex-O- 
Klean bottom type agitator optional ; 
corrugated porcelain tub with double- 
wall insulation; electro-safe pressure 


JULY 1, 
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APPLIANC 


NEW PRODUCTS 


extractor with 2} in. soft rubber rolls 
and 5-way positioning lever; auto-type 
transmission with spiral-cut pinion and 
drive gears permanently sealed in oil; 
newly designed massive legs with ad- 
justment feature for leveling washer 
stop-lock casters; 48-CP has power- 
driven water discharge pump; 48-CG 
has 4 h.p. Briggs & Stratton gasoline 
motor, air cooled; oversized standard 
motor on 48-C and 48-CP; polished 
chromium plated drainboards and other 
exposed parts. 

Manufacturer: Voss Mfg. Co., Daven- 
port, lowa. 


Electrical Merchandising, July 1, 1948, 
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CADILLAC Cleaner 
Device: Cadillac No. 
cleaner. 


125 upright 


Selling Features: Popular priced mo- 
tor-driven-brush model, complete wit 
5 attachments; incorporates many fea- 
tures found in the Cadillac deluxe 
upright; increases the Cadillac line oi 
cleaners to three—other models in- 
clude deluxe upright 143A and _ the 
Cadillac cylinder No. 800 with 2-spee 
control. 

Manufacturer: Clements Mfg. Co 
6650 S. Narragansett Ave., Chicag 
38, Ill. 

Electrical Merchandising, July 1, 1948 





DUO-THERM Oil Space Heater 


Device: “Sheraton” upright heater 
with period furniture styling, 





Selling Features: Power-air blower 
provides even floor-to-ceiling heat; 
Dual Chamber burner with complete 
flame control; special Waste-Stopper 
prevents heat from rushing up chim- 
ney; large radiant doors for quick spot 
heat; waist-high control dial; avail- 
able in 2 sizes, 12 in. burner 
41,500 btu output and 14 in. burne 
with 53,000 btu output. Cabinet tea- 
tures new lustrous wood grain effect 
mahogany finish, fluted columns, re- 
cessed cabinet panels. 

Manufacturer: Duo-Therm Div., Mo- 
tor Wheel Corp., Lansing, Mich. 


Electrical Merchandising, July 1, 1948 
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EASY-SPIRALATOR 
BEAM Agitator 
(Automatic) 
Four of several different 
types of agitators made 
by Permold for different 
washer manufacturers, 


ber rolls 
juto-type 
nion and 
1 in Oll; 


with ad- 


power- 
> 48-CG 
gasoline 
standard 
pe lishe 


nd other 
_ Daven- 


1, 1948. 


upright 
ced mo- 
ste wit 
any fea- 
deluxe 
: line oi 
Jels in- 
and =the 
ope As selling becomes tough—and then 
g. Co tougher—whatever sells easiest will hold 
ee the enthusiasm of your floor salesmen and 
1, 1948 protect your profit margin on each sale. Agitators designed cast of an alloy that produces a fine 
to develop the utmost washing or cleansing action usually grain structure throughout the thick- 
, ness of every section. 
must be made of aluminum by the permanent-mold process, y 
because there is no other practical method. Permold Aluminum Agitators Ar 
Easy to Keep Clean: 
. , . ° Regardless of design, Permold Alumi- 
An Aluminum (permanent-mold cast) Agitator is a primary °* adeaeovadeonn-eidlaas andte 
feature in selling washers because of these advantages: keep free from dirt and soap deposits. 
; P Aluminum does not rust; lightweight 
They Are Accepted: process permits utmost freedom in aluminum agitators are easy to take 
Accepted as standard equipment by 4esigning special types of agitators. out of, and put into, the washer. 
the housekeepers of America whose And it’s the special types of agitators 
— preference for Aluminum Agitators is which provide you with a powerful Permold Aluminum Agitators 
he based upon the washing performance sales feature. Give Utmost Protection 
— of aluminum agitators over the years! Kind to Clothes: Sturdy, uniform strength and tovgh- 
Ra nee ness of metal throughout Permold 
smatais Wash Clothes Cleaner: * All edges rounded and smooth; no = Ajuminum Agitators withstands high 
Stopp Original types of agitators, engineered sharp corners to wear or tearordamage _ stresses and strains and provides a 
# sie! and developed especially to produce _— clothes. even after years of use; safest greater factor of safety against acci- 
ogee 9 the greatest cleansing effect of water to use in hard and soft water and with _—_ dental bieakage that might tear clothes 
er wi and suds, are fabricated in cast alumi- all makes of soaps. As they wear, their or result in injury to hands; insures 
burne num. Only the permanent-mold casting surface stays smooth because they’re longer service life. 
net i¢a 
n elrec , ‘i 
ins, re Permold Aluminum Agitators Never Have to be Defended ! 
v., M 
ich. THE PERMOLD COMPANY 
1, 1948 835 West Liberty Street e MEDINA, OHIO e In the Cleveland Industrial Area 
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SHORTAGE 
your oll 


Not if You Sell the 
Spark Oil Burning Heater 










Spark burns No.3 oil with a clean, 
clear, fan-shaped flame—more heat 
at lower cost per gallon of fuel. 


SPARK HEATERS 


burn NO.3 
FUEL OIL! 


Spark oil burning heaters are approved by Underwriters’ 
Laboratories, Inc. to burn No. 1, No. 2 and No. 3 oil. 

No. 3 oil (furnace-diesel oil) is readily available. 
Though lower in price, it gives 4000 more B.T.U.’s per 
gallon—a definite saving of fuel. 

Since 1902 SPARK Stove Co., Inc. has been in the 
stove business, exclusively. If 
you would like to join the 
group of Spark dealers, write 


today for full information. 


SPARK MODEL 4070 


SPARK wwrvinc HEATERS 


A PRODUCT OF 
SPARK STOVE CO., INC. 


FORMERLY HAMMER BRAY CO. LTD 








SPARK Stove Co., Inc.. Dept. E-5S 
2619 E. 12th Street, Oakland 1, Calif. 





Gentlemen 


I am interested in becoming a Spark dealer. Please send me 
full inf« 


rmation 


Name 
Firm 
Address 


Zone . State 
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APPLIANCE 


NON-ELECTRICAL PRODUCTS 





PRESTO Cooker-Canner 


Device: Presto cooker-canner No. 21. 
Sellng Features: Has 21 qt. liquid 
capacity ; will process 18 pt. jars; 7 qt. 


jars or 44 gal. jars at a time; extra- 
heavy aluminum with polished finish; 
had a 21 qt. liquid capacity all safety 
features of other Presto models; may 
also be used for pressure cooking tood 
in quantity—such as 6.4-lb. hams or 
8.4-lb. chickens at a time; equipped 
with cooking rack, inset pans ; canning 
basket; colander pan and rack pins. 

Vanufacturer National 

Cooker Co., Eau Claire, Wis. 
Electrical Merchandising, July 1, 1948 


Pressure 








TEX-KNIT Laundry Kit 


Device: “Home Laundry Kit” 
Selling leatures: Kit contains assort- 
ment of essential Tex-Knit laundry 


aids including ironing board cover and 
waffle-knit pad that with it; 
treated cloth; 
press-mitt; package of plastic clothes- 
lothes line, clothes-pin apron; 
cotton clothes-basket 
oval wicker baskets; a plastic 


goes 
chemically pressing 
pins ; 
laundry bag; 


ner for 


elastic-edge shield to keep ironing sur- 
ace dry en sprinkling clothes and 
ng board .1.vin aucl 

1 tin us c Available in 2 stvles 


De Luxe with burnproof ironing board 
nd pad; and Ideal with heavy- 
ght cotton ironing board cover and 
nufactu Textile Mills (¢ 


trical Merchandising, July 1 


1948 






SWIFTY Pressure Cooker 


Device: 4-qt. Swifty pressure cooker. 
Selling Features Has __1-operation 
pressure valve which works on the 


principle of simple positive gravity 


SOLT 3, 


control at a pre-set pressure of 15 !! 
signals with slight hissing sound w 


full pressure has been attained; : 
dousing; vented by fingertip releas & 
long, cool, sure-grip, heat-resistant 5 
handles especially designed for easy t 
closing and opening; fusible alloy type ; 
safety plug; stippled finish aluminum 
with high polish trim. 
Vanufacturer: Eastern Metal Pro ; 
ucts Co., Tuckahoe 7, N. Y j 
Electrical Merchandising, July 1, 1948 
i 
~ e 





WHITE CROSS Server 


Device: White Cross coffee server 

Selling Features: 45 oz. server has 
removable Bakelite handle and meta! 
band which permits easy disassembling 
for quick cleaning; may be placed on 
for warming and heating; cai 
for other hot and cold 


stove 
also be used 


liquids. 
Vanufacturer National Stamping 
and Electric Wks. Div., Eureka \Vil 


Chicago 11, Il 
Electrical Merchandising, July 1, 1948 


liams Corp., 





NEW LIGHTING PRODUCTS 








LAZY-LITE 
1 Bedsid ump in Mot 
Goose design 
| res: Light turns 4 
on by pushing down on translu 
plasti shade at either end \ 7-wat 


bulb lights up when shade is tilted 


one end; and a second 7-watt bulb 

is titled at oth 
end—thus one bulb can be turned on a 
night hight or 
greater illumination; tilting shade 

direction lights off—n 
chain, button, key or switch; Moth 


lighted when shade 


both can be used 
same turns 


figures are molded on shack 
and each lamp is accompanied by 


( simOse 


bedtime story book contaimng adven 
tures of the 8 figures on lamp; avail 
able in pink or blue. 

Vanufacturer: 
Corp., 
ble } 


Hungerford Plast 


Murray Hill, N. J. 
rical Merchandising, July 1, 1948 
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The better design of C-H PYRO- 
FLEX* Surface Units means better 
cooking because it means better 
heat distribution on the all-impor- 
tant intermediate heat steps... 
because it means C-H Surface Units 
stay flat, don’t warp, retain their 
high efficiency . . . and because 
they give many years of trouble- 
free service. This better C-H 
PYROFLEX* design also pro- 
vides fast heating and a new and 


simplified reflector pan removal 





it’s automatic. 


So get this better design under 
the trademark Cutler-Hammer 


that’s known the world over, that’s 


————— 
CUTLER HAMMER 
nd e | 
PYROFLEX 





? 
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been advertised in 4-color Satur- 
day Evening Post, Time, News- 
week, etc. advertising, and in House 
& Garden, House Beautiful, Better 
Homes & Gardens, American Home, 
Sunset, etc. for many years, that 
has always identified dependabil- 
ity. CUTLER-HAMMER, Inc., 
1280 St. Paul Avenue, Mil- 


waukee 1, Wisconsin. 


“o 
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AUTOMATIC PAN TIP-UP FOR EASY CLEANING 


4 
Heating element lifts up easily, automatically tilt- 
ing up reflector pan which then lifts out easily. 


PYROFLEX* 
WATER HEATER UNITS 





° . : Complete line available 
Electric Heating Unite for water heater manufacturers 


1, 1948 


TWO-WAY 
HEAT FLOW DOES IT! 


MEDIUM-HEAT ELEMENT 


(Cutler-Hammer Design) (Conventional Design) 


© 


NWOT THIS / 


OWE WAY HEAT FLOW 








7/5 (rwe-way 


WEAT FLOW 


Hot in center 
and hot outer edge 


Hot in center 
cold outer edge 


LOW-HEAT ELEMENT 


(Cutler-Hammer Design) (Conventional Design) 









THIS / NOT THIS / 
Heat flows both ways Hot outer edge 
from median position cold center 





of C-H multiwave ele- 









BOTH ELEMENTS TOGETHER 


(Cutler-Hammer Design) (Conventional Design) 


E Oh =O 


e 






Any well-built surface cooking unit provides good heat distribu- 
tion when both elements are used together. But such high heat 
is rarely used for cooking. 90% or more of alt cooking is done 
at a controlled-heat switch position using only one of the two 
elements. The four vital cooking heats where C-H design pro- 
vides obviously better heat distribution for better cooking are: 


1. Low-Heat Element At Full Voltage. 2. Low-Heat Element At Half Voltage. 
3. Medium-Heat Elemeat At Full Voltage. 4. Medium-Heat Element At Hall Voltage. 


® Trademark 
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COMPENSATING TIMER. Unique Dual-Thermo 
timer (two thermostats) fully compensates for 
stored heat and automatically compensates for 
voltage variations, thus eliminating manual 
adjustments. Result: Each slice of toast the same 
color, on both sides, as the preceding one at the 
same setting on color selector. 


DIAL OPERATION. An exclusive feature for 
easy, safe operation. A quarter-turn of dial lowers 
bread into toasting chamber. When done, toast 
automatically pops up a full 2 inches above shell. 


ELEMENTS. Top grade mica-sheet, wound 
with long-life nickel chrome ribbon wire—scien- 
tifically spaced to give even toasting over both 
sides of each slice. 

OVEN TYPE CONSTRUCTION. Enclosed to 
utilize and retain heat most efficiently. With 
current off, toast stays hot just as long in popped- 
up position as if held down in oven. 


HIGH POLISH REFLECTORS. Full-sized reflec- 





tors on sides and ends of toasting chamber. High 
polish reflects heat back into toasting chamber 
for more economical use of heat and faster toast- 
ing—keeps heat from outside shell and encloses 
toasting oven. 


6. SMOOTH-GLIDE CRUMB TRAY. Slides smooth- 


ly in metal channels; catches all crumbs. Instantly 
removed for cleaning without lifting toaster. 


GUIDE WIRES. Hold bread, by point contact, 
for even spacing between elements. 
8. COLOR SELECTOR. Turning color selector knob 


actuates timer cam to give color of toast selected. 


9. TOAST RELEASE. Turning toast release knob 


pops up toast independent of automatic release. 


'.. PERMANENTLY ATTACHED CORD. Long- 
wearing, 3000-cycle, 6 ft. maroon cord with 
molded-on maroon rubber plug of special design 
for easy insertion and removal from outlet. 
Permanently attached to toaster and approved 
by Underwriters’ Laboratories. 


SAMSON UNITED CORPORATION, ROCHESTER 10, N. Y. 


ie 





lam 


/' 


JULY 1, 





LITERALLY 
AND FIGURATIVELY 


it takes “guts” to run an 

ad like this. But we know . . . 
and we want you to know 

.-. that internally as well as 
externally the Samson 
Tandem Automatic Pop-up 
Toaster is BETTER . . . by 
Design. Study the two 
cutaway views . . . check the 
mechanical construction that 
makes possible a wealth 

of really new and worthwhile 
features . . . that assures 

new toasting perfection and 
long, trouble-free life. And 
remember —like all Samson 
electrical appliances, 

the Tandem Toaster is 
Showboxed to Sell! 
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PILOT Portable Teleset 


ce: “Candid T-V” portable, tele- 
vision set. 
Selling Features: Weighs less than 
15 Ibs,, and measures only 14 in. wide, 
in. high and 134 in. deep; can be 
ved from room-to-room and is suit- 
for use in home, office, nursery, 
len, hospital, club, or summer home; 
erates in most homes with only an 
nside doublet wire furnished with 
thereby requiring no extra in- 
ion; 3-in. direct-view RCA pic- 
ure tube produces bright, clearly-de- 
ined image; “continuous” tuning sys- 
tem, similar to conventional radio set, 
simplifies operation; Velva-wrinkle 
h aluminum cabinet; 21 tubes in- 
g picture tube and 3 rectifiers; 
| 












Hn 

ll! 13 channel coverage; 4 principal 
controls for tuning, brilliance, con- 
trast and volume; a.c. only. Uses all 
standard radio parts—no_ television 
parts except tube; alligator leatherette 
arrying case and a dipole antenna also 
available at extra cost. 


Manufacturer: Pilot Radio Corp., 
37-06 36th St., Long Island City, 1, 
N. Y 


lectrical Merchandising, July 1, 1948. 





GAROD Television Sets 
Models: 3 new television receivers—a 
10-in. table series 900TV; a 12-in. 
LA-1000 table series and a remodeled 
391I5TVFMP 12-in. series 
Selling Features: 10-in. 900TV 10-in. 
table series is equipped with 54 sq. in. 
screen; standard broadcast and FM 
bands, and phonograph connection; 
Model 901TVP has same 10-in. re- 
eiver plus a specially designed lower 
cabinet equipped with an automatic 
record changer and a 10-in. speaker. 

12-in. LA-1000TV table series has 
a 75 sq. in. screen; standard and FM 
bands and a phono connection. LA- 
lWITVP has same 12-in. receiver 
plus specially designed lower cabinet 
vith automatic record changer and 
10-in. speaker, same as used in 901- 


TVP model. 





12 in. console model 3915TVFMP 
1S an improved version of former 
model 3912TVFMP; has 75 sq. in, 
screen, standard and FM bands; auto- 
matic record changer, record album 
compartment, 18th century mahogany, 


ELECTRICAL MERCHANDISING—JULY 





ELECTR 


Manufacturer: Garod Electronics 
Corp., 70 Washington St., Brooklyn, 
a 


Electrical Merchandising, July 1, 1948. 





STROMBERG-CARLSON Teleset 
Model: The Rochester No. TV-12-HI 


table video-FM receiver. 

Selling Features: Features a 12 n 
screen affording 72 sq. in. picture; 
combination television FM _ chassis 
housed in modern cabinet of matched 
mahogany veneers; receiver covers all 
television channels and the full range 
of 88-108 mc FM band; 54 in. speaker 
system may be connected by special 
adapter cord to floor-type radio or 
radio-phono by an audio coupler de- 
signed to take advantage of large 
unit’s audio speaker system. 
Manufacturer: Stromberg-Carlson Co. 
Rochester, 3, N. Y. 

Electrical Merchandising, July 1, 1948. 
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ZENITH Radio 


Model: “Universal Pop-Open” porta- 
ble radio. No. 6G801. 

Selling Features: Dialspeaker doors 
pop open and radio starts playing at 
touch of button on top of case; wave- 
magnet pops up above set to give max- 
imum performance—no other switch 
needed as doors automaticaly turn set 
on when they open and shut it off when 
either is closed ; operates on a.c.-d.c. or 
self-contained battery pack; Dial- 
speaker combines large dial and 
speaker in same space and permits the 
use of a 5}-in. speaker; wavemagnet 
is also detachable to provide good re- 
ception in trains, planes, ships cars 
and steel shielded buildings; aluminum 
chassis; 2-tone gray-beige plastic fin- 
ish; weighs only 154 lbs. with batter- 
ies; Flexo-grip handle; battery-saver 
switch automatically disconnects bat- 
teries when light cord is removed 
from case. 

Manufacturer: Zenith Radio Corp., 
6001 W. Dickens Ave., Chicago, 39, 
Ill, 

Electrical Merchandising, July 1, 1948. 
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G-E Teleset 


Device: GE table television set No. 
810. 

Selling Features: Equipped with 
G-E’s 10-in. direct-view “altiminized” 
tube to improve picture brilliance and 
conttrast; mahogany cabinet. 
Vanufacturer: General Electric Co., 
Electronics Park, Syracuse, N. Y. 
Electrical Merchandising, July 1, 1948. 


WALCO Tele-Vue Lens 


Device: Improved liquid-filled plastic 
tele magnifying lens attached to floor 
stand for use with console television 
receiver. 

Selling Features: Round metal base 
similar to floor lamps with adjustable 
vertical bar which supports Walco 
magnifier; mahogany grain frame. 
Manufacturer: Walco Sales Co., 66 
Franklin St., East Orange, N, J. 
Electrical Merchandising, July 1, 1948. 





TOM THUMB Radios 


Models: Tom Thumb camera radio 
and Tom Thumb “Buddy.” 
Selling Features: Camera radio 
equipped with 4-tubes; 4-in. PM 
speaker; battery operated, uses a 674 
volt B battery, 2 “C” type “A”; effi- 
cient camera with reflex viewer uses 
standard No. 127 film, and takes 16 
individual snaps; cabinet equipped 
with shoulder strap. 

“Buddy” model has 4 tubes plus 
rectifier; 4 in. PM speaker; 4-way 









operation: A. C., D. C., battery and 
recharger. Incorporates a_ patented 
“rejuvenation” which recharges the 
self-contained batteries; size 74x43x 
44 in., weighs 3 lbs. 24 oz. without 
batteries. 

Manufacturer: Automatic Radio Mfg. 
Co., Inc., 122 Brookline Ave., Boston, 
15, Mass. 


Electrical Merchandising, July 1, 1948 





FARNSWORTH Radios 


Models: 8 new Farnsworth phono- 
radios. 

Selling Features: Newly developed 
drop-type automatic intermix record 
changer is included in all instruments. 
K262, designed for homes with small 
living rooms is only 154 in. wide and 
114 in. deep Early American Pier 
cabinet available in mahogany, walnut 
or maple finishes. Other console- com- 
binations are K114 Chippendale chair- 
side; KO&86 modern; KO84 chairside; 
K289 modern; K267 chairside; and 
K669 contemporary. 

Manufacturer: Farnsworth Television 
& Radio Corp., Ft. Wayne, Ind. 
Electrical Merchandising, July 1, 1948 





OLYMPIC Personal Radios 


Device: New “Personal” radio know: 
as Olympic Gem, No. 8-451. 

Selling Features: Weighs only 2 lbs 
fits easily into coat pocket or handbag, 
measures only 8-11/16 x 4-5/16 in 

streamlined, polystyrene cabinets in 
maroon, ebony and ivory; sliderule 
dial; gold face when lid is open; auto 
matic shut-off when lid is closed cuts 
off batteries; built-in antenna; 4- 
miniature tubes;3-} Alnico speaker ; 
iron core coils. 

Manufacturer: Olympic Radio & Tele- 
vision Inc., 34-01 38th Ave, Long 
Island City 1, N. Y. 

Electrical Merchandising, July 1, 1948. 
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youll sell move {EAT ... 
and move EATERS ...witlh 





* >» 
DC-750 Circulator 
75,000 BTU 


DC-500 and 
y DC-500B8 Circulator 
50,000 BTU 





The features your customers WANT in 
an oil-burning heater are the basic fea- 
tures in every model in the Guiberson 
line... 


R-200 with Grille 
Radiant-Circulator 


$0,000 BTU 
¢ Low initial cost 

« Low fuel consumption 
e Efficient operation 

e “High-style” good looks 


The famous Guiberson “Clean-Flame” Burner 
gets MORE heat out of LESS fuel—makes every 
heater in the Guiberson line tops in its own class 

makes the entire line a “natural” for more 
heater sales and more profits for you. If you don’t 





43 already handle Guiberson Oil-Burners, write to- 
R-200 Radiant day to the Guiberson distributor in your terri- 
$0,000 BTU tory. Carry and push Guiberson Oil-Burning 


heaters—and watch heater sales go UP! 


Features to make the Guiberson Line click with 
your customers: 
* A model to meet every demand. 
* Modern, beautifully finished cabinets. 
* Miulti-throat “Clean-Flame” burner 


* All models burn No. 1 or No. 2 fuel oil, kero- 
sene or distillate 





Manufactured by 





R-100 Radiant r 
35,000 BTU THE CORPORATION 
DALLAS 1, TEXAS 
—_ 
’ VVEF RADO NEW ORLEANS, LOUISIANA 
uM i t strat Baldwin C I 
N W I Tct t as Street 
RE 1ARYLAN ! vi IOWA OKLAHOMA CITY, OKLAHOMA 
«I ( Jenh Wholesale Div 
F tR Street 
- A TEXA OMAHA, NEBRASKA 
mM H sre ¢ M r & Sell In 
€ Fa Street 
4 4 K TON, TEXA PORTLAND, OREGON 
i Pacific Coast Heating & Appl. C 
i 4 464 N. W. Front Street 
H ar ANAPOLI IN ANA AGINAW, MICHIGAN 
t R pa Strong Dis sting Compar 
r E Georgia St t 840 North Michigan Aver 
iA sNOOGA. TENNE P KANSAS CITY, MISSOURI AN ANTONIO, TEXAS 
Ww Divisior Standard Distributing Compar 
15M 23 Walnut S t 227 East Cevallos Street 
4 N LITTLE ROCK, ARKANSAS EATTLE, WASHINGTON 
M I Ww ‘ Aps Compa Pacif ast Heating & App!. Co 
\ I I Rock § Foot of Main Street 
INNA H LOUISVILLE, KENTUCKY POK ANE, WASHINGTON 
‘ Ewald Dist 2 ¢ pany, Ir Pacific Coast Heating & Appl. C 
Ss N h Street South 124 Wall Street 
VB OH MEMPHIS, TENNE EE T. LOUIS, MISSOURI 
‘ Stratton-Warren H ware ¢ Jenkins Wholesale Division 
43.N F treet ( nA ynd Florida St 4824 Washington Blvd 
4 4 TEXA MINNEAPOLIS, MINNESOTA TAMPA, FLORID 
I I n Products, I Stoves, Inc 
bk ) South S street 209-15 South Franklir 
Ay IN. OH NASHVILLE. TENNE EE WICHITA, KANSAS 
\ i I fucts, I Jenkins Wholesale Division 
N 6 ¢ Station 400 South E poria 


inquiries Invited from Distributors in Territories Not Listed. 
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Avco Mfg. Corp. 





R. C. COSGROVE 


Two vice-presidents of Avco Mig 
Corp. have been promoted a step to 
executive vice-presidents, according to 
Victor Emanuel, president and board 
chairman 

Raymond C. Cosgrove, general man- 
ager of the Crosley Division, has been 
named executive vice-president and 
group executive for the Crosley, 
American Central and New Idea Divi- 
sions and chairman of the New Idea 
Farm Equipment Co. He is also presi- 
dent of the Crosley Distributing Corp. 
and the Carrolton Furniture Mig. Co. 
and a director of Crosley Broadcasting 
Corp. He became associated with Avco 


Coolerator Co. 





WARD SCHAFER 


| \\ Ham r, esident of the 
Coolerator Co., Duluth, Minn., has an 
nour the appointments of Ward 


as vice-president, and general 
manager and William C 


as sales manager. 


Conley, Jr., 


Mr. Schaier was associated with 
Hotpoint, Inc., for over 20 years and 
served in number of posts including 
that of divisional sales manager, gen 


eral sales manager, and ending his 


Hotpoint, Inc. 


Orrin E. Wolf has been elected vice- 
president of Hotpoint, Inc., and man- 
ager of the newly established com- 
mercial cooking equipment division. 
Mr. Wolf has been a vice-president of 
Zenith Radio Corp. and previously was 
an executive of Frigidaire in com- 
mercial refrigeration. 


JULY 1, 





CARL H. KINDL 


when that firm obtained controi ur 
the Crosley Corp. in 1945. Before 
joining Crosley in 1940 he was as 
sociated with Westinghouse. 

Carl H. Kindl, vice-president in 
charge of Manufacturing for Aveo 
since early 1946, has been named group 
executive in charge of the Lycoming 
and Spencer Heater Divisions and will 
also represent Avco in the Nashville 
Corp. and ACF-Brill Motors Co. Prior 
to joining Avco he was senior vice- 
president of the National Cash Regis- 
ter Co. and earlier was with Delco 
Division, General Motors, rising to the 
position of general manager. 





WwW. C. CONLEY, JR. 


term of service as vice-president 
Mr. Conley started in 1930 wit 
Potomac Edison Co. He joined H 
point in 1945 as national sales 
ager for kitchens, kitchen cabu 
lishwashers and disposals. 
Coolerator was purchased on Ja! 
ary 22 by the Gibson Refrigerator 


Greenville, Mich., for a sum reported 


in excess of $2,000,000. (EM, Mar 
a p 40). 


Young Radiator Co. 


The appointment of 
Schlichting as sales manager of t 


heating, cooling and air conditioning 


division of the Young Radiator C 


has been announced by John J. Hilt 


vice-president. Mr. Schlichting w 
formerly associated with Clarage F 
Co. as manager of air conditioning 


Walter G 
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Thousands will have better medical care 
.-.- because women acted! 


WE MUST CHOOSE OUR DOCTORS MORE CAREFULLY decided stirred women readers of recent 
COMPANION article “How to Pick a Doctor.” Thousands of reprints were requested and 
leading newspapers in every part of the country publicized the article! 


MORE PULL — Over 283,000 copies of 
COMPANION leaflets, pamphlets and 
patterns based on editorial features 
were bought through the mails in 1947. 
For these pieces readers paid more 
than $46,000 in cold cash! COMPANION 
readers are women of action. 


MORE VISIBILITY 1947 Lloyd Hall 
Editorial Report credits the Com- 
PANION with the greatest percentage 
of editorial material in the field. And 
Starch puts the COMPANION at the top 
in “noted” advertising visibility of 
major space units! 


MORE YOUNG PARENTS — Starch fig- 
ures for 1947 show that the COMPANION 
has the greatest percentage of families 
with younger children in the entire 
women’s service field. Women at the 
peak of their “buying” years prefer the 
COMPANION! 


WOMAN’S HOME COMPANION 


Monthly Circulation More Than 3,750,000 


THE MAGAZINE OF PERSONAL SERVICE, HOME SERVICE, PUBLIC SERVICE 
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1948 


MBER 


TWELVE 


RESULTS IN ADVERTISING— 


Products advertised in the Com- 
PANION have a big advantage — the 
NUMBER ONE editorial boost! No 
wonder dealers find it more profit- 
able to display these Electrical 
Products! 


Amana Home Freezer 

Bendix Automatic Washer 

Camfield Automatic Toaster 

Domestic Sewmachines 

Dominion Appliances 

Durabilt Irons 

Easy Washer & Ironer 

Electresteem Baby Chef 

Everhot Appliances 

Frigidaire Automatic Washer 

Frigidaire Electric Range 

Frigidaire Refrigerator 

G-E All-Electric Laundry 

G-E Clocks 

G-E Irons 

Handyhot Appliances 

Hotpoint Refrigerator 

International Harvester Freezer 

Launderall Home Laundry 

Maytag Washer & Ironers 

Nesco Chef Automatic Electric 
Range 

Norge Electric Water Heater 

Philco Refrigerator 

Regina Electrikbroom 

Silex Steam Iron 

Simplex Automatic lroner 

Sparton Radio 

Speed Queen Washers & Ironers 

Westinghouse Electric Home 
Appliances 

White Sewing Machines 
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HELP TO SELL RANGES FOR YOu! 


@ The TK Monotube—with the distinctive swivel-arm con- 
struction—is easily moved to an upright position for quick 
cleaning, even when hot. No need to let spilled foods smoke 
and burn until the unit cools. 


The Monotube is flat, not round. Presents a greater utensil- 
contact area—insures greater heating efficiency and faster 
cooking. 


Y The heating element stays flat—maintains its original efficien- 
cy for the life of the unit. Quicker and lower-cost cooking are 
assured, year after year. 


Here are outstanding, easy-to-demonstrate features that will 
quickly be seen and understood by Mrs. Range Buyer. She 
will appreciate the smart and sturdy design of the TK 
Monotube. You'll firid the Monotube easier to sell than to 
sell against. 


REPLACEMENT UNITS NOW AVAILABLE. The TK Monotube is now made for, 
and is being used in practically all types of electric ranges, old or new. Ask your 
distributor about the Monotube Pack, or write us for a copy of the new Monotube 
Replacement Catalog. 





tie TK BE MONOTUBE 4 cies clone/ 
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Cory Corp. 





H. HARTMANN 





N. H. SCHLEGEL 


Two vice-presidents have been 
elected by Cory Corp., according to 
J. W. Alsdorf, president. 

H. Hartmann was elected vice-presi- 
dent of Cory to head all activities of 
the Fresh’nd-Aire Division. He has 
been with the division since 1944 and 
only last April was named its general 
manager. 

N. H. Schlegel, who has been Cory 
advertising manager and director of 
advertising and sales promotion since 
1945, has been named vice-president in 
charge of sales and advertising. 


lronrite lroner Co. 





HAL L. BIDDLE 


The appointment of Hal L. Biddle as 
general sales manager of the Ironite 
Ironer Co., Mt. Clemens, Mich., has 
been announced by vice-president W. 
R. Dabney. Mr. Dabney has been 
holder of the title for the past 10 years 
and for the past two Mr. Biddle has 
been his assistant. 
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Round out 
Appliance fine with 


MODERN 


at 


@ Makes Life Easier all 
Around the House 


@ Makes Automatic Dish- 


washers and Washing 
Machines Work Better 


THE 








— hee Re eae 
REGENETROL MODERNEX SIGNALARM 


MODERN'S famous exclu- MODERN'S super-capacity 
sive single Dial-Control softening material—a syn 
valve Takes the guess- thetic black zeolite 
work out of regenerating 


MODERN'S exclusive timer 
Accurately times the regen 
Triple erating steps — prevents 
acting—removes hardness water waste 
Four positions controlled iron 


by mistake-proof dia lasts 


No waiting 


sediment Tough — —no clock-watching An 


added sales feature 


MODERN 


WATER EQUIPMENT COMPANY, WEST CHICAGO, ILLINOIS 


for years 
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American Beauty electric irons have for more than a half- 


century been the favorite of women demanding the utmost in 
dependability and performance in an electric flat iron. 

As American Beauty provided mothers of years gone by 
with irons of the highest quality, so today American Beauty 
offers their daughters irons of equal excellence and even 


greater value. 


The new American Beauty iron is of traditional American 
Beauty quality and in addition embodies marked improve- 
ments in performance, design and safety. 


An exclusive feature of the new American Beauty iron is 
the thermoscope—a device of decided advantage to the user. 
It registers visually in fabric graduations the operating tem- 
perature of the ironing surface. It is a reliable and accurate 
indicator and guide for the selection of the proper heat for 


the particular fabric to be ironed. 


Chosen heats are automatically maintained constant by the 
thermostat, the control lever of which provides the means of 
easy and accurate adjustment to the desired temperature. It 
is quickly responsive to slightest temperature changes. 

These advantages represent but a few of the features that 
will continue to merit for the American Beauty iron in the 


Es 
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years to come the well-earned distinction that it enjoys today. 


TABLISHED 


AMERICAN ELECTRICAL HEATER COMPANY 
DETROIT 2, MICHIGAN 
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General Electric Co. 





E. H. VOGEL 


karl O. Shreve, a former president 
1 the National Electrical Mfrs. Assn., 
current president of the U. S. Cham- 
ber of Commerce, and a recipient of 
the McGraw Award, has retired from 
his position as vice-president of the 
General Electric Co. on the president's 
taff. He served the firm for 44 years, 
joming it in 1904 as a student en 
gineer In 1926 he was named man 
ager of the Industrial Department and 
three years later became assistant vice 
president to J. G. Barry. In 1934 he 
became vice-president in charge of ap 


paratus sales 


Vogel Returns 


EK. H. Vogel, manager of the radio 
sales division of G-E from 1936 to 
1939, has returned to the company 
as a member of the staff of Dr. W. R 
G. Baker, vice-president and general 
manager of G-E’s Electronics Depart 
ment He has specialized in mer- 
chandising since 1919 when he joined 
Kohler Industries as advertising man- 
ager. In 1930 he became advertising 
and later sales manager for the RCA 
Victor Co. In 1939 he left G-E to 
become vice-president in charge of 
sales for Farnsworth Television and 
Radio Corp 


Local Manager Named 


L. W. Harvath has been appointed 
local manager of General Electric ap- 
pliance sales in Nashville, according 
to A. M. Sweeney, general sales man- 
ager of the company’s Appliance & 
Merchandise Dept. He joined G-E in 


1927 


New Personnel at G-E Consumers Institute 


L. W. HARVATH 


Other Appointments 


Miss Lura Jim Alkire has been a 
pointed acting manager of the Ger 
eral Electric Consumers Institute 
was announced recently by C. W. 17 
leen, manager of appliance sales. 5 
succeeds Miss Elizabeth Woody, 
has resigned. 

Miss Alkire joined the Consunx 
Institute as a senior home economist 
specializing in refrigerators and home 
freezers last year. She was formerly a 
home economist for the City Public 
Service Board of San Antonio, Texas 


New Supervisors 


Mrs. Natalie Barry and Miss Agnes 
Garvey have been appointed super 
visors of the General Electric Cor 
sumers Institute, heading the hom« 
laundry and the recipe development 
sections, respectively, according 
Miss Lura Jim Alkire, acting manag« 
Other Institute appointments include 
those of Miss Marjorie Boyts as 
range representative, Miss Bernice 
Candee as heating device representa 
tive, and Mrs. Alvina Delahunt as 
home laundry equipment representa 
tive 


New Plant Manager 


Edward G. Griggs, operation en 
gineer at Lamp Department Head 
quarters, has been named manager ot 
the new $2,500,000 Circleville Lamp 
Works now under construction in 
Ohio, according to M. L. Sloan, gen- 
eral manager of the Lamp Depart 
ment Mr. Griggs joined G-E 12 


years ago 
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NEW REDUCED PRICES! 
NEW HIGHER DISCOUNTS! 
NEW PROMOTIONAL SPECIALS! 
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A Great New Sales-Making Policy for 
EW REKA the Greatest Line of Cleaners Ever Built! Get 


complete facts on this amazing news from your Distributor 


0 


SUMMER SPECIAL 
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D-660-A WITH ATTACHMENTS AND CADDY 





| Action Ads and 


Dramatic Displays 
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EUREKA Division EUREKA WILLIAMS CORPORATION Bloomington, Illinois 


NEW LOW COST PROMOTION ITEMS 
Q for SPECIAL OFFERS 


Ss 
Caddy Kit $==\ worth $7.50 


Waxer-olisher 2 Fworh $7.50 


Dry Shampoo © worth $1.25 





priced so low you can offer them in amazing “extra” combinations 
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WATER HEATERS 
DISHWASHERS 
SMALL OVENS 


CHICKEN BROODERS 
STERILIZERS 


A compactly built instrument (154” x 2%” 
switch case). Power element consists of a stain- 
less steel diaphragm with capillary tube and 
bulb filled with a liquid with high co-efficient of 
expansion. Action is sensitive and powerful. No 
resilient parts are interposed between power 
elements and contacts. Therefore, positive break 
is obtained when power element expands. Stand- 
ard temperature range 150° to 550°. Can be ob- 
tained in “direct” and “reverse” action models in 
8 temperature ranges to meet appliance needs. 


ROBERTSHAW Electric THERMOSTATS are also 
available in a wide variety of mechanical snap- 
action models for commercial and light indus- 
trial uses as well as for household appliances. 
They are also available in combination with 
limiting switch, automatic over-temperature cut- 
out and manual reset. 


Write for bulletins and complete information. 


IN HOME AND INDUSTRY EVERYTHING'S UNDER CONTRO! 


CONTROLS COMPANY 
Youngwood, Pennsylvania 


Robertshaw: ot 


FULTON SYLPHON DIVISION, KNOXVILLE, TENNESSEE 
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DEEP WELL COOKERS, ETC. 


GRAYSON CONTROLS DIVISION, LYNWOOD, CALIFORNIA 
BRIDGEPORT THERMOSTAT DIVISION, BRIDGEPORT, CONNECTICUT 
AMERICAN THERMOMETER DIVISION, ST LOUIS, MISSOURI 


Bendix Radio Division, 
Bendix Aircraft Corp. 





The appointment of E. C. Bonia as 
general sales manager for radio and 
television was announced recently by 
W. P. Hilliard, general manager, 
Bendix Radio Div., Bendix Aircraft 
Corp. Mr. Bonia was formerly radio 
sales manager for Sparks-Withington. 
He started his career as an automobile 
salesman, switching to a radio and 
appliance distributorship which he 
headed before entering the manufac- 
turing field. 


Sparks-Withington Co. 





HENRY L. PIERCE 


Henry L. Pierce has been appointed 
general sales manager of the radio 
division of Sparks-Withington Co., 
according to Henry Sparks, presi- 
dent. From June, 1947, until recently 
Mr. Pierce was district manager of 
Sparton radios. For 13 years prior to 
that he was connected with Mercan- 
tile Stores Co., Inc., as merchandise 
manager of the radio and appliance 
division. 


Lonergan Mfg. Co. 


S. J. Lonergan, president of the 
Lonergan Mfg. Co., Albion, Mich., 
has announced the appointment of S. 
J. Lonergan, Jr., to be sales manager 
of the company, succeeding the late 
J. L. Stephens. S. J. Stowell con- 
tinues as assistant sales manager and 
J. M. Fitzgerald retains his position as 
advertising and sales promotion man- 
ager. 
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American Central Div., 
Avco Mfg. Corp. 





W. M. MITCHELL 


The appointment of Malcolm W,. 
Mitchell to the post of assistant ad- 
vertising and sales promotion manager 
for the American Central Division of 
Avco Mig. Corp. has been announced 
by C. Fred Hastings, general sales 
manager. Mr. Mitchell, formerly the 
advertising manager of the Huff Furni- 
ture Co., New Albany, Ind., succeeds 
Mack Johns. 


Royal Television and 
Radio Corp. 


The formation of the Royal Televi- 
sion and Radio Corp. has been an- 
nounced by Irving Kane, president of 
the new company. Mr. Kane has ap- 
pointed Jerome Bresson, former senior 
engineer with U. S. Television, as 
vice-president. Edmond Sherman, 
former senior engineer with such 
firms as G-E, Farnsworth, Hazeltine, 
and U. S. Television, has been named 
treasurer. The new company is lo- 
cated at 81 Willoughby St., Brooklyn, 
and is expected to produce 350 tele- 
vision sets a week. 


Gibson Refrigerator Co. 





GREGORY L. REES 


Gregory L. Rees has been named 
manager of range sales for Gibsor 
Refrigerator Co., J. Leonard Johnson, 
general sales manager, announced re- 
cently. Mr. Rees was with Hotpoint 
as range department manager from 
1935 to this most recent chang 
Earlier he was connected with Gen- 
eral Electric. 
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Gives You All Three! 
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a q. Exclusive! 

‘urt “LIFE-BELT”’* ELEMENT 
The wide band of gentle external 
heat that prevents destructive 
lime formation. Operating at 
“black heat,” it’s practically burn- 
out proof. The only element with 

“elev a ten-year guarantee. 

na 

en 

asa ° 

set @ Some water-heater features may seem like 

ym, i a . 

Sola 2. Exclusive! pretty good ideas to your customers. Others 

be “IONODIC’* SYSTEM really sell! They sell because they’re directly 
eitine 

name , concerned with your prospect’s pocketbook 

_ More than just a magnesium rod. : y died P 

oklyt Controlled internal tank protec- ...they save him real money. 

) tel . we 7 ee ” ’ 
tion that prevents rust, stops cor Look at the‘ Toastmaster’ Water Heater’s 
rosion, doubles tank life. . ‘ 

three action-getting advantages.(Remember, 
only you as a ‘‘Toastmaster” dealer can offer 
all of them!) See if you don’t agree that they 

J . 

j $. E lusiue! give you the shortest, sweetest sales story 
. 
you've ever had. That story backed with the 
TEN-YEAR GUARANTEE 

consumer acceptance of the “Toastmaster” 
A new element, new tank, or a name is convincing. Try it and see 
whole new heater if failure occurs S **y . 
within 5 years. After 5 years, and For full details on the profitable “Toast- 
up to 10 years, a new element, » , : 

P yom master’’* Water Heater franchise, fill in and 
new tank, or new heater on an P ; : 
elapsed-service basis. No other mail the coupon. A few desirable appoint- 
guarantee is more liberal! ments are still available. So act now. 

| McGrow Electric Co., Clark Division 
5201 W. 65th St., Chicago 38, Ill., or 1055 W. 5th St., Azusa, Calif. 

name - Please send me full details on the profitable 

Gibsor 5 q $ H At qj i ‘S ik ' ‘Toastmaster’ Water Heater franchise. 

= : Name 

iced re- Pp ‘ ' 

sr 6frot : Add 
. - 4 ress 
chang *’*TOASTMASTER,”’ *’ Life-Belt’’ and “lonodic’’ are trademarks of McGraw Electric Company, ~ 
th Ger Copr. 1948, McGraw Electric Co., Clark Division, Chicago, Ill. i City Zone State 
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NEW 


"Midget" Pilot burns for 
hours and hours ona 


cup of oil. SAVES FUEL. 


NEW 


"Multi-Heat" Burner bal - 
ances heat output to actu- 


al needs. SAVES FUEL. 


NEW 


"Fuel-Mizer'' control valve 
for quick and accurate 
adjustment of flame . . . 


SAVES FUEL. 


NEW 


AUTOMATIC CON. 
TROLS. Greater comfort 
without overheating or 
underheating. SAVES 
FUEL. 


NEW 


"“Floor-Flo" type circulat- 
ing blower puts heat where 


it's needed. SAVES FUEL. 


NEW 


heat extractor squeezes 
most heat out of every 


drop of oil. SAVES FUEL. 


PLUS 











Perfection 3155 
home Heater 





four-way heating ... natural circulation, radiant 
\ heat, directed radiant heat and forced air circulation. 


yy Complete home heater Ine 


newoiw, own P@Ffection Stove Company 


Manufacturers of 


7058-A Platt Avenue 
Cleveland 4, Ohio 


Ranges + Cook Stoves +» Home Heaters + Water Heaters + Winter Air-Conditioning Furnaces 


ATLANTA « CLEVELAND «© CHICAGO 
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JERSEY CITY e 


KANSAS CITY 


OAKLAND e¢« ST. PAUL 
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National Pressure Cooker Co. 


Sydney J. Maas has been appointed l 
director of advertising an‘ sales » 

motion for the National Press 
Cooker Co., according to L. E. Phil 
lips, president. He was formerly ac- 
count execwiive and associate of the 
Packard Advertising. Agency, Phila- 
delphia. Prior to that he was adver- 
tising manager for Continental 1|)js 
tilling Co 


Lennox Furnace Co. 





E. R. CHAMPION 


E. R. Champion, advertising 
sales prometion manage: for 
Coolerator Co. for the past two and 
one-half years, has resigned that post 
to become merchandising manager for 
the Lennox Furnace Co., Marshall- 
town, Iewa. Prior to the recent war 
Mr. Charapion was assistant to 1 
general sales manager ef Investor's 
Syndicate, Minneapolis. 


Herman Nelson Corp. 


PRC 





HOWARD A. TURNER 





Howard A. Turner is the new n 
ager ot the merchandised products 
Vvision of the Herman Nelson Co 
Moline, Ill, makers of heating 
ventilating products. He will coor 
nate the activities of all departments t 
further sales of the company’s various 
types of heaters, fans and blowers. 
one time he was southwest regional ‘West 
manager and later national commercia ub 
sales manager of the Nash-Kelvinat 
Corp. More recently he was manag 
of the garbage disposer division 
Eureka-Williams Cerp. 





JULY 1, 1948—ELECTRICAL MERCHANDISING ELE¢ 





i 


i 





ew 
prod 

nm Co 
ding 

| ceot 
‘ments t 
$ Vari 
wers 
regiotia 
mmercia 
elvina! 
manage 
vision 


IDISING 


pRoJECTION 








First Table Model with G-E Daylight Television. The same 
bright picture—the same 10-inch tube until now available only 
in a console combination costing hundreds of dollars more. 
All television channels with factory pre- $3500 


tuned circuits. A big value at 
(installation extra) 


1 SCREEN 
GIAN TELEVISION 


IT’S THIS BIG! 
3 sq. ft. 
in area 





?~ — 
= ~< 


lp /~ 
Rs ' 
a 
a es 
For fine homes, clubs, bars, 
public places. Screen 18” x 24”, 
16% bigger than a newspaper 
page. Plus FM, AM and short- 
wave radio and superb automa- 
tic phonograph. Model 901. 
(Same chassis available for built- 
in installations. Model 910). 


Sensational at'325”° 


als 
bd Ved 








You see the amazing difference instantly 


When you demonstrate G-E Daylight Television, you show 


the greatest advance in television today. Pictures brighter — 
clearer — sharper than your customers ever have seen before. 
What a stopper for windows! What a sales closer on the 
floor! Now G-E Daylight Television is yours to sell in a 
popular priced table receiver, the great new Model 810. 
For full information call your G-E radio and television 
distributor, or write: General Electric Company, Receiver 
Division, Electronics Park, Syracuse, New York. 


G-E Daylight Television 


AM-FM Radio 
Automatic Phonograph 


Complete entertainment center. 
Sensational G-E Daylight Tele- 
vision 10” tube. All U. S. televi- 
sion channels, each with factory 
pre-tuned circuit. G-E Electronic 
Reproducer. 12” G-E Alnico 5 
speaker. Model 802D. 








Model 901 


‘Western prices slightly higher. Prices 
ubject to change without notice. 


Powerful G-E Television Ads work for you! 


Every month full pages in Life with its 26,000,000 readers — frequent newspaper ads 
in every television city — popular G-E telecasts create demand for G-E television 
receivers. For dealers — here's television's brightest sales picture. 





Model 802D 


GENERAL @&@ ELECTRIC 
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Do Your Contact Arms 


Make... 
or BREAK 
.. SALES? 


/ 


When manufacturers, like 
Samson-United Corporation, 
< Rochester, N.Y., choose 
Inconel* for contact arms, 
you make sales by better 
ew in actual use. 


Cutaway view of base 
f Samson-United 
Automatic Tanden 
Toaster showing 


in the switch 





Quick heat. High wattage element. Clean circuit “make” 
or “break.” They all depend on good design, and depend- 
able metal. 


And what makes Inconel so dependable as contact arms 
in conduction type switches? Inconel fully retains its 
spring properties at elevated temperatures. Inconel 
doesn't rust. Also Inconel resists corrosion and withstands 
fatigue. 

These properties enable Samson-United Engineers to 
utilize thermostat controls that enable the Samson- 
United automatic Tandem Toaster to turn out evenly 
browned slices of toast two at a time, time after time. 

So investigate the materials used in your appliance 
thermostats. If it’s Inconel for contact arms, you are as- 
sured of dependable, long-time performance in the hands 


of users...that’s what makes continuing sales. 
THE INTERNATIONAL NICKEL COMPANY, INC. - 67 Wall Street, New York 5, N.Y 


MONEL” + “K" EMBLEM ¢ OF SERVICE 


INCONEL ° 


MONEL « “KR"'* MONEL « “R” 
NICKEL ° - x 


MONEL « “S""* MONEL 
NICKEL ° “Z"* NICKEL 


*R S Pat. of 
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Hamilton Mfg. Co. 





BETTY OLSON 


The appointment of Miss Betty Ol- 
son as home economist of the appliance 
division of the Hamilton Mfg. Co., 
Two Rivers, Wis. has been an- 
nounced by Ray G. Halvorsen, sales 
manager. Miss Olson is a former in- 
structor of home economics at Tracy 
High School, Tracy, Minn. 


Bell Television, Inc. 


Herbert Frank has been named New 
York sales manager for Bell Televi- 
sion, Inc., according to an announce- 
ment by Lee Bunting, vice-president in 
charge of sales. Mr. Frank was for- 
merly a field sales representative for 
Consolidated Television Corp. At one 
time he also handled Farnsworth tele- 
vision sales for D. W. May Corp., 
New York distributor, and was in 


sales with the Hoover Electric Co. 


Pacific Gas and Electric Co. 


Appointment of vice-presidents L. 
Harold Anderson and Norman R. 
Sutherland to newly-created positions 
as assistant general managers of 
Pacific Gas and Electric Co. was an- 
nounced by James B. Black, president. 
They will be executive assistants to 
William G. B. Euler, vice-president 
and general manager. 

Mr. Black also announced that O. R. 
Doerr, PG&E sales manager for the 
past ten years, was appointed vice- 
president in charge of sales to fill a 
post vacated by Mr. Sutherland. 

Mr. Anderson, a former president of 
the California Public Utilities Com- 
mission, has been vice-president of 
PG&E since August 1946. 

Mr. Sutherland, formerly manager 
of the company’s San Francisco divi- 
sion, was vice-president in charge of 
sales and public relations prior to the 
new appointment 

Mr. Doerr became identified with 
the utility in 1921 when he resigned 
his commission in the U. S. Navy and 
joined the sales department of the 
Great Western Power Co. in Oakland, 
a corporation which merged with 
PG&E in 1930. He currently is pres- 
ident of the San Francisco Sales 
Managers Association. He is a past 
president of the San Francisco Elec- 
tric Club. 
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York-Shipley, Inc. 


James H. Lahey will direct York- 
Heat automatic heating equipment 
sales in the midwestern territory, 
S. H. Shipley, president of York- 
Shipley, Inc., announced recently. 

Mr. Lahey started his career in the 
heating industry in 1926 and joined 
Pressed Steel Tank Co., Milwaukee, 
in 1930, as director of on-the-job train- 
ing. In 1943 he was named director of 
training for Williams Oil-O-Matic. 


District Manager 


N. S. Sanborn of Seattle has been 
appointed West Coast district man- 
ager for York-Heat, automatic resi- 
dential heating equipment, York- 
Power, industrial oil-fired burners and 
Steam-Pak generators, all products 
of York-Shipley Inc., York, Pa. 


Chicago Electric Mfg. Co. 





NORMAN 8B. ELROD 


Announcement is made by Stanley 
M. Ford, vice president and general 
sales manager, Chicago Electric Mfg. 
Co., of the appointment of Norman B. 
Elrod as southwestern representative 
for Handyhot and Sterling appliances 
and fans in Texas, Oklahoma, Kansas, 
Colorado, Nebraska and the western 
half of Missouri, with headquarters at 
Kansas City, Mo. Mr. Elrod was 
formerly with Bussman Mig. Co. and 
earlier with Emerson Electric Co. on 
the Pacific Coast. 


Canadian General Electric Co. 


The following changes in personnel 
of the Vancouver, B. C. office of the 
Canadian General Electric Co. have 
been announced. Richard Hamilton, 
formerly in the appliance department, 
has been appointed sales engineer in 
the apparatus department. Richard 
Gladden succeeds him in the appliance 
department. Fern Colvin has been 
named to cover the Fraser Valley 
territory and New Westminster for 
the company on major appliances 
Robert Williams has assumed his 
duties as advertising and publicity 
representative for the Vancouver office 
Duff Pappin has been appointed gen- 
eral assistant in the appliance division 
at Vancouver, B. C., and Harold Hume 
has joined the staff of the company as 
sales specialist on electronic equipment. 
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HAS THE ANSWER 
IN THIS BIG 15 CU. FT. FREEZER 


Field checks prove that suburban dwellers, residents of 
smaller towns and farmers are the best market for home 
freezers. They have larger than average families and enjoy 
economical access to a wide variety of fresh foods, conse- 
quently they require a large freezer to obtain the capacity, 
convenience and savings they seek. And these people now 
have definite ideas of what they need in a freezer. 

The big 15 cu. ft., plus-featured Coolerator meets the 
specialized requirements of this all important market 
exactly—and at acost per cubic foot that is surprisingly low. 

Get a Coolerator Home Freezer on your floor right now, 
and be ready to cash-in on the peak selling season. It wi!! 
mean easier sales and higher unit profits for you. 


THE COOLERATOR COMPANY 












Duluth 1, Minnesota 
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WHO BUYS HOME FREEZERS 


WHAT DO THEY WANT? 





COOLERATOR 
REFRIGERATORS 


Like the Home Freezers are 
crammed with features that 
women want in a truly fine 
refrigerator. Illustrated here is 
the new King Size DR-88 that is 
rapidly earning the reputation 
as the finest Coolerator ever 
built. The Coolerator line is the 
profit line for ’48. 


July Market Open House, 5th to 19th 
Come to 11th Floor of the Merchandise Mart—Chicago. 











NEW POSITIONS 





Kalamazoo Stove & Furnace Co. 





BETTY FROST 





JOHN SMALLING 


New home economist for Kalamazoo 
Stove & Furnace Co. is Miss Betty 
Frost, Arthur L. Blakeslee, president, 
announced recently. She was formerly 
food adviser for the J. A. Bruckner 
Restaurant Equipment Co. 

John Smalling has been named 
manager of the company’s new ex- 
perimental store in Kalamazoo. He 
was formerly with Commonwealth 
Edison Co., Chicago. He will direct 
experimentation in new methods of 
merchandising and display. 


Schick Inc. 


Kenneth C. Gifford, president ot 
Schick Inc., manufacturers of Schick 
electric shavers and shaverests, has 
announced that Bill Gumz, supervisor 
of the San Francisco territory, has 
been promoted to central district man- 
ager with headquarters in Chicago 
Tony Brinks, supervisor of the Seattle 
territory, will take over the San Fran- 
cisco territory, and Paul Breen, serv 
ice supervisor in Seattle, has been 
promoted to Mr. Brink’s post as sales 
supervisor for the Seattle area 


General Mills 


The appointment of John Peoples 
as branch representative of General 
Mills home appliances in the Kansas 
territory was recently disclosed by the 
company. Mr. Peoples, who joined 
General Mills in 1941, started with the 
firm’s grocery products division. He 
will serve under Jack Edwards, mi(- 
western manager. 
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SYNCHRONIZED 
LOUVRES 


REFLECT-DOORS 
“SPOT” HEAT 


ACCURATE 
FUEL GAUGE 


“HEART” 
OF THE NESCO 


J 
LARGE HUMIDI- 
FYING PAN 


LARGE 
TOP GRILLE 


AUTOMATIC 
DRAFT CONTROL 


ACCESSORIES 


NATIONAL ENAMELING AND 
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The new 
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Fuel Oil Heater 
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PATENTED 
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DEPENDABLE FUEL 
VALVE CONTROL 


HANDY FUEL 
CONTROL 
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Ly 


INDIVIDUAL 
CORNER LEVELERS 


ACCESSIBLE HEAT-DIFFUSING 
SERVICE DOOR FINS 


STAMPING COMPANY 
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IMPULSE BUYING 
Keeps Goods Moving 
MONEY ORDERS 
Speed Them Up... 





—— — ; 7 
AMERICA, | Important and impressive findings are 
(ane) 


disclosed by a recent nation-wide retail 


SSI 
’ oo = 
| £xpres® 


survey. They show these facts: 


= 


1. 75% of all customers entering a 
store for a particular article buy at least one additional 
item. 

2. 24.6% of all items sold are bought in that way, on 
im pulse. 

3. 66% of impulse-bought goods are those kept on 
dis play. 

These sales facts command attention, but one dis- 
closure remains to be made: How to bring in the cus- 
tomers? The answer is prompt and simple: Let your 
neighborhood know you sell AMERICAN EXPRESS 
MONEY ORDERS. 

This is the item that speeds up the others. Millions 
of people need and seek American Express Money 
Orders because of their convenience and usefulness, as 
thousands of drug stores know. Customers come in to 
buy them regularly, and 3 out of every 4 go out with 
additional purchases bought on impulse. The displays 
catch their eyes. No other sales effort is required—and 
Money Orders bring the customers in. 


* A sub-agency for American Express Money Orders 
is simple and easy to install. Now is the time to do it. 
For particulars write or phone: 


AMERICAN EXPRESS 


Money Orders 


F. A. FASSIG, Mgr. Money Order Div. 
65 Broadway 


New York 6, N. Y. 
Whitehall 4-2000 
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MORE MARKETS have been opened for Crosley sales by the Miami Distributing Co. 
of Ohio. Signing the contract which adds 24 counties in the Columbus area to the 
firm’s present Dayton territory is George E. Schumacher, president. At left is Edward 
F. Smith, vice-president and general manager, and Crosley is represented by Tom 
Mason, regional sales manager, right. 








DISTRIBUTOR NEWS 





CALIFORNIA 


The entire personnel of the J. N. 
Ceazan Co., Los Angeles, played host 
to more than 2,000 dealers at their pre- 
showing of Crosley Shelvador refrig- 
erators, television and radios. Headed 
by B. T. Roe, vice-president and gen- 
eral manager, and Mose Katzev, sec- 
retary-treasurer and sales manager 
of the Radio & Appliance Division of 
the Ceazan Co., the four-day showing 
drew a number of out-of-town dealers. 
Live demonstrations to highlight sell- 
ing points were presented by, sales 
personnel of the company 

McCormack & Co., San Francisco, 
is northern California distributor for 
Vornadofan air circulators. 

The Edward F. Hale Co., San Fran- 
cisco distributor of radios and appli- 
ances, with headquarters at the West- 
ern Merchandise Mart in San Fran- 
cisco, is discontinuing its operation in 
these lines, it was announced recently. 
During the past four years the com- 
pany has held the distributor fran- 
chise for products bearing the names 
of Presteline, Stewart-Warner Corp., 
Amana, Vornadofan, Arvin, Domin- 
ion, and Armstrong heaters. 

Leo J. Meyberg Co., San Francisco 
distributor of Bendix home appliances, 
recently gave dealers rebates on 25 
percent of their Bendix unit purchases 
from Jan. 1, 1948 to April 12 in- 
clusive, at the rate of $10 per unit 
on the Bendix standard and $12 per 
unit on the Bendix deluxe. 

J. N. Ceazan Co., San Francisco, 
has been appointed northern California 
distributor for the Waste King pul- 
verator, according to Bertram Given, 
vice-president of Given Manufactur- 
ing Co., makers of the Waste King. 


DISTRICT OF COLUMBIA 


John F. Mehr’s appointment as man- 
ager of the Motorola division of the 
Simon Distributing Corp. has been 
announced. 
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GEORGIA 


The Westinghouse Electric Supply 
Co. has opened its new building in 
Albany, says H. L. Edge, Jr., who has 
been appointed manager of the Albany 
branch. The firm will distribute in 45 
southwest Georgia counties. In at- 
tendance at the opening were a num- 
ber of Westinghouse district managers, 
as well as D. M. Salsbury, president 
of Westinghouse Supply. 


ILLINOIS 


F. H. Herndon, former manager of 
the Link-Belt Co., stoker division, an- 
nounces the formation of the Herndon 
Sales and Service Co., Chicago, an 
Illinois corporation which has been 
granted a distributor’s franchise by 
the Timken Silent Automatic division 
of the Timken-Detroit Axle Co., in 
the Chicago area for the Timken auto- 
matic coal burner. The firm will op- 
erate temporarily from the Link-Belt 
plant, 2410 W. 18th St., Chicago. 

According to Roland D. Payne, sales 
manager, the Air King Products Co., 
Inc., has added four distributors in 
Illinois. They are: Ace Hardware 
Corp., 1319 S. Michigan Ave., Chi- 
cago; Illinois Fluorescent Co., De- 
Kalb; Merkel Bros. Hardware Co., 
Quincey, and Kiefer Electric Supply 
Co., 318 S. Washington St., Peoria. 


INDIANA 


The Lewyt Corp. has appointed the 
Ridge Co., South Bend, as a new dis- 
tributor in the territory for the Lewyt 
vacuum cleaner. 


KANSAS 


Two new Kansas distributors have 
been appointed by the Air King Prod- 
ucts Co., Inc. In Wichita, Radio Sup- 
ply Co., 1125-27 E. Douglas, has a 
franchise, and in Topeka it is the John 
A. Costelow Co., 125 Kansas Ave. 
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They'll 
Look to You 
to Make 
This Dream 
Come True! 


Women like to cook, but... 
they Jove leisure! They'll love 
your forethought in making 
it easy to get that “leisure- 
cooking” L&H Automatic 
Electric Range they read about 
every month in their favorite 
magazines. It has everything 
the most advanced electric 
range can have ... plus the 
background of 73 years of 
L&H leadership in fine cook- 
ing and heating appliances. 
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A. J. LINDEMANN & HOVERSON CO., Milwaukee 7, Wisconsin 

























SAFER HEAT .. . FASTER HEAT 





MORE OF WHAT CONSUMERS WANT 
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COMPARE THIS FOR SPEED. Maximum heat 
in 15 seconds! Pyr-O-Tube’s flanged, spiral 
elements are paper-thin. No time lost or 
current wasted heating thick metal or porcelain 
cores. You get MORE HEAT for less cost. , 


COMPARE THIS FOR SAFETY. Pyr-O-Tube’s 
lifetime elements are enclosed in Pyrex tubes. 
Water or metal objects can’t reach them... 
a safety feature especially important where 
there are children. 


COMPARE THIS FOR VALUE. When you add 

beauty and durability to the exclusive features, 

it’s obvious why consumers want Pyr-O-Tube 
why Pyr-O-Tube is acclaimed America’s 

finest heater. 

Retail price fair-traded 

With fan $21.95 


east of the Rockies: 


Without fan $17.95 
plus tax 


4 PYR ©-TUBE ) 


REYe - 
SPECIALTY “eave DIVISION 


ERIE, PENNSYLVANIA 
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THIS 1S THE BUILDING recently opened as remodeled headquarters of Louis O 
Bowman, Inc., Crosley distributor in the Richmond, Va., area. The Richmond hills, 
which can be seen in a gentle slope at the left, make it possible for the front of the 
building to be on street level at the first floor, while in the rear, street level is on 
the second floor. 





DISTRIBUTOR NEWS 








LOUISIANA 


United Electric Service, Monroe, 
has expanded facilities with an air- 
conditioned training auditorium which 
seats over 100 people. A complete elec- 
tric kitchen has been installed for 
demonstrations. The auditorium will 
be used for dealer meetings, sales 
training schools, home service and 
service schools. G. F. Becker, general 
manager, says an aggressive program 
to assist dealers will be instituted. 

The Southern Radio Supply Co., 
405-07 S. Roman St., New Orleans, 
is a new distributor for the Air King 
Products Co,, Inc. 


MAINE 


Nelson & Small, Inc., 68 Union St., 
Portland have been appointed dis- 
tributors for Tracy customized kitch- 
ens in Maine and northern New 
Hampshire, according to T. E. Dela 
Court, Tracy president. 


MASSACHUSETTS 





JAMES M. TIGHE 


James M. Tighe has been appointed 
sales promotion manager of the Hub 
Cycle and Radio Co., Inc., 596 Com- 
monwealth Ave., Boston, according to 
M. Beckwith, general manager. Mr. 


Tighe was sales manager of Metro 
Distributors, and before that was di- 
rector of advertising and sales promo- 
tion with the Northeastern Co. An- 
other addition to Hub’s staff is Abe 
Panitch, who will head the stock con- 
trol department. Mr. Panitch comes 
to Hub from Emerson Radio of New 
England. The final item of news 
from Hub is that the firm has been 
appointed to distribute Tele-tone radio 
and television. 

R. S. Cron, vice-president and gen- 
eral manager of the Allied Appliance 
Co., Boston, announces that his firm 
has been apponted by the Apex Rota- 
rex Corp. as distributors in eastern 
Massachusetts and New Hampshire 
for the Apex appliance line. 


MICHIGAN 
The Offenhauer Co., 227 W. Wash- 
tenaw St., Lansing, has been added to 
the list of distributors of the lines of 
Air King Products Co., Inc. 


MISSOURI 





HAROLD E. REED 


Harold E. Reed, for the past t 
years midwestern district sales ma! 
ager of the Ray-O-Vac Co., has 
signed to form his own housewares 
manufacturers’ representative firm. His 
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Ask for Replacement Catalog RU-147 


it shows you how to: 


Fit all range openings 
A quick selection chart shows the exact CHROMALOX 
Unit and Adaptor Rings you need to fit any electric range. 


Operate with a low-cost inventory 
All replacements are made from a few stock Units plus 
low cost Adaptor Rings . . . which means you can give 
“off the truck’’ service. 


Get more turnover and profits 
Housewives prefer CHROMALOX Units so you make easy 
sales. With quick and easy installations that fit, you can 
make more service calls and more satisfied customers 
every day. 


oR TE OMA TORK 


RC-30 





EDWIN L. WIEGAND CO. + 7525 THOMAS BLVD. + PITTSBURGH 8, PA, 
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‘ . 
§ EDWIN L. WIEGAND COMPANY ‘ 
Y 7525 Thomas Boulevard, Pittsburgh 8, Pa. ‘ 
’ Please send me my free copy of the new CHROMALOX RANGE UNIT § 
. REPLACEMENT CATALOG RU- 147. é 
* Name 6 
.* 
’ ompany ‘ 
6 Street ; 
, 

6 City Zone S 
6 State ’ 
’ + 
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offices will be in Suite 318, Grand Ave. 


Bank Building, Kansas City. 
NEW JERSEY 
W. W. Cone, merchandising man- 


ager of Krich-Radisco, Inc., Newark 
distributors, has announced the ap- 
pointment of Mike Reise as advertising 
manager. Mr. Reise, formerly adver- 
tising manager of the Aeon Interna- 
tional Corp., will direct Krich-Radis- 
co’s advertising and sales promotion 
campaigns on RCA Victor, Bendix 
home laundry and Norge products. 


NEW YORK 


Weiss and Besserman Co., Inc., 
Youngstown kitchen distributors in 
metropolitan New York and northern 
New Jersey, have formally opened 
new offices and showrooms at 41 E. 
42nd St., New York City. The new 
quarters have been designed to show 
the latest developments in modern 
kitchens. 

Recently appointed sales manager of 
the new Bendix division of Bickford 
srothers Co., Buffalo, is Meyer Gold- 
man. Mr, Goldman has been in the 
appliance merchandising field for more 
than 25 years, and is a former presi- 
dent of the Radio Trades Assn. 

Davis Radio Distributing Co., 47 E. 
Third St., Mount Vernon, and Johnson 
Radio & Electronic Eqpt., 48-50 Har- 
rison St., Jamestown, are two new 
distributors for the Air King Products 
Co., Inc. 

Newly named western New York 
distributor for the Filter Queen vac- 
uum cleaner is the Electra-Gas Appli- 
ance Co., 421 Genesee St., Buffalo. 
The firm, founded in 1942 by Ted 
Weber and Mitchell Joseffer, has been 
a retail appliance outlet, but has taken 
additional floor space at its present 
location for distributing activities. 

The B. H. Spinney Co., Inc., 1115- 
1129 W. Fayette St., Syracuse, has 
received two distributor appointments 
recently. It will handle Duo-Therm 
heaters in north central New York 
state and two counties in northern 
Pennsylvania, and will distribute Deep- 
freeze products in the Syracuse-Bing- 
hamton territories. 

S. J. Kessler, vice-president in 
charge of all merchandising and ap- 
pliances for the Central Queens Elec- 
tric Supply Corp. of Jamaica and 
Riverhead, L. 1, and Brooklyn, an- 
nounces the following appointments : 
C. Fred Buecheler, formerly sales 
counselor for General Electric Appli- 
ances, New York, has been appointed 
sales manager. Douglas FE. Fox, 
formerly account executive with the 
Franklin Bruck advertising agency, 
New York, has been appointed adver- 
tising and sales promotion manager. 

3ert Cole, vice-president and gen- 
eral manager of the Crosley Distribut- 
ing Corp., officiated at an open house 
in the firm’s new display rooms and 
executive offices at 1775 Broadway, 
New York City. In addition to the 
6,000 sq. ft. of space in the new 
quarters, the firm (a wholly-owned 
subsidiary of Avco Mfg. Corp., parent 
of the Crosley Division) is retaining 
its present 7,000 sq. ft. of space at 
559 W. 35th St., for service operations. 

M. Mitchell Gruhn, president of the 
Colen-Gruhn Co., New York metro- 


agev ft, 


politan distributors, 


sories made by the Wilcox-Gay Corp 
and for the Voss washer. 

George F. Ryan, vice-president 
charge of sales, Wire Recording Cor; 


of America, announces the appoint- 
ment of Bruno-New York, Inc., as 
distributors of the Wireway portable 
magnetic wire recorder in metropoli- 


tan New York. 


NORTH CAROLINA 





E. BRUCE PEABODY 


E. Bruce Peabody has been named 
state field director of Nash-Steele- 
Martin, Inc., Raleigh, General Elec- 
tric distributors. Mr. Peabody was 
formerly manager of the Charlotte 
and Greensboro branches of the com- 
pany, and will continue to serve as 
manager of the Greensboro branch. 

His job as manager of the Charlotte 
branch has been assumed by J. C. 
Peterson, former sales manager for 
the area, 

The Twin States Distributing Co., 
1200 S. Graham St., Charlotte, has 
been appointed distributor in the Caro- 
linas for attic fans manufactured by 
the American Coolair Corp., accord- 
ing to Harold Albright, distributor 
president. 


OHIO 


Modern Distributing Co., Crosley 
distributor in Cincinnati, has appointed 
Philip W. Pugh as sales manager. 
Mr. Pugh was formerly connected 
with the Crosley factory in Cincin- 
nati. 

The Sackett Electric Co., Columbus, 
announces that Allen J. Prince has 
been named sales manager of its elec- 
trical supply division. 

F. O. Carpenter and Son, Inc. 
Columbus, has been named central 
Ohio distributor for Capehart radio 
phonographs. Mark Lintner, who for- 
merly operated his own retail store, 15 
now sales promotion manager for the 
Carpenter firm. 

Leland B. Hill, formerly field re- 
search director for the A. C, Nelson 
Co., New York, has been named 
trict representative in the refrigera- 
tion division of the Toledo Merchan- 
dise Co., Toledo, distributing firm. E 
E. Taylor, vice-president, makes the 
announcement. 


PENNSYLVANIA 


John D. Hawkins, who has been 
manager of the Detroit organization 
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announces that 
his firm has been appointed distributor 
for Recordio instruments and acces- 
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& Wl lakes two lo make a ta gam 


ee ORLEY! 


. 
poli- Dealers and their customers agree that ORLEY is the best buy. 
Dealers are happy because they eliminate “cats and dogs” . . . two ORLEY 
models meet all their needs. Customers are enthusiastic about ORLEY 
appearance, mechanical superiority and matchless performance. 
It will pay you to back this new champion in the freezer field! 


A) 





ee 
. AND IN FREEZERS IT’S 


Just these two ORLEY models are all you need for profitable freezer business! 





Crosley 


ippointed 














manager 
connected | 
Cinci "4 ’ , 
ORLEY Super Seven r ORLEY Sixteen 
‘olumbus 4 
i a Offers giant capacity—74 cubic feet—in less over-all dimen- i Streamlined space-saving suburban or farm freezer. 16 cubic 
sions than conventional 5-foot models . . . because of i feet capacity . . . only 66” long, 36” high, 28” front-to-back. 
on, 
1 central advanced design and special insulation. Completely auto- | Offers exclusive Insto-Freeze shelves for quick-freezing . .. with 
ye ; matic—no dials to get out of order. Quick-freezes AND | generous storage space. Completely automatic. Free from 
I store stores. Exclusive Insto-Freeze shelves and Hand-Eez Tray. t service worries. Dulux finish. Butterfly locking device. Out- 
r fo 
Dulux finish. Priced to meet and beat competition! t strips competition—feature for feature and dollar for dollar. 
field 
— { 
amed | 
refrig 
Merc U 
y firm 
onl ORLEY FREEZERS, | 
Y , Inc. 
a Detroit 25, Michigan 
1as 
rganization 
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More in Beauty 


In 
was str 
as Handsome Does.” By her 


stern standards, sturdy One 
Minute Washers 





stood up 
under heaviest loads, wash- 
day after washday, year al- 
ter year. Today's stream- 
lined One Minute continue 
look handsome to your 

is custom 

> is a beautiful 
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More in Dependability 


7. 

* 

> 

. 

. 

‘ . 
Proved by a billion washdays, e 
today's streamlined One Minute e 
does handsomely, too . 
There's an extra margin of rug- ° 
gedness built in that your cus- sd 
tomers cannot see yet which ° 
means much to you... and to ~ 
them over the years. One Min- ® 
ute’s gleaming white jacket e 
houses longer-life construction . 
It explains why the One Minute ° 
owns the reputation of washing > 
cleaner and lasting longer. One - 
Minute is a better built, longer- e 
lasting machine. 






















} 


means more 
or your money 


More in Performance 


Wringer 

Westing- 

One Minute’s 

uiet gear assem- 

ut five moving 

2rsize aluminum 

ttom agitator; capacity 
porcelain enamel tub... 
One Minute delivers a 
speedier, cleaner wash 
i a fuss, muss or 
cuss. Because One Minute 
is engineered, it doesn't 
take an engineer to run it. 


More in Profits for You 


You want a machine that 
looks good, is priced com- 
petitively, enjoys the good 
word of its users, and wash- 
es dependably year alter 
year. Investigate a One 
dealership today. 
Write One Minute Washer 
Co., Kellogg, Iowa. 


Minute 


ONE MINUTE WASHER CO. 


Washer Craftsmen since 1898 
pia Gelcicmmle. 7 wa aww 
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DISTRIBUTOR NEWS 








of Philco Distributors, Inc., for the 
past three years, has been appointed 
general manager of the Philadelphia 
division, it has been announced by H. 
R. Sheer, vice-president and general 
manager of Philco Distributors, Inc. 
Sol J. Schiff, who has been general 
manager of the Philadelphia branch, 
has been appointed a wholesale dis- 
tributor of Philco products to serve 
the Providence, R. I., area. His new 
firm will be known as_ Tri-State 
Wholesalers, Inc., with Mr. Schiff as 
president and general manager. 


TEXAS 


Gay White has been appointed gen- 
eral merchandising manager of Texas 
Wholesalers, 2211 Commerce, Will J. 
Schnelle, president, announced re- 
cently. Mr. White has been in the 
appliance and radio business in Dallas 
for 25 years as a manufacturers’ repre- 
sentative and distributor, and was one 
of the founders of the Radio City Dis- 
tributing Co. in Dallas. 


VIRGINIA 


Old Dominion Distributors, Inc., 
has been named a distributor for the 
United States Television Mfg. Corp. 





AND CORDAGE 





A. D. HEWITT 


2718 ELLIOTT AVENUE 


SULLY 1, 


* SEATTLE, 


in Richmond and surrounding area, 
according to Francis Hoge, Jr., vice- 
president of UST. The wholesale 
firm is located at 1335 W. Broad St., 


Richmond, and is managed by George 
M. Eckman. 


WISCONSIN 














RICHARD HINTZ 


Richard Hintz has been appointed 
assistant sales manager in charge of 
sales promotion for the Lappin Elec- 
tric Co., Milwaukee. Mr. Hintz was 
formerly district field sales manager 
for the firm in western Wisconsin. 








#220 


+9450 


LESS STAND 


FOR MODERN MEASUREMENT 
OF WIRE, CORDAGE, CABLE | 
BX AND OTHER FLEXIBLE MA. 
TERIAL UP TO ONE INCH IN 
DIAMETER. 


Adds or Subtracts. 


Lowest Priced Meter Avail- 
able. 

Approved by Licensing Avu- 
thorities. 

One Clerk Can Handle Larg- 
est Orders. 


Stops Losses Due to Errors and 
Carelessness. 

Speeds Up Service and In- 
creases Customer Confi- 

dence. 


COMPANY 


WASHINGTON 
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QUICK, EASY WAY TO SELL BY SHOWING 





The smallest “complete kitchen” 
you ever saw—that’s this Manning- 
Bowman Automatic Table Grill! So ver- 
satile, it’s the one appliance no home 
should be without. To sell it, just show 
your customer everything it can do... 





~ he m4 ~ cB ~ tans matted 
| Point out: “With this grill you can ‘3; Show the customer: “Set this dial for While ringing up the sale, say: “This 
toast two full-size sandwiches, grill temperature you want—light in the Automatic Grill is only one of Man- 
meats, fry eggs, bake waffles, and heat cover glows when current is on. The grill ning-Bowman’s quality appliances— 
soups or vegetables right at the table! comes complete with quick-change grill toasters, percolators, broilers, irons, waf- 
It’s beautifully chrome plated.” plates, frying pans, waffle grids.” fle bakers. We feature them all!” 





Manning Bowman Means Best 


Manning, Bowman & Co., Meriden, Connecticut ¢ In Canada: Manning, Bowman & Co. (Canada) Ltd., Oakville, Ont. 


THE LINE THAT'S ALWAYS IN DEMAND 
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Activity on the Appliance Front 


Answer to Inquiries More Space to Show 











A GLASS FRONT on a demonstration dishwasher is one of the best ways to FILTER QUEEN recently opened new distribution offices at 215 West Ohio St., Chi- 
answer questions about its operation, says Ralph C. Cameron, manager of the electric cago, which provide more room for demonstrations to dealers, as illustrated above by 
sink and cabinet division of Hotpoint, who recently introduced the display aid and Pete Kramer, vice-president of Health-Mor, Inc. The space will also serve as a pilot 
urged dealers to dramatize the demonstration features of the appliance. plant for testing methods of training salesmen. 

Easy to Demonstrate Maytag’s New Automatic Washer Plant 








NO SINK NEEDED for demonstration 
of garbage disposer with this Pulver-Aid 
It is being offered to dealers by Given 
Mfg. Co., makers of Waste King Pul- 
verator. Extension cord contains switch 


SPACE IN CROWDED NEWTON, lowa, home of the Maytag Washer Co., has finally been found for the company’s new 
automatic washer plant, soon to be erected. It will occupy 250,000 square feet of space, will cost over $5,000,000, and wilt be 
ready for production early next year. Big as the plant is, its output of automatic washers will supplement, not replace present 
Maytag products, says president Fred Maytag II. 










Grooming the Governor Production Booster for Hotpoint 





i. 










TO CELEBRATE the opening, in Topeka, 
Kans., of its 100th service station, Ralph 
P. Fahey, general sales manager of Rem- 

ington Rand’s shaver division, worked out COVERING ABOUT 11 acres of Milwaukee, Wis., ground, this new water heater plant was recently opened by Hotpoint, Inc., 
on Frank K. Carlson, governor of Kansas for limited production with schedules calling for acceleration until peak production is reached at the end of the year. 
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FACTORY-TO-USER 
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jor the 1948-49 Season, Emerson-Electric 
scores another first — by extending its 
seteucd eth austeaius famous 5-Year Factory-to-User Guarantee to this heater. It’s 


Lor EMERSON -ELECTRIC the heater with sales appeal. “ the one that offers your cus- 


tomers what they want: heating efficiency plus hearthside cheer! 


HEATRAY - REFLE(TORS An attractive, compact unit that combines maximum heat with 


efficient fan circulation, plus that cheery cherry red glow 


oneal .++ For Rapid, made possible by the Heatray-Reflectors. Dozens of handy uses 
" Efficient Heat Distribution mean dozens of sales opportunities for this product... backed 
__ (yo REAL by a great name and a sales-winning slogan. “IT GLOWS 

—_— “VMEARTHSIDE AS IT BLOWS” means extra fall and winter profits for you! 
hen COMFORT” Write today for Catalog and Sales Helps Folder Nos D-10. 


A specially designedfanforces THE EMERSON ELECTRIC MFG. CO, e ST. LOUIS 21, MO. 
150 cubic feet of air per min- 

ute over and between four 

individual chromium plate _.. 
HEATRAY-REFLECTORS aeed by a forceful national 
housing 17% feet of nichrome 
wire wound in coils. 


PY vst OTHER GREAT QUALITY FEATURES 


e Exterior parts remain coolto @ Whisper-quiet rubber-mount- wancel ‘ , 
touch—safe around children. ed fan-duty motor. PCE: Attention-getting, ani- Rt lp eles 
. . . } \ ; 
© Beautiful walnut wrinkle en. ® Light,compact,non-tipdesign | mated display card, attractive im- 
amel finish, with chromium trim. —coavenient certying handle. printed consumer folders, and mats 
e@ Rapid, penetrating heat dis- : 
e Tilts up and down at finger tribution—4275 BTU per hour! | of newspaper ads to help you cash in 2 


touch—directs heat over a 40 » Approved by Underwriters’ on this nation-wide promotion! 
degree arc. Laboratories. 


EMERSON £55 ELECTRIC 


MOTORS: FANS ie” —wWe— APPLIANCES 





advertising campaign to appear in 
these great magazines! 











it, Inc., 
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| mG SECC anv 
SATISFY more ramus 


with the BenHur line 


of FARM AND HOME FREEZERS! 


4-WAY SALES OPPORTUNITY 


\X 71TH FOUR Ben-Hur Models—6, | Tp ELE, 
9, 12.5, and 18 cubic foot sizes — ~— —_yI¥—— _—— 


you have four chances to fit any pros- ™ 

pect’s need exactly. You have the ideal 

Freezer for the small family, the small- | eS 
to-average, the average-to-large and the _——— fF 
extra-large family, in city, suburban or 

farm homes, In terms of frozen food a 
quantities, you have a capacity range 
from 300 to 450, 625, and 900 Ibs. of 
frozen food in the BEN-HUR Line. 









9 


2 


At) 
Qs 


Every one of these four nationally-adver- 
tised BEN-HUR Freezers is rich in sales 
features, too. Beautiful styling, table-top 
design, advanced precision engineering, 
safety hardware, mechanical perfection — 
all combine to place the BEN-HUR on 
top in feature-by-feature selling, and 
promise years of economical food freezing. 
The BEN-HUR Freezer line is a fast-sell- 
ing, high-profit prestige builder—backed 
by aggressive national advertising and a 
powerful merchandising program keyed a 
to results for you. The best dealers are = 


proving this. Only a few territories still 
= 


available. Write for details. 
DEPARTMENT EM 


BEN-HUR MFG. co., 634 East Keefe Avenve © Milwavkee 12, Wisconsin 














. «+ Compare them all... 
and you'll choose the BEN-HUR Line. 





= FARM and HOME FREEZERS == 








Housewife’s “Well Done” 





ON A MONTH-LONG tour of Blackstone’s southeastern distributors, vice-president 
John M. Wicht was rewarded for Blackstone's contribution to a lady's leisure. Pretty 
Miss Dorothy Dent, helping out at a meeting conducted by the Tri-State Supply Co. 
in Tennessee, bestows the accolade. 


Get Down to the Low-Down 





STUDENTS of Northeast Technical School, N. J., got the story on Carrier Corp’s. 
fractional horsepower condenser units at the recent Air Conditioning and Ventilating 
Exposition in New York from Daniel C. Codella, New York district service engineer 
(second from right). 


Strategy Meeting 


A 








THE SEVEN DISTRICT MANAGERS of Perfection Stove Co. met in Cleveland 
recently in response to a call by O. H. Larimer, sales manager of the range and heater 
division. They are, left to right, seated: W. M. Barber, Cleveland; D. C. Branhan, 
Oakland, Cal.; W. J. Bruce, Kansas City, Mo. Standing: L. Bushfield, Atlanta, Ga.; 
F. W. Mortenson, St. Paul; F. T. Stahl, Chicago; B. J. Greenough, Jersey City. 
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Swett s Fie 
be PUOOW | Bhat! 





Anp every number is one of your favorites. In new 
recording machines, hair-like wire of stainless steel 
“listens” to your favorite radio programs and records 
them... to play back to you as often as you wish. On 
better sets, the radio and recorder are turned ON and OFF 
automatically by a Telechron clock timing switch. 

This Pre-Selector makes certain the set owner gets a 
permanent record of any program or programs over a 
selected station during a 10-hour period. He simply 
pulls out a metal key for the desired time. As soon as 
15 minutes have elapsed, the set turns off automatically 
unless succeeding key or keys are pulled. 

As with all Telechron timers and clock switches, accu- 
racy and dependability are assured by the Telechron 
synchronous electric motor. This long-life motor is pre- 
cision-built, and lubricated by Telechron’s exclusive 
oiling system for long, trouble-free life. 

Telechron timers are built by the largest producer of 
electric timing devices for over 25 years. They are 
Underwriters Laboratories approved. There’s a model 
for every type of home recorder and appliance. Dials are 
styled to the individual manufacturer’s needs. Why not 
get full details? Just wire or write Industrial Sales 
Division, Dept. G, Telechron Inc., Ashland, Massachusetts. 


C-28 Automatic Clock Switch 


Turns radio or recording set on 
and off automatically. Each metal 
key controls 15-minute period. 
Programs may be selected in ad- 
vance up to 10 hours. 





Cfelechron 


ome So i om. 


TIMERS 
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In the Women’s Magazines 


Good Housekeeping 


Even the most modern laundry, com- 
plete with washer, dryer and ironer, 
can make use of such worksavers as 
a convenient clothes basket, a comfort- 
able chair, an iron cord holder, and 
an assortment of water-softening com- 
pounds, according to Helen W. Ken- 
dall, in her June article entitled “Laun- 
dry Time and Work Savers.” 

In July Good Housekeeping Mrs. 
Kendall and George A. Papritz advise 
their readers in the selection of a re- 
frigerator. Some features to look for, 
they say, in “Top Service From Your 
Refrigerator,” are adequate storage 
space; 2-temperature storage—frozen 
food and high humidity compartments ; 
flexible shelf arrangements with space 
for tall bottles and the holiday turkey. 

In the same issue Lee Chapman lists 
a few of the many uses a blender can 
be put to in “A Week with the 
Blender.” 

And in the July “Hope Chest” de- 
partment for brides-to-be, Helen 
Stephenson features small cooking ap- 
pliances which are basic for setting 
up housekeeping 


Ladies Home Journal 


For her twenty-first in a series of 
kitchen modernization articles Gladys 
Taber has taken a typical small-house 
kitchen plan from a housing-project 
home priced under $10,000, and shows 
how a bride can develop a livable, 
workable, well-equipped kitchen by 
adding storage space, proper storage 
accessories etc. The article is entitled 
“The Bride Equips Her Kitchen.” 

“How America Lives” section of the 
same issue carries an account of how 
the housewife of the family featured 
for the month uses her ironer and flat 
iron, in “Ironing Day is Easier 
Now 

“All This and a Freezer Too!” is 
the title of the July kitchen moderni- 
zation story by Miss Taber. The 
house described in this article was 
built in 1914. How the Journal staff 
developed new kitchen plans which in- 
clude a freezer, ironer, automatic 
washer, and radio, makes interesting 
reading for the appliance minded, 


McCall's 


The third in a series of “This is 
How I Keep House” articles by Eliza- 
beth Sweeney, in June McCall's tells 
how Mrs. Larry Powers of Chicago, 
who loves housework, manages to make 
a smooth, easy job of it with such 
electrical items as a vacuum cleaner, 
refrigerator and washer. 

Anna S. Fisher, in the same issue 
tells how a portable wall-outlet range 
oven can do duty as an oven, broiler 
and deluxe hotplate with only 110-volt 
wiring in “This Roaster-Range Has 3 
Lives.” 

Elizabeth Sweeney’s July feature 
shows how “12 Chicken Dinners” can 
be prepared. “There's a secret to these 
wonderful dishes,” she adds, “and the 
secret lies in what you cook them in— 
your broiler oven, deepwell cooker, 
roaster, pressure cooker, casserole and 
waffle maker will each turn out a 
chicken dinner fit for the gods.” 


Woman’‘s Home Companion 


“It’s a Nice Place to Work” says 
Elizabeth Beveridge of the triple-duty 
laundry described in the June Com- 
panion. It’s a room full of ideas for 
making homework easier and pleas- 
anter—a place to wash, and iron, a 
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spot where you can sew, with plenty 
of table area for cutting out patterns, 
a comfortable swivel chair; and plenty 
of closet and drawer storage space. 
Harriet Burket, interior design editor, 
planned the color scheme. 

The refrigerator and mixer join 
forces to give a vacation from heat, 
work and worry, according to Eliza- 
beth Beveridge in her July feature 
“Partners In A Cool Business”. And 
she proceeds to prove her points with 
recipes for five tasty dishes that can 
be turned out in a jiffy with the aid 
of the mixer and refrigerator. 


Better Homes & Gardens 


There are several fractional fea- 
tures in the June issue of Better 
Homes & Gardens on appliances: 
“Perfect Meringue for Pies” shows 
how an electric mixer can simplify the 
preparations of meringues. “Dyeing 
for a New Color Scheme?” features 
the conventional washer as an impor- 
tant part in any home dyeing opera- 
tions, And “How to Take Care of 
Your Waffle Baker,” is a practical 
article showing what to do the first 
time you use a waffle maker, what to 
do when the waffle sticks, and the care 
thereafter to ensure continued good 
service. 

In the July issue of Better Homes, 
“How to Iron a Shirt in 44 Minutes” 
shows the Proctor sit-down method of 
ironing as told by Jessie Prather. 

Your electric fan can do more than 
cool you off, says Sarah M. Gordon 
in her article “Turn On the Fan,” in 
another article in the same issue. 


House Beautiful 


“Things Are Getting Better All the 
Time,” is the title of Charlotte E. 
Conway’s 2-page offering in June 
House Beautiful, in which a check- 
list of improvements in appliance engi- 
neering, materials and design are 
shown. Each improvement is designed 
to make appliances more efficient in 
taking the “work” out of housework. 

Frozen herbs are easy to preserve 
and have a flavor superior to the usual 
dried ones, says Gertrude B. Foster, 
in “Fresh Herbs From the Freezer.” 


House & Garden 


“Mrs. Blandings’ Dream Kitchen,” 
in June House & Garden, pictorially 
develops a plan for any dream kitchen 
starting with the basic electrical equip- 
ment — range, refrigerator, electric 
sink, washer, ironer and dryer. 

“Household Short Cuts,” shows 
labor-saving conveniences in which 
pyrex dishes for oven and refrigerator, 
an iron and a vacuum cleaner are in- 
cluded. 

In “Don’t Simmer This Summer,” 
Don Gras discusses various new equip- 
ment items and materials that will 
help the homemaker keep cool this 
summer. Air conditioners of all types 
from the attic fan to a complete air 
conditioning unit are included. 

In the July issue of House & Gar- 
den, there are four pages devoted to 
television, showing some outstanding 
designs in cabinetry now available in 
console and table type television sets. 
The title of the article is “Time for 
Television,” by Don Graf. . 

American Home 

“Freeze...and Take It Easy” Edith 

Ramsay suggests in June American 


Home. There is a table of figures in 
this article showing the savings 





effected over a period of a year with 
a home freezer. 

“Summer with a Blender,” by Eliza- 
beth Fuller, is another appliance ele- 
ment in the same issue. Mr. Bland- 
ings’ kitchen is also described in the 
June issue of American Home. 


Household 
Elizabeth Shaffer “Looks at Coffee 


Gray bak 


SeeCTa it 


APPLIANCE DEPARTMENT 

















and Tea Makers” in June Household, 
and shows automatic coffee makers 
in glass and aluminum and a home 
type coffee grinder. 
Family Circle 
The refrigerator is featured in 
Family Circle for June in an article 
entitled “Six Ways to Make Your 
Refrigerator Work For You,” by 
Grace White. 
Parents 
The June issue of Parents’ has an 
article by Nancy K. Masterman, Cor- Vt (7, 
nell University, entitled “Freezer Facts MMe CG 
for Families with Children.” 
In Parents’ July issue, “Household 
Helpers . . .,” by Maxine Livingston 
and Helen Budd, shows some access- 
| ories that help in the preparation and 
| preservation of food, 
) What's New In Home Economics 
i Planned kitchens and laundries are 
featured in the equipment section of 
What's New for June, starting off , 
, with a symposium on kitchens and G b D 
f laundries, followed by a discussion of for ray ar ealers . i 
the benefits of a planned kitchen and a 
a planned laundry. “Pretty Is as 23 
Pretty Does” covers the use of color 
n ? ' ' 
: in the kitchen: and “Kitchen Cabinet Nope—we didn't get our ads mixed. We're taking orders | 
Construction,” shows a variety of now—from Graybar dealers throughout the nation—for a 
Se he November distribution of our 1948 Christmas Gift Broadside. ; 
Irom 1é@ Various Kitchen cabDinet manu- 
Sasteseve fe steel Gud qed calieetes Each dealer's copies will come to him already imprinted fe 
: ieee with his own name and address. 
:. recas 
m Smartly designed by a talented young lady artist, this 
“This is the Jay las D 
.- a an os cee —— modern merchandising mailer is potent in "housewife appeal." 
the May issue of Forecast. The “Fa- Tempting pictures and catchy copy feature the many popular 
d mous Test Kitchen Visited” is that traffic appliances that Graybar distributes. They're sure 
in + lindas ast ig cea to pull in those extra sales that make such merry Christmas 
. room Consumer Test Kitchens of Best music on the cash register. Quantities will be supplied 
= Foods are modern in every detail with to Graybar dealers at cost (which is next-to-nothing per 
r, or Sgr seer agyse 4 ag he ages copy, because we produce them by the million). 
food chest, refrigerators, etc. “Packing Ask your local Graybar Representative for a sample 
News for Home Freezers” by Martha and details. 
” Quinn shows all the various types Getting promotional helps that really sell, like this, 
’ of packaging equipment for proper 
lly packaging of frozen foods—aluminum is the third reason why so many dealers are glad they're 
>. foil ; pec moensanagpe — ag mo Graybar customers. Of course, the first two reasons are: 
- ars; stockinette; cellophane bags; major app 
ric folding ake can” Se: ae (1) We distribute popular lines of major appliances, traffic 4 
Manufacturers Offer in Home Freez- appliances, and radios. (2) Our national "network" of over zs 
nen ers” shows the types of freezers now 100 warehouses means there's one near-by that can deliver quickly. pes 
ich available to farm wives; and “Cut 
or, Your Ironing Time in Half” shows ‘ 
= in a series of photographs the Proctor hy 
" technique for sprinkling, folding and % 
Ty ironing by hand. 
nP- Forecast for June carries another 
will ; it-down ironing element i ets = 
. Proctor sit-down ironing element in ors 
this “Learning the Sit-Down Ironing Tech- 
_— nique,” which is a report of how Cali- 
air fornia homemaking students and teach- 
srs have been learning this technique. 
7ar- ers” ave agua learning -— technique APPLIANCE DEPARTMENT 
The part major appliances play in a 
to . . ° 
kitchen and laundry is briefly sum- 
ng . : es 2, 7 YBAR ELECTRIC COMPANY, INC. 
ling marized in “The Story of Modern om A 
p in Appliances.” 
sets. Executive Offices: 
for Farm Journal 
In the Kitchen Section of Farm Graybar Building, New York 17, N. Y. 
Journal’s June issue Lila Williamson 
gives a series of menus simple to plan 
dith with the aid of a. refrigerator. Ruth 
ican Foster tells a “before-and-after” story 
*s in in “You Wouldn’t Know It’s the Same as 
rings Kitchen.” 
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Customer goodwill in these in- 
creasingly competitive times is 
one of the prime assets of every 
business. Air Express will help 
you to build a reputation with 
customers for prompt, efficient 
service by reducing shipping time 
from days to a matter of hours. 
When speed is essential, let Air 
Express solve your problem. 


Answer this question, Homer Sneet, 
4nd youll be living on Easy Street! * 

















Emcee: ‘““How much does it cost, by Air Express 
To ship 10 pounds 1200 miles, no less?”’ 
Homer: ‘““Why didn’t you ask me that before? 
All it costs is $3.84! 


“TI use it many times each day— 
It’s the fastest possible way to make hay! 
Easy Street’s already my address, 
Thanks to Scheduled Airline Air Express. 
*“‘What’s more you get door-to-door service, too 
—And all at no extra cost to you. 
In these days of price inflation 
Air Express rates are cause for elation!” 


Specify Air Express-Worlds Fastest Shipping Service 


elLow rates—special pick-up and delivery in prin- 
cipal U. S. towns and cities at no extra cost. 





Sales Training Can Be Easy... 


\ 
Westi nghouse Vilchens 


eat 





. . . WHEN IT’S DONE BY TELEVISION says Westinghouse Supply Co. In the 
Chicago area's first dealer meeting by television, E. R. Gump, factory sales repre- 
sentative, trains his charges on the new Westinghouse refrigerator line. Meanwhile . . . 





...GALE HOUSTON, Westinghouse Supply Co. salesman, views the telecast with 
employees of United Home Furnishings, in surroundings that may or may not have 
been typical of dealer audiences. 





dealer will be compelled to reimburse 





e Moves on all flights of all Scheduled Airlines. 


eAir-rail between 22,000 off-airline offices. 


Announce Plans to Stop 
Television Price Cuts 


Efforts to control television price 


the dealer who lost the sale with the 
full profit, or else be disenfranchised. 
The distributor promised that its shop- 
pers would shop every single dealer’s 


True case history: Truck and auto parts comprise big 
portion of Air Express shipments. Keep equipment 
rolling! Typical 36-lb. shipment picked up Detroit 
late afternoon, delivered Salt Lake City noon next 
day. 1507 miles, Air Express charge $16.58. Any 
distance similarly inexpensive. Phone local Air 


Express Division, Railway Express Agency, for fast 
shipping action. 


cutting, reported as rife in the New 


store and check on price cutting activi- 


York area, assumed a new guise last ties. Second offenders will be disen- 


month when Gross Distributors, Inc., 
distributors for 
Stromberg-Carlson, unveiled the com- 
pany’s new line of television and radio tor. 
receivers and at the same time an- 


metropolitan area 


franchised, Mr. Gates warned. 
Bona-fide exchanges on television 
sales will be permitted by the distribu- 
Dealers may grant up to 50 per- 
cent of the original uninstalled pur- 









ESS 


GETS THERE FIRST 








*\ 


Rates include pick-up ond delivery door 
te door in ol! principal towns ond cities 


AIR EXPRESS, A SERVICE OF RAILWAY EXPRESS AGENCY AND THE 


SCHEDULED AIRLINES of THE u.s. 
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nounced plans to control price cutting 
before it could get started. 

Speaking to over 200 dealers who 
attended the day-long meeting at the 
Belmont Plaza, Blyss Gates, Gross 
sales manager, explained the price 
protection plan as follows: (1) the 
dealer will report the name and ad- 
dress of all prospective television cus- 
tomers who refuse to buy on a price 
basis; (2) whenever Gross installs a 
set, the name of the purchaser will be 
checked against the file of refusals; 
(3) if evidence indicates that the set 
was sold at a discount, the selling 


eeunyv t, 


chase price of the television set that the 
customer is trading in on a new one. 


Tenn. Valley Marketers 
Reduce Price of Heaters 


Tennessee Valley Marketers, Inc., 
Nashville, recently announced a re- 
duction in the price of their Top Line 
model 1300 electric room heater from 
$11.95 to $9.95. According to Russell 
Campbell, president, the new price in- 
cludes the federal excise tax and full 
discounts to jobbers and dealers. 
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ALTORFER BRO 
APE} 
AUTOMATE WASHER 
BARLOW & SEELIG 
BLAZKSTONE 
CLEMENTS MFG. CO. 
EASY 
EUREKA 
GENERAL ELECTRIC 
HAMILTON-BEACH [het ore but a few of the 


many institutions in the ap- 
pliance industry who have 


OOVER come through the years with 
ELECTRICAL 
OTPOINT MERCHANDISING. 
HURLEY 


LANDERS, FRARY & CLARK 
ONE MINUTE 
PREMIER 
SILEX 
VOSS BROS. 

WESTI HOUSE 





years ago 
Zand still today 


INSTITUTIONS 


INDUSTRY 


Way back when washing machines were nothing more than wooden tubs with 
electric motors, appliance manufacturers were using the advertising pages of 
ELECTRICAL MERCHANDISING to keep dealers sold and informed on new products, 
new sales ideas and new sales plans. Through the years their names, along with 
ELECTRICAL MERCHANDISING, have become institutions in the appliance industry. 


Editorial content was designed to supply dealers with the latest in industry news 
including tips on sales, servicing, and store arrangement. Throughout the past thirty 
years ELECTRICAL MERCHANDISING has maintained this same editorial policy . . 
of giving dealers the kind of information they needed and timing it when it helped 
the most. Proof of the effectiveness of this policy is reflected in a circulation that has 
grown to 37,500 — the largest in the appliance and radio field. Then as well as now 
those manufacturers in the appliance industry believed .. 


THOSE DEALERS WHO ARE SOLD .-- Sef 


ELECTRICAL MERCHANDISING has always been the first choice of appliance 
manufacturers to keep their dealers sold. It continues as a first choice because it 
completely and effectively covers... 


APPLIANCE AND RADIO STORES 
DEPARTMENT STORES FURNITURE STORES - 
HARDWARE STORES UTILITY MERCHANDISERS 


aud today they will use 


ELECTRICAL MERCHANDISING 


ABC 330 WEST 42nd STREET 
A McGRAW-HILL PUBLICATION 
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eminion APPLIANCES 


TRACE MAR 


Lay to See Whi 


@ Modern, attractive styling 
@ Brilliant, durable chrome finish 
®s 





Complete line of table appliances 


Design, engineering and workmanship backed by 25 
years experience making electrical appliances. 


@ Tested, trouble-free construction - approved by Board 
of Fire Underwriters 


@ PRICED RIGHT 
Constantly Improving .. . Increasingly Popular 


Available through reputable distributors across the nation 


DOMINION ELECTRIC CORPORATIONS 
ictiaaalibiiia Messed, Okie Frnak. 
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Selling Garbage Disposers 





the store, where a disposer had been 
installed in a Mullins-Youngstown 
cabinet sink, a satisfactory percentage 
of sales came from the store’s regular 
appliance and furniture traffic. 

These were enough to 
make Bob Lowitz realize that the way 
he would get volume sales of garbage 
disposers would be through live demon- 
strations of the Waste King in the 
prospect’s home. His efforts, then, 
directed toward getting a 
salesman into the middle class homes 
in his market area. 


successes 


must be 


Cold Canvassing Fails 


Lowitz hired an experienced girl 
telephone solicitor. 
telephone 


She used a reverse 
directory to cover every 
home in the area. Her sales talk— 
when people would listen to her, which 
was not often—extolled the virtues of 
automatic disposal of kitchen wastes 
and tried to make an appointment for 
1e Lowitz salesman to give a demon- 
stration in the home. The success paral- 
leled that of the first newspaper copy— 
it didn’t work. And for the 
eason, believes Lowitz. 
the other 


same 
The people at 
end of the phone didn’t ap- 
preciate the idea of a garbage disposer, 
and most of them didn’t know what the 
girl was talking about. 

Che next efforts were discouraging, 
too. Copy in newspapers plugged the 
idea of automatic waste disposal, then 
presented a coupon which could be 
mailed to get a free home demonstra- 
tion of the Waste King. The results 
were weak, but Lowitz believes that 
this type of newspaper advertising will 
be successful in the future when the 
public is more familiar with garbage 
disposers and after there are a large 
number scattered through all neighbor- 
hoods. It worked more successfully 
than his next try—the distribution of 
broadsides, with return postcards to 
request home demonstrations. 

So far, sales effort had been 
made from the store—by advertising, 
telephone, and mailing. Lowitz knew 
by now that he must get men into the 
field to work door to door. There 
wouldn’t be any question then about 
what a garbage was—the 
salesman would be carrying one. The 
housewife wouldn’t have to mail a 
postcard, tear out a coupon, or come 
down to the Lowitz store. All she had 
to do was to open the kitchen door for 
the salesman, listen and buy. 
fine—but it didn’t work. 

Lowitz feels that he went into cold 
canvassing too early. Confronting him 
were the same problems and handicaps 
that had ruined his other efforts—the 
public was not sure that it wanted to 
do anything different about garbage 
disposal, and if they did, they weren't 
sure that this contraption in the sink 
was the way to do it. And then there 
were additional barriers hindering door 
to door selling. He believes, on the 
basis of his salesmen’s efforts, that the 
disposer is too large an appliance to 
be handled successfully on cold calls 
while it is still a specialty. The size, 
and unfamiliar appearance of the dis- 
poser, confronting women at the door, 


every 


disposer 


Sounds 
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tended to frighten them immediate]; 
and bring a quick “no” before thx 
salesman had a chance to talk. Th: 
price, too, startled women who wer 
not sure that they wanted a dispose: 
at any price. Lowitz felt, too, that th: 
garbage disposer, which could be sold 
on its convenience, as well as sanitary) 
features, lost its dignity in cold can 
vassing—it was regarded too ire 
quently as a gadget. 

From this series of failures and near 
failures, Bob Lowitz worked out hi 
present methods of selling disposers 
and has developed additional ways to 
sell them in the future. Analysis oi 
these many selling attempts had prove: 
that live demonstration, preferably 
the prospect’s home, was the most 
effective selling method. It proved, 
too, that his efforts had proven unsuc- 
cessful because he had not been able to 
get into enough homes to give demon 
strations. And he felt that he hadn't 
been able to get into these homes be 
cause the prospects didn’t have enough 
confidence in the idea of automatic 
garbage disposing to want a demon- 
stration, or didn’t have enough respect 
and confidence in the Lowitz firm to 
take a demonstration whether or not 
they wanted it. 

As a result of this analysis, Bob 
Lowitz decided to change his sales 
tactics completely. He started to direct 
his selling efforts toward the long | 
of home-owners who had been appli- 
ance, furniture or floor covering cus- 
tomers of the Lowitz concern—the 
people who would agree to a demon- 
stration of the disposer in their homes 
out of courtesy to a concern with whom 
they had satisfactory dealings in th 
past. Then, he planned, he would start 
selling efforts toward the large group 
of friends, neighbors and relatives of 
these first ones to buy a disposer—the 
people who would have seen the dis- 
poser at work in one person’s house 
and therefore would already under- 
stand the idea and be partially or 
wholly sold on the value of the app! 
ance. 


At Long Last—Sales 


Lowitz started with a general mail- 
ing to the store’s list of customers. It 
was a friendly, non-selling letter which 
thanked them for the past business and 
wanted to bring them up-to-date on the 
full list of appliances, etc., which th 
expanding Lowitz concern now han- 
died. Included was a broadside which 
described the Waste King dispose 
Not long after, a telephone call to tl 
old customer checked on the satisfac- 
tory operation of appliances recent!) 
sold, or on the condition of furnitur: 
recently delivered, and then set 
solidly to get an appointment for 
home demonstration of the garbag 
disposer. The result was a satisfac- 
tory number of appointments for hor 
demonstrations, a profitable percentage 
of sales. 


As soon as some sales had bee 
made and the disposers installed, L: 
witz put into operation the second part ! 


of his merchandising plan. Withow 
(Continued on page 178) 
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a rf : 
@ Over nine years ago, Hamilton iginated) 
the aufometic clothes dryer. Until then 
housewives stretched their ‘Glothéslines beneath ) 
uncertain skies, lugged heayy’t Coen 
loaded with dripping=dlothes, hung — 
‘em up and took 'em downégain. 
7 
Today, the modern/housewife dries her wash 
easily, safely, efficiently, the Hamilton 
way, with never a thought for the weather. 
She flips a switch and, in minutes, the job is 


done, summeéf or winter, rain or shine. 


That's the story to tell, to SELL. 

Hamilton offers you an eager, new market, 
anxious to know and to buy. 

Check the many benefits to you that 

the Hamilton Franchise offers. Then, write 


or wire for more details. 


See it at CHICAGO SUMMER MARKET 
Spaces 1788-89 FURNITURE MART 


In Canada the Hamilton Dryer is known as the Coffield- 
Hamilton Automatic Clothes Dryer, and is distributed 
by the Coffield Washer Company, Hamilton, Ontario. 








A amiltonr wWaAnveacturine COMPANY 


TWO RIVERS, WISCONSIN 
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Glothes Drying 











wias® 














ELECTRIC MODELS: 
220 to 240 volts AC, for drying as 
fast as you wash. 110 to 120 volts 
AC, for drying as fast as you iron. 


GAS MODEL: 


For manufactured, natural, mixed, 
or bottled gas. Requires 20,000 
BTU input. 
















































World's Largest Manufacturer of Equipment for the Professions 






















mone 
Y selling Hamilton Dryers 
& 
Te) TRADE-IN HEADACHEs 
. 
CONSUMER ACCEPTANCE 


* 
HIGH PROFIT MARGIN 


e 
LOW SERVICE Cosy 


* 

Low OPERATING COST 
» 

EASY To DEMONSTRATE 


\ ae 3 
XCLUSIVE SALES FEATURES 
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NOT JUST ONE 


eur ALL appuances, 
RADIOS & TELEVISION 


Why limit your profits? 







ROBCO COLLECTOMETER FITS 
EVERY TIME-PAYMENT SALE 







= The customer pays as she uses — a proven method of 
selling on time 

® Regulated coin control by nickle, dime, quarter or half 
dollar 
Timing adjustable to any cycle — up to 2 hours 

® No installation problem — no panels to remove — in- 
stantly attached to wall or unit 

= Can be re-used — use Collectometer on sale after sale 








































For complete information and prices write NOW to: 


WM. J. DOHERTY, INC. 


National Distrs. for Robco Products 


1728 GRAND CENTRAL TERMINAL 
NEW YORK 17, N. Y. 


gress 





Ready for 


Next year’s fan—just in time for this year’s 


immediate 
delivery 


hot spell! And at a popular pre-war price! 


See the International—compore it point by point with 
any fon you have ever sold at any price. No other fan 
gives you all these selling features: 





@ QUIET... The motor floats on springs. 

@ 3 SPEED A speed for every cooling need. 

@ FITS ANY WINDOW Special Viny! plastic shroud 
permits expansion of width from 19 to 34”. 
Height 20 

@ PORTABLE Shroud is detachable. Fan can be used 


in windows, on floors, tables, etc 


POPULAR PRICE 


snscious customers! 


A welcome treat for your value 


and quality-c 


One model—No. 316—one size (16 blade)—in beautiful 


boked ivory enamel finish. 











ORDER NOW from your wholesaler for quick delivery —and be ready for busy days ahead. 


Inte_nationat OIL BURNER CO. 


SPRING & PARK AVES. e ST. LOUIS 10, MO. 
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stopping the effort on old customers, 
but as a supplement, he started work- 
ing on the friends and neighbors of 
the new disposer customers. He made 
possible effort to get the new 


ry 
every 


owner to show the operation of the 
Waste King to everyone who came to 
/ (not hard to do 


woman has an 


ier house when a 


expensive appliance 


vhich almost no other friend has). 
Then he tried to get these new dis- 
poser owners to give him the names 


of every woman who had seen the dis- 
poser in this home. This was harder 
to do, but not as difficult when Lowitz 
put into operation some of the selling 
technique common before the war but 
lorgotten recently. He 

worthwhile to the new dis- 
poser women 
demonstrations and to give Lowitz or 
lesmen the lead. If the lead turns 

woman giving him the 
name of is compensated. 
One her Waste 
King on FHA Title I terms, plans to 
make no payments—Lowitz makes one 
of her monthly payments for every dis- 


practically 
makes it 
owner to give other 
ee is 
into a sale, the 
that 
woman, 


person 


who bought 


poser sale which results from the leads 


he supplies. 
Develop Wet Demonstrator 


\lthough he was quite satisfied with 
the results of home demonstrations, 
that bad 


feature that was losing some potential 


Lowitz felt there was one 
This was the dry aspect of the 


portable Waste King. 


broken glass and preces ot wood was a 


sales 
Grinding up 
satisfactory way of showing the dis- 
poser’s chewing ability, but there were 
bound to be some women who would 
feel that the disposer was a wonderful 
idea for glass and wood, but what they 
wanted to get rid of was garbage. 

- from the efforts 
Steve Ketchum, a 
He turned his 
Waste King demonstrator from a dry 


The solution cam 
ind ingenuity of 
salesman for Lowitz 
to wet portable job by altering a 5-gal- 
lon oil can so that it will fit under the 
legs of the disposer stand and receive 
the water and ground garbage through 
a flexible piece of auto radiator hose. 
Now, in front of the prospect's sink, 
Ketchum stands the portable disposer, 
small hose to the water 
faucet, plugs in the disposer to the 
nearest outlet, and asks the prospect 
kitchen There’s no 
question then of exactly how a dis- 
poser works, just what it will do for 
the housewife, and how convenient and 
sanitary it will be to have in her 
kitchen. All Lowitz’ salesmen will be 
equipped with a similar wet demon- 
strator. 


connects a 


for some waste. 


Increases Store Demonstration 


With his field selling of disposers 
now working successfully and profit- 
ably, Lowitz has started to increase 
the effectiveness of the already suc- 
cessful store selling of disposers. Avail- 
ability of kitchen equipment has en- 
abled him to enlarge and improve the 
model kitchen area where he demon- 
strates the disposer. More prominent 
use of the Waste King floor display, 
and more frequent use of the disposer 
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in window displays, both alon 
tied in with the cabinet sink, are 
used to help create disposer pro 
out OL every person who ente1 
store. 

As far as possible, every pers 
enters the Lowitz 


demonstration of the 


store rece! 
dispos« 
broken cheese glass for every un 
floor traffic is apparently the 
motto of Bob Lowitz. 


Keeping Tabs on Prospects 


With the present day selling oj 
garbage disposers at long last o1 
profitable and increasing level, Lowitz 
already is preparing for the future 
more He has not lost sight of 
that large mass market of middle-class 
homes that he tried to get in his f{ 
and abortive selling attempts. W 
he builds a 


sales. 


strong disposer se] 
organization on the close-at-hand p: 
spects, he is preparing the way 
selling. He gone back 
newspaper advertising, on a cooper 
tive not this time to produc: 
immediate prospects for home demo 


mass has 


basis, 


strations, but to do his part in helping 


to build public acceptance of the idea 


( 


f automatic garbage disposing and to 
familiarize his part of the Los Angeles 
market with the undersink apparatus 
as the modern way of eliminating the 
filth, inconvenience and disease associ- 
ated with garbage. When he feels that 
enough of the public is prepared, he 
will re-instate his earlier selling met 

ods—he will use the girl on telephone 
soliciting, he'll have a 
door-to-door on cold canvass, 


crew working 
and | 


will use newspapers, broadsides, et 
Paging Chic Sale 

Bob 

can is the same vintage as 

“Chic Sale”—that the installation of a 

modern undersink garbage disposer is 


feels that the old gar- 


the 


Lowitz 


bage 


a step forward paralleling the installa 
Now that | 
trial and error days seem over, he’s 


tion of the inside toilet. 


going to see that the people of Los 
\ngeles make this step forward in a 
hurry. End 








JELECTRIC Stoves 


RuSS PRIESTLEY 


“AND THIS LITTLE GADGET HERE TELLS THE 
TIME. THE LITTLE HAND GIVES THE # UR 


AND THE BIG HAND GIVES THE MINI 
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NOW...APEX 
ISH-A-MATIC 


oi completely automatic electric dishwasher 


prod The Dishwasher Rated “Best Buy” by a National Consumer Organization now has Full 
helping Support of Apex Resources. Complete Sales, Merchandising and Advertising Programs are 
"and Underway to make Apex DISH* A+ MATIC a Sales Leader in Profitable Dishwasher Field. 




















“ests hy ELECTRICAL TESTING LABORATORIES, 
New York, have proved that the Apex DISH*A* MATIC 
washes dishes cleaner. The reason? The DISH*A*MATIC 
boosts tap water to 170°- 180° — far hotter water than 


is used in any other dishwasher. 


This outstanding appliance—fully automatic—is already 
doing its own promotion job in thousands of kitchens 
all over the country. And, Apex advertising will spread 
the word to consumers in your market—every market. 


Yes, Apex is on the move. In dishwashers, too, Apex is 


4 THE LINE TO SEE, 
aa THE NAME TO WATCH! 
IN CHICAGO— SEE IT AT © e x 








F Gemeunet by ” 
Good Housekeeping 






1472 MERCHANDISE MART 





THE APEX ELECTRICAL MANUFACTURING COMPANY, CLEVELAND 10, OHIO 
LAKE STATE PRODUCTS, INC., Jackson, Mich., Wholly-Owned Subsidiary 


RE TELLS THE 
5S THE HOUR 
HE MINI 
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The CLIMAX 


B-22 





MN 
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si 


A LARGER, MORE POWERFUL 
Window-Type HOME COOLER 


* Here's a mighty, window-type 


unit, designed and engineered to 


1 1 > 


cool—not 1 or 2 rooms—but an 


1 


entire apartment, or small home, 


upstairs, or down. Homemakers 
like the CLIMAX B-22 because it's 
so simple to install. Fits "most any 
window. Requires no extra wiring, 


for it plugs into ordinary 110-volt, 


The CLIMAX D-16 and CLIMAX 
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CLIMAX 


D-16 


@ The Climax “D-16” 
American's most popular Room 


Cooler turns your sum- 


mer-time slump into profit 
time. It meets your customer 
demand for a Room Cooler 


that’s easy to install, simple to 
Operate, attractive to the eye. 
That’s the “D-16” 


simple, powerful, direct drive 


. «+ 3-speed, 


The Larger B-22 Home Cooler and 
Evaporative Coolers also made by 


CLIMAX MACHINERY CO 
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IMAX MACHINERY COMPANY 





The ROOM COOLER Everybody 


60-cycle, A.C. outlet. Economical 
to operate. Available, one-speed 
or two-speed. Free air delivery, 
1,500 CFM (high) and 2,600 
(low). You're selling more com- 
fort...more convenience... more 
for the money when you sell the 
B-22. Write 


name of your nearest jobber. 


CLIMAX us for the 


Evaporative Coolers also made by 


POLIS 
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Wants 


moves 1800 cubic feet of 
air per minute at high speed— 
down to a 700 cubic feet “whis- 
per” at low speed, Adjustable 
to fit ’most all windows. Baked 
ivory enamel with chromium 
trim. 
the 
name of your near- 
est jobber. 


Write us for 
Plug in any 
110 voit 
60-cycle 
circuit 


MPANY INDIANAPOLIS 





TELEVISION 


INTRODUCING: 
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“AND WE GUARANTEE RECEPTION AS CLEAR AS THIS WHEN THERE’S A STATION ON 
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Coin Meters Move Automatic Washers 





March he bought nine more washers, 
ndicating that he not only moved his 
original stock but 
machines as well. A 
who on 
March 4 was out of them in the first 


three days and re-ordered 100 more. 


was selling 
southern distribu- 


receiv ed 3 


more 


) Kimeters 


1 
t 


Two-Bit Equalizer 


One of the chief boons of the Kime- 
ter, says Sam Boyd, is that it has put 
his department store operation on an 
equal attraction basis with smaller and 
less rigidly controlled firms. 

“Before we got Kimeter,”’ he says, 
“people who found that we wouldn't 
give $60 for an old washer or wouldn’t 
sell at an outright discount just 
wouldn’t buy from us. So that’s why 
I was actively interested in the meter— 
more interested in it as an idea than as 
a product. It has helped us beat price 
competition with a merchandising idea. 
It has uncovered a new group of pros- 
pects that probably didn’t exist in the 
ordinary for automatic 
Moreover, the appeal of the 


sense any 
, 

washer. 
meter is lasting. I was very surprised 
it the response to our Rent-A-Plan ad- 
vertising. Ordinarily in New England 
interest by an 


aroused ad dies 


quickly—in one or two days. 


very 
But we 
were still getting inquiries three weeks 
after we ran our first ad.” 

Boyd’s approach to the prospective 
Rent-A-Plan customer is a carefully 
calculated attempt to induce the cus- 
tomer to buy in preference to renting. 
lo that end the renting procedure has 
been deliberately complicated. 

After first selling the desirability of 
an automatic, the salesman trots out a 
“Rental Application” form. The first 
line states that the $20 installation and 
delivery fee must accompany the appli- 
cation. After the usual queries about 
address, employer, etc., the 
questionnaire has space for information 
about who else can be gotten to use the 
the part of the house in 
which the machine will be installed, and 
when any necessary plumbing and elec- 
trical connections installed. 


name, 


machine, 


can be 


SULLY 1, 


CONTINUED FROM PAGE 47 





From here the applicant is asked to 
guarantee a minimum monthly intal 

for the machine, usually about $7. The 
customer is asked if she wishes to rent 
machine for either three or five 
Of course, the average customer 
At this point the re 


the 
years. 
says three years. 
selling begins. 

“Let’s see,” says the salesman, “$ 
. . that would be 
about $312. And then, of course, there’s 
the $20 installation fee, a total of $322.” 

Most customers rise to that 
“$322! The machine sells for $299.95, 
doesn’t it? Why, that’s more than the 
machine costs! Hm.” 

“Sure, that’s right,” comes the sales- 
man’s answer. “But if you want to buy 
it within 90 days after you rent it you 
can apply the $20 installation fee and 
the money you've paid to wash to the 


) 
aH a 


week for three years . 


one. 


purchase price.’ 

If the doesn’t buy t 
washer outright at this point, and 40 
percent of Boyd’s do, the salesman 
goes ahead with the rental plan 
doesn’t mean that the sale is lost. Boyd 
himself says, “We know that 950 times 
out of 1,000 the rental will turn into a 
sale.” 

There is another angle, too, to th 
rental. In the very unlikely event that 
a customer should be so shortsighted a: 
to keep the machine on a rental basis 
beyond the 90-day trial period, the 
dealer has little to lose. A macl 
only has to make $9.40 a month for 18 
months for him to cover both his int 
est and principal on the machine, w! 
costs him $229.95. All intake after that 
is pure gravy. Moreover, the brie! 
experience that both Boyd and other 
dealers have had with the rental sy 
shows that the intake usually exceeds 
$10 a month. Relatives and neighbors 
are encouraged to use the mac 
especially since the lessee is oblis 
to a minimum monthly intake. 

Nor is there any barrier to outright 
sale of a machine and meter to a tene- 
ment, apartment house, or other g 
dwelling owner. On this deal th: 

(Continued on page 182) 
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These 


smart new 








automatic radio-phonographs 





7G11—AM Automatic Radio-Phonograph. 7G14—AM Automatic Radio-Phonograph. 9B14—FM-AM Automatic Radio-Phono- 
Traditional walnut cabinet, $169.95. With Modern walnut cabinet, $169.95. graph. Modern walnut cabinet, $299.95. 
FM, $199.95. 


_.. because of MRaa a Adil Mol Lake i Vir 





No need to worry about these smart new Admiral radio-phonographs 
becoming obsolete because of television. They're styled to match 
perfectly Admiral’s famous Magic Mirror television consoles. 

Here’s the perfect answer for the customer who wants to wait for 
television. He can enjoy an Admiral automatic radio-phonograph 
with Miracle tone arm and famous static-free “ratio-detector” FM 
right now. Later, when television comes to town, he can add an 
Admiral in beautiful matching console. 


In television markets, it’s the perfect answer for the customer with 





30A12—Magic Mirror 
Television console with 
the clearest picture of 















aera | LOO .9:6,6,4; . them all. 29 tubes plus 
BS RY wong i: 10” picture tube. Tradi- 
a Peretacts wtetererte RY tional walnut cabinet, 
esectete etotele! xs $299.95. 
kod 
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a limited budget. Either unit, the radio-phonograph or television 
console, can be purchased first and the other added later. 


Based upon actual production figures, 9 out of every 10 American 

homes have a radio-phonograph console that is eight years old or older 

or have none at all. There is plenty of combination business to 

be had . . . especially when you can answer the “what-about-tele- 
vision” question. With an Admiral it’s television optional! 


Small additional charge for mahogany and blond cabinets. Prices 
slightly higher in far South ... subject to change without notice. 


30A14—Magic Mirror 
Television console. 29 
tubes plus 10” viewing 
tube with the clearest pic- 
ture of them all. Modern 
walnut cabinet, $299.95. 



























































































WITH the Easload Appliance 
truck, Lind Plumbing & Heating 
Co., Cumberland, Ky., now use 
but 2 men in place of 5 to trans- 
fer 120 gallon electric water 
heaters. They also save 25% in 
time. “The Easload Appliance 
Truck,” they write, “cuts our 
moving costs 60%.” 














Easload is perfectly 
balanced to carry the 
load on heavy rubber 
tire wheels. It pro- 
tects the load from 
damage. It’s built to 
go up and downsteps, 
in and out of delivery 
trucks 

Learn more about this 
modern appliance 
truck. See how ut can 
save you labor and 
time Write today 
for free literature 





Track with load slides into delivery truck 


COLSON 


$17 WILLOW STREET LOS 


KQUIPMENT & 
SUPPLY CO. 


ANGELES 13, CALIFORNIA 


SUPPLIED AGAIN 


and 








Again on the market and more 
than ever in demand is the 
Gilbert VITALATOR. This magic 
machine offers all the eagerly 
sought advantages of Swedish 
rotary massage and it offers 
them right in the home with the 
user a quickly skilled operator. 


Widely publicized and national- 
ly advertised, thousands of men 
and women in your neighbor- 
hood are seeking the soothing 
relaxation, the effective muscle 
toning, the invigorating glow that 


comes with Swedish massage. 


Be Prepared 





Order Vitalators Today! 







VITALATOR 


The A. C. GILBERT COMPANY, NEW HAVEN, CONN. 
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Coin Meters Move 
Automatic Washers 


CONTINUED FROM PAGE 180 








tailer makes a sweet $120 profit on the 
ombined price for washer and meter 


of $349.50. 
Over and Over Again 


Che home rental plan is, however, 
the meat and heart of the promotion. 
Some 1,800 Kimeters had been shipped 
it this writing to places as far apart 
is Los Angeles, Nashville, New Haven, 
Seattle, Balti- 


ore and Washington and by far the 


Indianapolis, 


Boston, 
greatest majority were—and are still 

being used to promote home sales. 
rhat’s one of the beauties of the gadget, 
It can be used over and over 
is only 


iain to sell machines. It 


limited by the nature of the dealer's 
prospect as a credit risk. To that end 
limited by 


the promotion has been 


Bovd to families who own their homes 
and have three or more children or one 
infant. Their $20 installation fee, plus 
the quarters that soon roll into the 

build up a= sizable 


quickly I 
attention 1s 


meter, 
equity. The renter’s 
strongly drawn to this equity at col- 
lection time each month. She is issued 
a “Qualified Negotiable 
little slip of paper which Walker calls 


Receipt,” a 


the “conversion clincher.” 

The receipt says, in part, “We have 
this day collected $........ from your 
Kimeter equipped Launderall. Should 
you desire to purchase this machine 
outright within 90 days from original 
installation, we will apply your $20 in- 
stallation cost plus all moneys collected 
to date towards a down payment. An 
unpaid balance of $240 can be financed 
by 24 monthly payments of $11.70 each 
month for complete ownership of this 
machine by you.” 

Chis is the final gimmick of the pro- 
As the prospect sees the money 
building up and realizes that it will all 
be money down the drain unless she 


motion, 


buys the washer she becomes more and 
more amenable to persuasion. 


Good Old Idea 


\s Sam Boyd has said, the idea of 
the meter 1s more important than the 
meter itseli—at least to the 
Walker is himself interested more than 
meter. And quite 
since he designed it and 
\t present he is turning them 
12,000 yearly 
increase this production as 
warrants. So far the meter 
confined to Launderall, but there is no 
physical block to its application to other 


1 
} 


dealer. 


somewhat in the 
naturally, 
makes it. 
out at a rate, plans to 
demand 


has been 


He even has it installed on a 
water cooler, is dreaming about thou- 
sands of water coolers in small offices, 


each returning 2 


machines. 


5 cents for every eight 
hours of cold water. There might even 
be a market for it on television sets. 

here is nothing new about the coin 
It was used at 
least as far back as 1929 on washers, 
sold thousands of refrigerators in the 
But now that the 
iutomatic washer is fast catching up 
with demand and sales are becomingly 


eter as a sales tool, 


arly and middle 30's 


increasingly difficult, the meter is once 
ivain coming into its own as a sales 
tool. 





eviv 4%, 
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THE 


PREMIER 
P-20 


ELECTRIC 


WATER 
HEATER ~. 









SALES GUARANTEE 


Order a sample...if nor 
completely satisfied 
with quality and sales 
value, send it back! 
Money refunded ! 


@ High Profit 

@ Popular Selling Price 

@ Hot Water by the Pailful 

@ Underwriters’ Laboratories Approved 


A revolutionary, new immersion-type 
water heater! Not a gadget... finest 
— unit. Top housing cadmium 
plated and painted red. Heating unit 
solid — with hermetically sealed 
brass tube. Automatic contact switch 
operates only when pail is hung on 
switch arm. Retails at $17.95. Full 
dealer discount allowed. Order from 
your distributor or direct from this ad. 
Dept. EM-7 


THE NATIONAL IDEAL CO. 


TOLEDO 4, OHIO 














"tele@heet” 


>» * 
Electric Sw 
ONLY “tele-heet” HAS 
PILOT LIGHTS 





MODEL R-46 6 HEAT 


$11 00 RETAIL PRICE 
PLUS .55 EX. TAX 


Sty led "g h ‘ I (ae rig h t 





MODEL R-3 6 HEAT 


$600 RETAIL PRICE 
PLUS .30 EX. TAX 
FOR TRADE DISCOUNTS - 


SEE YOUR JOBBER OR WRITE DIRECT 
FOR FOLDER 14-S 
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In July, 
Frigidaire 
advertising 
appears in The 
American Weekly 
issue of July 18th. 
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Other Home Furnishing 
and Appliance Merchandise 
Advertised in the Current 
Issues of The American Weekly 


Anco Clear-Flex * Bigelow Sanford 
Carpets * Coleman Gas & Oil Fur- 
naces * Cory Coffee Brewer* Frigid- 
aires * General Electric Irons * 
Holmes & Edwards Silverplate * 
Johnson’s Wax * Kemtone * Larvex 
* Motorola Radios * National Pres- 
sure Cookers * Plastrays * Ronson 
Lighter Accessories * Sani-Wax * 
Simmons Beautyrest Mattresses ° 
Simoniz * Welsh’s “Boodle Buggy” 
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Try this—make a list of your best- 
sellers ... look through the current 
issues of the big national magazines 
for the advertisements that feature 
these items (you'll find most of the 
best-selling lines advertised ) — then 
set up a schedule to display each 

item with the ad. Watch your sales 
step up when you do this, because 
more of your customers know the 
merchandise advertised in the big 

national magazines regularly. The 
American Weekly is the biggest na- 

tional magazine —it is read by retail 
store customers in over 9% million 

families. Send a postcard to Promo- 
tion Dept., 63 Vesey Street, New J 

York 7, N. Y., and we'll tell youhow / / / 
many families in your town read The 
American Weekly every week. 






























More Millions Read 
The American Weekly 
Than Any Other Magazine 


The American Weekly reaches more retail 
customers from coast to coast than any other 
national magazine. 


The American Weekly reaches 20% or more 







of the families in more cities and towns than 
any other national magazine. 
Read The American Weekly yourself. Look 


for the advertisements of America’s fastest 





selling brands. 





THE MAGAZINE DISTRIBUTED FROM COAST TO A Hearst Publication 
COAST WITH 20 GREAT SUNDAY NEWSPAPERS 63 VESEY STREET, NEW YORK 7, N. Y. 
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“WELL, HERE IT IS WASHDAY AGAIN. WHAT'LL 














































Time TESTED | ' in, [ ‘an get a fairly good picture when we 
Since 1876 Ges . . make the temporary installation,” said 


+ s ? . SF : + Smith. “If the portable antenna can’t 
AsnEe® ” SCE be located properly, for instance, you’re 





‘ oca properly, tor instance, \ 
ge ‘ ? ust throwing a stone in your path. I 
every dealer should be very 


Voss BROS MFG onscientious about this, because all of 

© © co. is will profit in the end. Every satis- 

fied customer is a walking, talking pro- 

Daven deal t, lowa ter of television, and sales volume 

throughout the entire country hinges 
strongly on this factor.” 


ere are the essential steps in this 











m's home demonstration plan: 
L sing a criss-cross streets directory 






HOW TO CUT DELIVERY COSTS 


<u) "LIFT-GATES' 


ae (A PROVED PRODUCT 


secured from the telephone company, 
les territories are plotted in sections 
Cleveland known to contain the 
better class of resice ences. In other 
words, at present the best prospects are 
those with middle-bracket, or higher, 
incomes. Promotion is concentrated on 








them. 
Proceed Cautiously 


\ home-owner or housewife is called 
on the telephone. \iter introductory 
remarks, the home demonstration idea 
is broached. Here Smith or Rovtar 
make it clear that no obligation is as- 
sumed by the family granting the dem- 
onstration. It is emphasized that the 


Give Your Customers the receiver may be used for several days 

4 and nights, primarily to afford users 

NEW ° the opportunity of getting “acquainted” 
= ¢ 

with receiver operation, to see a large 


variety of televised programs, and to 


DELIVERY SERVICE iscertain cubeveenanaen values for 


every member of the family through 











@ Your trucks or trailers can now be loaded 




















































and unloaded much quicker with Anthony ' by-day home usage 
‘LIFT GATES”, the very latest in modern “Vo n’t he his.” said Smit] 

- 1ou cant peat tis, aid smith. 
cargo handling equipment. This means faster - : : ; cane 
pickup, faster delivery—no unnecessary (heres the set in the home. The 

= delays. ; | ‘ . fart <- ] ria 
on ® Your drivers can handle heavy shipments amily uses it in comfort and privacy. 
2 much easier. Merchandise is handled gently The receiver is visualized as it fits into 
- and safely—minimizes damage claims. “eter 7 ‘ . 
@ No tying up area ways. Loading doors the ymmie-lite picture, and in the midst 
— . “ open a shorter time. Reduces confusion at ’ i 1 ” 
the dock. ot nome turnisnings 
. @ Shippers and receivers alike, like this extra \ ppointments for home demonstra- 
service because it costs them less to use your ‘ ‘ , 
St service. tion installations are carefully timed 
rc === tor the best possible effect. For in- 
Td AN | HONY stance, the installation shown in pic- 
~ tures accompanying this article was set 
if AT for the afternoon preceding an evenins 
HYDRAULIC televising of local wrestling sh 
Smith learned that the husband was a 
Q ANTHONY CO. rabid sports fan, particularly interested 
: Dept. 812 Streator, Ii. ; eter en 




















' ‘ WE DO, GO TO A MOVIE OR SOMETHING?” 
washing safe | ' 
for finest fabrics | 
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Three-Day Home Demonstration of Television 





demonstration was tied in nicely with 
this interest. 

“I could have set the appointment 
earlier in the week,” explained Smith, 
“but that would have missed a good bet 
for capturing the husband’s full atten- 
tion. My policy, when calling pros- 
ects about demonstrations, is to tact- 
fully question the party about the 
family’s keenest entertainment in- 
terests. I keep a schedule of local 
television programs, and work the dem- 
onstration interval into the most likely 
spot on the schedule for the family’s 
enjoyment.” 


The Demo Technique 


When the appointment time comes 
Smith loads a receiver, usually a table 
model, into his car, along with antenna 
and accessories such as a few hand 
tools. At the home he spots the re- 
ceiver wherever the family prefers it 
and wires up the antenna. Then 
moves the antenna round from one 
place to another until reception is at its 
best for the particular home. 

Meanwhile he chats with whoever is 
at hand. Absolutely no “selling” as 
such is undertaken at this time, an im- 
portant aspect of this demonstration 

plan. He answers questions, of course 
and after the installation is completed 
he carefully explains receiver opera- 
tion, but high pressure tactics are the 
furthest thing from his mind and 
methods. 

Before he leaves he urges use of the 
set at every convenient moment {fo 
the next few days and nights. 

Call me at the store during the day 
and at home, evenings, on the slightest 
pretext concerning its use,” he con- 
cludes, “and if I don’t hear from you 
sooner, I'll call you later in the week.” 

He leaves. He hasn’t even men- 


ned 


tioned the price, unless quest 
about it. Three days later he tele- 
hones for a second appointment. Back 
in the home, he begins his real selli 






talk. Often as not, he reports, t! 
ceiver has provided so much enjoyment 
that the sale is closed with little effort. 
He points out, of course, that a 
manent installation will result in 
(Continued on page 186) 
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SELLS HANDS DOWN! 


This streamlined General Electric beauty is 





two irons in one. ..an automatic dry iron 


...and a steam iron! 


You have to look twice to tell this is a steam iron! 

That's because it has no conventional, bulky boiler to mar its 
beautiful lines! 

Besides, with this General Electric Combination Dry and 


Steam Iron your customers can do better ironing and pressing 


jobs in less time—on everyday fabrics, on woolens, on the 
new artificial fabrics. 
on 
You can sell this new General Electric Combination Dry 
a and Steam Iron hands down. 
Order the General Electric Combination Dry and Steam 
ly with Irons today, and watch them move from your display coun- 
a ters! General Electric Company, Bridgeport 2, Conn. 


nith 
omitn 





’ 
rood be 
rood t 


Place your orders now for the 
COMBINATION DRY AND 


STEAM IRON 


1e comes, 
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few hand 
‘+s the re- 
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ser opera: . ° . r . . . . ‘ " 2 ~— . . . 

ver opera lron right off the clothesline! Your customers can iron It’s two irons in one! A twist of this knob turns the Sit and work in comfort! This General Electric Iron 
ics are tit Bf up to half their clothes without dampening. Wrinkles General Electric Lron from steam to dry —or vice versa. is light in weight. It weighs only 4 pounds. 

mind a team out as Iron glides over lightweight fabrics. Your customers need not remove water. 


Yet, it has an extra-large working surface—a full 


“ye : Sa ; ree id mip: ‘ ‘ F 
Iron has no bulky boiler! Instead, water—one drop at For dry ironing, the ‘Dial the Fabric” control selects 2714 square inches—to help your customers iron quickly, 


i time—turns into steam as iron is used! exactly the right heat for each fabric. easily, efficiently. 






s use of tHe 
noment 




















its. 

‘ing th 

the slightest 

e. ne 

ir from you GENERAL ELECTRIC TRAVEL IRON 
he week. 

party men- ” For Summer Vacationers —This attractive General Electric Travel Iron 
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neat suede-cloth case with dainty vold-finished zipper. Operates on 


both a-c and d-c. A handsome. fast-moving item! Order today. 


GENERAL @ ELECTRIC 
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Designed for the unlimited home 


Nationally 
advertised in 
Popular Me- 
chanics, Pop- 
ular Science, 
Science Il- 
lustrated, 
Mechanix Il- 
lustrated, 
Science & 
Mechanics, 
Popular 
Homecraft, 
The Home- 
craftsman 
and leading 
class and 
trade maga- 
zines. 


workshop, farm, garage and 
























service markets_ 






carrying a full dealer margin . 

Speedway Blue Line Tools comprise 

—~the most saleable, most profitable and most 
logical line of portable electric tools for the 
hardware and electrical dealer. 


Packaged in shelf 

display cartons. 

Counterdisplay 
cards, stuffers and other 
dealer helps furnished. 


SPEEDWAY MANUFACTURING CO. 


1827 S. S2nd Ave., Cicero, Ill. 











THERMOGRAYV.... the 
Pedigreed Name 


bi 


in Electric 





Water Heaters 


Quality control assures years 
of trouble-free operation 


For 25 years Thermogray has been making electric 
water heaters exclusively developing the ‘know- 
how” in construction and design. Thermogray heaters 
are built entirely in the home plant, engineered for top- 
flight performance. Provide your customers with the 
finest in modern electric water heaters for years of de- 


pendable, economical service. 


THERMOGRAY COMPANY 
JEFFERSON, IOWA 
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Home Demonstration 
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In this second visit, 
akes sure the husband is on hand. 
“We aren't setting the world on 
fire,’ he laughed, “but we’ve got a nice 
Detroit | 
looked around and made queries, and 
a volume of 
comparable to or 


finer reception 


laze going. Recently in 
learned that we're doing 
television business 
better than dealers of our 
It calls for work, but 
it certainly is worth extra effort.” 

often, he remarked, large de- 


most size. 


day-and-night 


loo 


partment stores or electrical dealers 
lack a sales staff that puts this much 
energy into putting television across. 


The average salesman wants to quit 
work at 5 o’clock and have the evening 
to himself. 

firm leased a small 
and-salesroom in the heart of 
Cleveland. It is entered through the 


lobby oi Hall, which is not 


Recently this 


otfice 


Carnegie 
what its name might suggest, but a 
office building. Heavy traffic 
here is expected to open up additional 


large 


television sales possibilities—but only 


on the home demonstration basis. 
Smith and Rovtar have worked to- 


gether only a few years, but their ag- 
gressiveness has brought expansion of 
the business from a cubbyhole begin- 
ning to a 17 x 60-ft. store in Bedford. 
The slogan, “We're never too busy 
to give you prompt, courteous service,” 
tagged on a!l advertisements and store 
paper, is religiously adhered to; for 
instance, the writer was with Smith on 
a cross-town drive to deliver two radio 
tubes to a perfect stranger. Result: a 
very pleased customer and a good tele- 


End 


vision prospect ! 


CLEVELAND TELEVISION 
SALES. INC 


CK YACIO . 
Pee 0 , 
* we 














CLEVELAND TELEVISION SALES 
two-by-four office-sales-room in the 
lobby of Carnegie Hall, an office build- 
ing near the heart of Cleveland. Heavy 
traffic is expected to bring more home- 
demonstration prospects. 


JULY 1, 


COMPLETE STOCKS 
Electric Motor Parts 
WESTINGHOUSE! 
MARATHON! 
JACK & HEINTZ! 
WAGNER! 





8 
GwR 


Send for Res 

Your Catalog & 
On Your Letterhead 

Today to... 


The HARRY ALTER Co. 


1728 S. Michigan Ave. 


Chicago, Ill. New York, N. Y. 


134 LaFayette St. 











ORDER 
This New 
Discovery 


TODAY! 





Resurface or Patch Chipped 
Porcelain and Enamel with 
William's Guaranteed 


NUPORLAIN 


Stop sending damaged or chip- 
ped refrigerators, stoves, sinks 
and washing machines to the fac- 
tory for repair. Your own service 
department can do the job with 
this revolutionary William's Nu- 
porlain and save money. Easy to 
apply. 

Introductory 

Offer 

Limited Time! 


12-50 


Satisfaction 
Guaranteed 


MAIL ORDER COUPON 
WILLIAM'S NUPORLAIN 
110 Redfern Drive, Rochester 7, N. Y. 


ler standard kits of 
William's Nuporlain at the introductory 
price of $12.50 per kit. 


This Kit Contains 
sufficient material 
to refinish approxi- 
mately 100 square 
feet of porcelain or 
enamel surface. 
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WITTIE PORTABLE 
ELECTRIC STEAM 
HEATER 





New all-welded construction. 
Increased B.T." output! An 
auxiliary heating “plant” that 
really beats! Warms up rooms 
in homes, offices, summer cot- 
tages—fast and sure! No glow- 
ing coils, Luggage-light, safe, 
economical, Weight reduced 
to 28 Ibs. 110-120 vole AC. 





It oscillates — 


or beams comfort 





WITTIE 
AIRE FORCE 
OSCILLATING FAN 





Gives more circulation . . . in- 
stant cooling. Large Torring- 
ton “Vairified’”’ Blades take a 
big “bite” of air, driving it for- 
ward with great force. Quick, 
sure“ push-pull” control. Mod- 
ern design with two-tone fin- 
ish. Removable front guard 
for easy cleaning. 10-inch and 
12-inch sizes. 110-120 volt AC. 








WITTIE 


OSCILLATING 
HEATER -FAN 


New “Axial Air Flow” prin- 
ciple concentrates and spirals 
ir out in amazing volume. 
COOLS when it’s hot 8 
HEATS when it’s cold— 
SELLS when it’s hot or cold! 
The only unit combining os- 
cillating actionin BOTH 
heater and fan. Switch changes 
heater into a 2-speed oscillat- 
ing fan. 12!” high, 12” long, 
8! 5” wide. 110-120 volts AC. 











See these new WITTIE 
models at the 


Chicago Furniture Show 





WITTIE MFG. COMPANY, INC. 


General Offices and Plant: 1414 $. Wabash Ave., Chicago 5, Ill. 


Branch Offices and Representatives in Leading Cities. 


PAGE 188 








“UNFORTUNATELY NOT, UNCLE ABNER. 
OUR TELEVISION SET IS OVER HERE.” 








Money Order Service Helps Sell Appliances 





In many cities, American Express 
has arrangements with public utility 
companies for money order outlets to 
accept payment ol! gas, electric, water 
and telephone bills. These arrange- 
ments provide still another monthly 
traffic-building service for the store 
carrving money orders. 

Increased traffic means increased 
sales, as studies of impulse buying 
constantly confirm. According to a 
nation-wide retail study, 75 percent of 
all 
particular article buy at least one addi- 
tional item. Also, 24.6 percent of all 
items sold are bought in that way, on 
impulse, and 66 percent of impulse- 
bought goods are those kept on display. 


customers entering a store for a 


A Case History 


A striking example is the one already 
cited—sale of four appliances in one 
| day to money order buyers, reported by 
W.S. Smith of Radio-Television Serv- 
ice, Ho-Ho-Kus, N. J. This comes as 
| no surprise to Irving Weinberg of 
Beacon Radio, Linden, N. J., who says 
he would not have gone into business 
without the service. 

“When I opened three and a half 
years ago, there were four appliance 
stores in my small town,” Mr. Wein- 
berg says. “That was tough competi- 
tion to challenge, but I figured money 
orders and utility bill collection could 
bring in traffic, so I took a chance. 
Since then this traffic has brought me at 
least 50 percent of my customers— 
where do you think I’d be without that 
50 percent?” 

He believes money order purchasers 
are good prospects for traffic appliances 
—toasters, irons, clocks, small radios, 
| and other merchandise that customers 

can carry. This he considers good re- 
| peat business; several new customers 
| have bought three or four small appli- 
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ances over a few months’ time, for 
wedding presents, gifts, etc. And as 
they become increasingly conscious of 
merchandise in the store, their interest 
in small appliances can be directed 
toward larger ones, he finds. Too, now 
that he sees signs that the sales satura- 
tion point seems near in some items, 
he is able to steer customer-interest 
into the repair business, which gains 
steadily. 

A. M. deVitalis of Hunter and Co., 
Union, N. J. is so sold on money orders 
as a traffic-builder that he has his girl 
cashier working full time handling 
them. She is particularly busy when 
the store is open Monday evenings, 
taking care of shoppers too busy to 
come in during the day. 

“Money orders are a ‘get acquainted’ 
proposition,” Mr. deVitalis says. “They 
bring people in and give you a chance 
to talk to them and get to know them. 
There are three women on the staff, 
and they chat with the shoppers and 
give the store an ‘open house’ at- 
mosphere. We try to be courteous, and 
give shoppers the feeling we will go 
out of our way to give service. If 
they get service on money orders the 
chances are the psychology will carry 
over and they'll feel they would get the 
same considerate attention in appli- 
ances. Sometimes if I’m looking over 
an appliance a woman buying a money 
order will come over and ask, ‘Oh, i 
this the new so-and-so washing ma- 
chine?’ ” 


Customer Feels Indebted 


The customer reaction to a mone) 
order purchase is sometimes such that 
he feels vague indebtedness to the appl- 
ance dealer. For example, Mr. Smit 
reports this reaction by a woman who 
came to buy a money order: 

(Continued on page 190) 
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“But you can’t buy 
that kind of a motor...” 










© How many times have you heard somebody 
that ought to know better say something 
like that about motors, pumps, compressors or 
what-have-you? And how many times have you heard 
somebody else say, “Oh yes you can! I saw just what we need 
in Blank Company’s ad yesterday.” 
Advertising pages in this magazine are packed with 
news about your business. They contain information 
about products and services designed to help you 
do your job quicker, better and cheaper. 
To be well-informed about the latest developments 
in your business, your industry . .. and to stay 


well-informed ... read all the ads too. 


~ 


McGRAW-HILL 
‘eX: ae “ey” 
PUBLICATIONS “73” 
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PAKCAWAY 


TRADEMARK REGISTERED 











visit US DURING 


<——  juiy MARKET 


y 5-17, 1948 


jut “ 
AMERICAN SC RNITURE MART Z e 





@ Nationally Advertised @ Strong, Unusual Promotion 
e Competitively Priced @ Liberal Discounts 


THE WORLD'S Finest HOME FREEZER product of Schaefer's 
experience in building low temperature cabinets since 1929. 


















f ted easy-to-empty ice Five inches of irtsula Counterbalanced doors 
ube i er wire tion sealed against air afford easy access stay 
holder. Contai 18 ube ay and moisture. Cabinet open in any position 
roxima ids of ice exterior finished in 
Extra equipmer sparkling white, baked, 
| . . 
ae gee cnay te Sturdy latch of exclusive 
Schaefer design is equipped 
with built-in door loc 
Removable wire baskets, inter 
ngeable, provide flexibility in 
ing food systematically and ———— Smart, 
easi Extra equipment ———4 gleaming 
[ metal trim 





-_ 
a ae 
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Each PAK-A-WAY Home 
Freezer equipped with pull-out 
type hermetically sealed con- 
densing unit. Needs no oiling 
Just plug in for satisfactory 
operation 





Battery actuated alarm 
s1utomatically rings bell in 
at event of power or mechani 







Th cal failure 


Automatic temperature control, ad 
justable for storage or fast freezing 





On PAK-A-WAY “1 and “18” two 

insulated doors may be opened in 

jividually, thus p ding conven 

oak Glee welkien amen wake The 18 cubic feet PAK-A-WAY (illustrated) holds 


over 630 pounds of assorted foods. Made also in 
12 cubic feet and 6 cubic feet sizes. 


exposing only 
at one time 


part of cabinet interior 


MINNEAPOLIS 1, MINNESOTA 





Send coupon for complete \details of dealer or distributor franchise. 
eeeeeeeeeeeeeeeeeeeeeeseeeeeeeeos 


SCHAEFER, INC. DEPT. P-648 
MINNEAPOLIS 1, MINN. 

Please send us complete details regarding dealership [__] distributorship [__] for 
Paok-A-Way Home Freezers 


” 
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Money Order Service Helps Sell Appliances 





‘Mind if I look into that refriger- 
ator ?” 

“Ot course not. Maybe I can sell it 
to vou.” : 

“Not today but maybe later—we are 
thinking of getting a new one. Will 
vou take a trade-in?” 

“We generally will.” 

(She looks the refrigerator over 


f vou sell me one 


caretully.) don’t be surprised 
(P.S.—he did.) 

Mr. de Vitalis considers money orders 
his best bargain in sales promotion. He 
has regular men out soliciting sales for 
the store, and he used to pay women’s 
clubs to bring their merabers in for 
demonstrations. Money 
however, do not represent a 
actually a small finan- 
in addition to appliance 
instigate, 

Mr. Weinberg advertises in the local 
newspaper, and includes a line about his 
money orders. The money 
front window, how- 
probably accounts for more traf- 
fic; many persons see the and 


home laundry 
orders, , 
cash outlay, but 
cial return 
sales they 


Express 
order sign in the 
ever, 


sign 
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come in, saying, “I didn’t know yi 
had this service!” 

Mr. Smith combines newspaper, te 
phone directory and direct mail adver 
tising with money orders, but consider 
sales pieces supplied by American Ex 
order outlets best i 
promoting the service. In wrappit 
packages he includes blotters and sho; 
ping memo pads advertising Americ; 
Express 
these promotion pieces to shoppers. 


press to money 


money orders, and hand 


Word of Mouth 


“T have a theory about that,” h: 
“I think that when house-wive 
klatsch, and 
start talking about bargains, these sal 
pieces are going to remind one of them 
about how easy it is to pay bills 
orders while doing the neigh 
borhood shopping. And she 


says. 
get together for a coffee 


money 
is going to 


mention the service to her friends. 
These pieces stimulate word-of-mouth 
advertising, and that’s the best kind 


and 


End 


there is. 
money orders sell appliances.” 


That sells money orders, 


Sales Budget and Compensation Plan 





In addition to the suggested com- 


pensation plans, we also provide the 


dealer with a copy of “Miscellaneous 
suggestions for controlling salesmen” 
These suggestions offer ideas on the 


fe low ing subjects : 


Trade-in Control 


1. The control of trade-ins by limit- 
the number of traded in pieces that 
each salesman may have on hand at any 
This limit might be two or 
pieces, and 


ng 


one time. 


three when a_ salesman 
reaches this limit, he is not permitted 
to take any trade-ins until he 
moves at least one unit. We realize 
that trade-ins are little, if any, problem 


but in making such a rule effective 


more 


now, 


now, it will be much easier to enforce 
when trade-ins have become a problem. 
2. The allocation of well defined ter- 
ritory for each salesman where more 
than one is employed in a town. 
3. \ control pli 


: : 
i salesman will 


in to determine when 
compensation 
m sales to his prospects which are 
losed_ by else in the 
rhis control plan provides for the use 
salesman 


receive 


someone store. 
of a prospect card, which the 
must file with the proprietor or desig- 
nated clerk in order to be entitled to 
some compensation in such cases. 


No-Commission Sales 


4. Clearly define the type of sales on 
vhich a salesman its to receive no com- 
pensation, particularly commission, Ex- 
sales to employees, and 
perhaps sales to schools or institutions 
given. 

5. A provision whereby commission 
already paid to a salesman on an appli- 


amples are 


where a larger discount is 


SULLY 1, 
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ance which is returned or repossessed 
by the firm with less than 25% of its 
purchase price obtained by the firm, 
will be deducted from the next pay 
check going to the salesman. 

li these and. similar points are fully 
explained to a salesman at the time he 
is hired, they will go far to eliminate 
disputes on these matters. 

It is urgently recommended that all 
of these important points be put in 
writing and a copy given to the 
man at the time he is hired. 

3y the use of the material described, 


sales 


we hope to be of some assistance to the 
dealers in making their plans to start 


now with an aggressive program. End 
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“| COVER THE SAME TERRITORY AS THE CAN 
DATES—ONLY I’M SELLING APPLIANCES, A 
DON’T HAVE TO KISS ANY KIDS!” 





1948—ELECTRICAL MERCHANDISING 





De 
chi 
spl. 


out 





ADL 


CIT) 





sessed 
of its 

firm, 
‘t pay 


e fully 


h 


ime he 


minate 


hat all 
put 
> sales 








THE CAN 
NCES, A 


DISING 








PROFIT LINE 


. for Appliance Dealers 


Ruggedly built for long service 

. . low in price .. . backed by an 
inmatched guarantee & service 
policy. 





THE NEW 1948 SOLID SMALL 


Full-size professional electric clipper. 


Easy to handle—light weight plastic 


case. The favorite in beauty shops 
for years. 


$9.75 List 


WAHL Silent 
Hair Dryer 
Fast and thorough. Hot 
or cold air as desired. 
Quiet. Plastic case . . . 
light weight. $9.75 List 
WAHL “Hand-E” 
Electric Vibrator 
Gives perfect mas- 









sage stroke 
powerful and 
penetrating. Fits 
the hand. Com- 
plete with four 
applicators. 
$6.50 List 


GUARANTEE We 
agree to repair or re- 
place free of charge, for 
one year, any WAHL 
product which does not 
give perfect satisfaction. 





WRITE TODAY TO 


Dept. E M 48 FOR 
DEALER  INFOR- 
MATION 





AVOID THE RISK OF DAMAGED 
MERCHANDISE DURING DELIVERY 


Deliver in perfect condition—no dents, 
chips or scratches on merchandise, no 
splintered or scraped woodwork. 
MASTERCRAFT covers are made of 
heavy green pocketing twill inside and 
out. Lined with Kersey ( Jute fibre on bur- 
lap), they are quilted to give maximum 
protection. Long-life MASTERCRAFT 
covers stamp you 
as a progressive, 
up-to-date busi- 
hess Operator. 
Refrigerarors, 
fanges, washing 
machines, ironers, 
tadios, combina- 
tions, heaters, etc. 
quickly “Wrap 
packed"’ and deliv- 
ered in perfect con- 
dition—just as they 
left your showroom. 
Act now! 
| Mal Coupon today! 








BEARSE MANUFACTURING CO. 
| 3817 Cortland St. * Chicago 47, Illinois 
1 Gentlemen: 

Please send me price list on Mastercraft Pads. 
| 

| 

| 

| 

! 

| 


NAME 





ADDRESS 





city STATE 
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| The Plumber Obstacle 


ee CONTINUED FROM PAGE 57 semen 


and today the dealer remains. The 
stoker industry figured that coal dealers 
would be ideal to sell stokers, but was 
rudely disappointed. Coal dealers are 
not salesmen. Selling is a business all 
its own, and it seems that the appli 
ance field has more specialty operators 
than any other. The plumbing busi 
ness lacks this skill. 

The equitable arrangement would be 
for the specialty selling electrical firm 
to have an arrangement with a plumber. 
The young plumber, eager to be his 
own boss, fits ideally into this situa- 
tion. 

Organizations doing 
can employ a plumber by the month, 
which solves their difficulty. 

A third out is for a member of the 
firm “to assist” the owner in installing 


a bigger job 


his own equipment. 

As Mr. Hammersmith “Re- 
member, that everything that is pur- 
chased is going to be installed.”” Where 


says, 


master plumbers have taken a tough 
outlook on life, as he puts it, there 
are several ways around the situation. 
3ut for the dealer who wants to take 
the profit and duck the dirty work, 
life doesn’t hold out much hope. If 
he tells his customer to call his “favor- 
ite plumber” it is logical that both he 
and the customer are going to get the 


End 


works. 


Good Housekeeping 
For Sale 
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Shrewdly, Mr. Smith built a beauty 
parlor in one end of the building, which 
is leased to an outside operator. He 
believes it has helped immeasurably in 
increasing traffic. Floor space in the 
appliance shop measures 85 ft. by 52 
ft. with room provided for offices, stor- 
age and the service department. 


Energy Spells Success 


The energies of Mr. and Mrs. Smith 
obviously have been the major factor in 
the success of the Good Housekeeping 
Shop. Mr. Smith was in the sales pro- 
motion department of Kelvinator for 
five His served in that 
organization’s home service depart- 
ment for a similar length of time. Dur- 
ing the war years, Mr. Smith kept 
the service department going while his 
wife answered the telephone and ran 
the office. When merchandise and 
freight cars were short, he hired his 
own trucks to go long distances after 
equipment and consequently, he was 
one of the first dealers in Charlotte to 
have something to sell. 

\t the time the first store was opened 


years. wife 


in Charlotte, the couple were not then 
married but when Mr. Smith opened 
his new shop 11 years ago, he asked 
Mrs. Smith to join him as a partner in 
marriage as well as in business. Both 
projects were highly successful. 
“Now, we have two little salesmen,” 
beams Mr. Smith. End 
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\< BIG OR LITTLE—IS YOUR PROSPECT FOR 


\ 86 US ROMUS 


Your electric water cooler 
market is getting better all the time! Even _ 
small offices and plants, where only four 
or five people are employed, are demand- 
ing the refreshing, healthful advantages of 
properly cooled water. With OASIS Electric 
Water Coolers, you have the right answer 








—the profitable answer—to every one of 
these thirst problems. Models and sizes for 
every need... air-cooled and water-cooled 
types... bubbler, glass-filler and combina- 
tion models .. . bottle-type coolers .. . 
models for AC or DC operation—al/ built 
by the world’s largest maker of electric drink- 
ing water coolers! Write for the full story! 
The Ebco Manufacturing Co., 401 W. Town 
Street, Columbus 8, Ohio. 






5ST 
Al HURST HME 



































on any APPLIANCE you sell 


Increase Your Sales And Profits 


Sell coin-operated appliances to property owners 

and managers. Your present appliance line plus 

the famous GENERAL APPLIANCE meter 
creates a new market for you. 


General Appliance Corp. 


SPRINGFIELD, MASSACHUSETTS 
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tric water heater to INDEX TO ADVERTISERS 
sell for $70.00 or less that will take care JULY 1, 1948 

of the hot water needs in the average Seite ili 
home? If not, either contact your dis- oumted lion | = 
Air Conditioning Products Co.... 193 
tributor about HIPUT or drop us a line. Air, Expres Divison Railway 
Alter Co., The Harry 186 
=e = (ESS 


Corp. 9 


SMALLER STORA GE American Electrical Heater Co... 150 


; 
Anthony Co. 184 
FAST GENER ATION : Apex Electrical Mfg. Co., The 179 Jobbers | 
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Appliance Parts Co. 195 
Y Arnold, Schwinn & Co. 125 Dealers 
or orn HOT WATER 

@ Vacuum Cleaner Cord Sets 
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ft | — eh 


Automatic Products Co. 8 @ Line Cord Sets 





Automatic Washer Co. 120 @ Cube Tap Extension Cord Sets 
































































































4 ALL HOM ER EQU T1414 ba: —— } nF naa 170 @ AC-DC Resistance Cord Sets : 
Z y 109, 110, 111 Prompt delivery . . . top quality. Send ( 
Y i BS Bendix Radio Div. of Bendix - =. Ty and requirements 
Y MOvEIZI 241 Aviation Corp. 126, 127 ~ — 4 
YG Berger Inc., Thos. W. 58, 59 ” a mete tit diate deli 
Blackstone Corp. 102 e carry in stoc or immedia e elivery 
- f d bl 
Briggs & Stratton Corp. 82 of from 23 to 2, in addition to various 
4 © ] T WAT ft R G b Me EF R AT ©) R s types of multi conductor cable for many t 
uses. 
me = WIPST SivIsION h T i: r NEW catalog is now available 
i — Chicago Tribune 70, 71 - os : 
ao hipsl ox RONAN & KUNZL, INC. Clements Mfg. Co. 92 - distribution. waar for your copy } 
= MARSHALL, MICHIGAN ange Plain Dealer 187 
, limax Machinery Co... . 180 
Coleman Co., Inc., The 139 COLUMBIA WIRE & SUPPLY CO. 
4 Collier's 66, 67 5736 ELSTON AVE om, 
- epee Colson Equipment & Supply Co.. 182 CHICAGO 30. ILLINOIS 
Columbia Wire & Supply Co..... 192 
A Coolerator Co., The ; 158 
Ae Y Country Gentleman oa 
t\ Crosley Div., Aveo Mfg. Corp. 
\ 98, 99, 134, 135 
ul C7 Cutler-Hammer, Inc. .. 143 
o| Victory did not end the paper shortage. 
Z Need for waste paper is as great as 
YZ ATTACHMENT PLUG CAPS Davis Mfg. Co ws]. 
Dearborn Stove Co. 33 — 
Deepfreeze Div., Motor Products 
Corp. 121 
T re plug withar pi : , 
ce eee eee toner oy conten Delco Products Div., General 
can then be drawn formea in center of Motors Corp. er. Why? B li ill b 
soaemee and easily blade Designed for Doherty Inc., Wm. J. ; _. 178 y: ecause supplies must sti e 
aos en oa semaine 9 ge ae, 176 shipped in paper to our occupation } 
ag rag agama : - forces and liberated countries. For the 
Duo-Therm Div. of Motor Wheel Pacific areas these take double and 
Corp. 129 ; ; 
Wire sesthrough Biade is held : ‘ : tripl t thstand | 
plage, forming 6 Cannot be pulled out du Pont de Nemours & Co. (Inc.) precles are na nae — 
definite cord re- in service unless E. |., Finishes Div......... ; | voyages and tropical climates. Bi 
strain screw head is | ca 
sheared or plug 
housing is broken. oy 
is 
Easy Washing Machine Corp..... 133 nu 
Underwriters Loboratery Plastic Cord Ebco Mfg. Co., The a teeeeeees 191 Meanwhile, demand for domestic eli 
Approved Hole .3125 Electrical Merchandising ...... 175 . ; gr 
Electronic Controls Co.......... 195 packaging paper comes from scores o! ni 
The new, small and attractive Sta-Tite plastic appliance plug —_ =~ oe meee? A. reconverted industries. Jobs and ship- pa 
waa ; : merson Elec . Co., ‘ 
cap in beautiful colors—ivory, brown and red—will stand a ae Willioms al Eureka ments of new goods depend on paper, Mi: 
crush test of 500 pounds. : Div. ae ‘ ' . 151 essential protection of almost every- Ww 
7 , vans Products Co., Heating & " : , Co 
Remember your Appliance is NO better than the Plug a... 14, 115 thing made in our factories. 
Sta-Tite plugs are nationally known for efficiency through ‘ 
many years of service. 
, bI Th bh : bb Farm Journal Inc.............. 28 
Available rough Your Favorite Jobber omega og iikeneienes -. That's why you should designate one 
x z Frigidaire Div., General Motors place as your Salvage Corner. Collect 
i Corp. .... 0. sees eeeeeeee 62, 63 all your waste paper there before you 
| bundle and turn it in. If you're in 
ae General Appliance Corp........ 191 doubt about how to get it packed up 
Rubber, All-purpose aaiionee evicted General Die & Stamping Co..... 193 call your local newspaper or Salvage 
Cord Hole .375 Cord Hole .3125 Cord Hole .540 Committee 
STA-TITE MFG. COMPANY (Continued on page 193) , 
1016 Central St. Kansas City 6, Mo. 2: 
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And Now . 








. « Introducing 
MOVEMENT with LIGHTS! 


oto Sho 


Ro ELECTRIC bec be 


For Your 
Sales 
Producing 
Displays 








M PE! 712” ROTO-SHO’S two- 
way, built-in electric outlet, per- 
mits novel, self-contained lighting 
effects by means of slip rings, as well 
as operation of electric devices while 
the turntable revolves three times a 
minute! There's nothing like “712” to 
revolutionize your window trim and 
stop passersby dead in their tracks. 
Sturdy, steel construction, guaranteed, 
it carries up to 200 lbs. 18” diameter 
table. Allover height just 7’’. A.C. 
only. 





© For winning displays, write TO- 
DAY for full information and our 
comptes ROTO-PRODUCTS cata- 
og. 
GENERAL DIE AND STAMPING CO. 
Dept. 65, 267 Mott St. © New York 12, N. Y. 











Al R = F LO AUTOMATIC 


CEILING SHUTTER 





TOP VIEW-- OPEN =~ - 


FOR ATTIC FANS 


Built so they can be installed practi- 
cally flush with the ceiling, AIR-FLO 
Ceiling Shutters present a refined, fin- 
ished appearance. Their natural alumi- 
num color blends with any decoration, 
eliminating need for painting and no 
grille or winter cover is required. Fur- 
nished in 5 different widths, single 
panel up to 73” long. No operating 
mechanism shows. Built-in fusible link. 
Meets fire underwriters’ requirements. 
Write for illustrated catalog 43-A of the 
complete AIR-FLO line. 


LESS MOULDING 


























~ CLOSED 


VIEW FROM BELOW - 
(* th moulding 


AIR CONDITIONING 
PRODUCTS CO. 


2340 West Lafayette Blvd. 
Detroit 16, Michigan 
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GREATER 
VALUES 


Suing 
GREATER 





Model 8 — Family size 
8 cu. ft. capacity 
also 4 cu. ft. & 16 cu. ft. 


CHOOSE A LINE OF HOME FREEZERS 
THAT PROMOTES BIG-VOLUME SALES 


Here is your big-profit line that is priced to sell the thrifty buyer, and 
quality-built to satisfy an engineer. From the spring-mounted, sealed 
refrigeration unit — into the roomy compartments — through the double 
insulated walls with triple locked doors —to the beautiful, stream-lined 
case, there is no finer freezer than the Winpower. Cash in on this price- 
conscious, food-minded market with Winpower Home Freezers that give 
better quality at a lower price. 





Dealers — Distributors 


Write today for literature, prices, 
discounts and the Winpower vol- 
ume plan that opens up this 
profit opportunity. 


Other Winpower Products 


VACUUM CLEANERS 
ELECTRIC IRONS 
ELECTRIC GENERATOR 
SETS 


Gas, Diesel, Wind 














WINPOWER MFG. COMPANY 


APPLIANCE 
DIVISION 


NEWTON 
IOWA 


WEBB MANUFACTURING CO., 2918 N. 4th St., Phila. 33, Pa. 


Send Slingabout prices for model # 






































i 7 
| | 
| 
| | 
| make —— | Refrigerators | 
| Neme___________ — ___ \Radio | 
| Chas Range | 
| Address Appliance )Washer | 
tienen Other | 
T ie) D A Y City : State_ (please specify) | 
| 
| 
| 
ov can count on real protection 
| Y | 
when you carry them in Slingabouts 
— tailor-made for Frigidaire an 
| il de f Frigidai d 








all major appliances. Here's why. 















SLINGABOUTS SAVE THE SURFACE 








— rugged, padded canvas jacket 











protects finish from stains, scratches 

















— inner layers of soft flannel cush- 








ion sudden shocks, jars. 














SLINGABOUTS SAVE YOU TIME 

















— slip on and off in seconds — 












no laborious crating—no mess 

















to clean up after unpacking. 












SLINGABOUTS SAVE YOU MONEY 









— customer's property is protected 














—prisk of injury to handlers re- 








duced—sturdy sling facilitates safe 

















movement 





through narrow doors, 














halls — and Slingabouvts can be 























used repeatedly. Clip the coupon 











and cut your costs now. 
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® SALES MANAGER 
for Small Motors 


We want a man to head up our scales 
with broad experience in engineering 
and application of small shaded-pole 
motors. Must have good contacts in 
electrical appliance and motor driven 
device industry. 


KOESTER MFG. CO. 
227 IRON STR., DETROIT 7, MICH 





Prices 





G.E. Motors 





Single Tub—All Aluminum 
Double Tub—Aluminum or Galv. Iron 10.97 
G.E. 44 HP Rubber Mounted Motor 15.97 
4 HP Sunlite Standard Base Motor 13.97 





¥ HP Jack & Hintz Rubber Mtd. Motor 14.97 
*All the above motors can be used on washing machines. 


All prices are net on Motors. 


STARR ELECTRIC SUPPLY CO. 


Rinse tubs are less 2%. 


Wholesale Distributors 
Capito! & Crawford, Houston 3, Texas 
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SELLING OPPORTUNITIES OFFERED 


POSITION WANTED 


ME ECONOMIST B.S 


For 
M ‘8, | 


SELLING OPPORTUNITY WANTED 


\LESMAN 


BUSINESS OPPORTUNITIES 
Miaml, Florida 
ratior \ 
M —— 


Electric Appliances 
2 s $ , 





GENERAL MANAGER 
WANTED 


Progressive Midwest manu- 
facturer of electric home appli- 
ances and motors has open- 
ing for a top-flight man ex- 
perienced in sales and factory 
operation who can manage and 
soundly expand a successful 
business. Broad experience and 
successful standing in this field 
a requirement. Electrical Engi- 
neer, to age 52. Submit com- 
plete resume, snapshot, and 
past earnings. 


P-5226, Electrical Merchandising 
42nd Street, New York 18, N. ¥ 


MOTORS - FANS 


AT LESS THAN FACTORY PRICES! 


Y H.P. K.C. 1725 R.P.M. 110/220 V., 1 ph. 
WOR PORTERS cc ccccccescesscccccccecess 2 
H. P. Westinghouse Fan Motors, 1100 
R.P.M. resilient mounted, cord, plug and 
teh attached ...........+s+++ 
aust Fans, 110 V. 60 cy. 1 ph 
haust Fans, 110 V. 60 cy. 1 ph 
2 xhaust Fans, 110 V. 60 cy. 1 ph 
12” Automatic Aluminum 
16" Automatic Aluminum 
18” Automatic Aluminum 
20° Automatic Aluminum - 
24” Automatic Aluminum 
24” Beit Drive Exhaust "Fone. G. E. “Motors. .35. 









ene | 











isle 


24° Alt Ghyeme Petenas Fan, G.E. 1100/800 
SO Si icckcccecccceseconseserced 66.00 
PRICES ARE NET, AND INCLUDE 
ALL EXCISE TAXES! 
Also in stock full woes of oy Blowers 


and Motors , A 100 H.P 
Prices. d us your oe 


MOTORS & EQUIPMENT CORP. 
178 LAFAYETTE ST., N. Y. 13 
Phone CAnal 6-8189 








SALES MANAGERS 


Do You know the 
Sales Aptitude 
Of The Men You Employ? 


The men who developed and directed the Army 
Classification System, have constructed and now 
offer a SALES APTITUDE TEST, utilizing the 
‘forced choice’’ technique of high validity. 

The time, money, and worry saved through ad- 
vance elimination of only one applicant who ‘‘looks 
good’’, but whose tack of sales drive and aptitude 
fore-dooms him to failure as a salesman will pay 
for this service many times over Another ad- 
vantage—this test will spotlight those individuals 
whose high sales aptitude warrant your special 
attention and development. 

instructions for the administration of this test are 
furnished: answer sheets are returned to us for 
scoring, interpertation, and evaluation: you are 
furnished an unbiased, confidential report on each 
individual tested 

A nominal charge of $12.50 is made for each evalu- 
ation and report. If you anticipate testing up to 50 
applicants and employees within a year, an annual 
schedule of $500.00 is suggested. which may be 
paid quarterly if desired. Compare this cost with 
losses of time, money and Company prestige 
caused by in-apt salesmen—and send for this 
test today! 


PERSONNEL RESEARCH ASSOCIATES 
Box 292 Kensington, Maryland 


NEW SURPLUS MATERIAL 


1000—Shaded pole motors 1/25 
H. P.—115 V. 1500 RPM 


A.C. 

3000—McGill 10 AMP 3 way 
switch 

2000—Choke coils 

300—Blue Mirrors 20° DIAM 
V4" thick 


WASH CO., INC. DANVILLE, ILL. 














MANUFACTURER'S REPRESENTATIVES 


WANTED 
MANY TERRITORIES OPEN NATIONALLY 

To represent manufacturer of U. L. Approved 
quality wiring devices which include brass pull 
chain sockets, porcelain pull chain receptacies, pull 
current taps, ete. Only established reliable organi- 
zations need reply. State territory covered and 
lines now representing. All replies confidential. 

RW -5199, Electrical Merchandising 

West 42nd Street, New York 18, N. Y 


SPECIAL ON CORD! 

@ 218-2 SJ Vacuum Cleaner cord—made 
by Phelps-Dodge, approved-rubber cov- 
ered. 

$5.50 per 250’ coil 

@ 278X505 Original G.E. iron cord set, 
10M cycle, rubber plug & appliance plug. 
50c each 43c lots 25 38c lots 100 

@ 257188504 Original late G.E. iron cord 
set—7’ long, 10M cycle, rubber plug, 
cord sleeve, terminals & bracket, com- 
plete. 


55c each 45c lots 25 40c lots 100 


ESSCO Electric Sweeper Service Co. 








MANUFACTURER’S 
REPR ergheich VARIES 


RA-5421, | al M . 
W ~ t N Yo ~ ‘ y 








ATTENTION MANUFACTURERS 


Export Cofipany well established with world wide 
sales connections. Salesmen in the field at all times 
Desires additional tines from manufacturers only 
We pay in New York. Export formalities and red 
tape handled by us 








SALESMEN WANTED 


By established manufacturer of COMPLETE 
Ine of low priced staple lamps to sell to 
ELECTRICAL & HARDWARE JOBBERS, 
WHOLESALERS & CHAINS. 


Desk & bed lamps, bedlites, handylites, 
spotites, therapeutic, infra red, table, 
boudor, pin up and other lamps, INCAN- 
DESCENT & FLUORESCENT. 


Lowest prces in the field, commiss‘on 
basis, many territories open 





2034 Euclid Ave. 
Cleveland 15, Ohio 
Orange Juice Extractor Available 
Owner has newly patented electric household 
orange juice extractor available for sale or license. 
Simple, foolproof operation. Patent No. 2,444,298. 
A removable chuck permits appliance to perform 
other duties. 
BO-5303, Electrical Me rebendicing 
130 West 42nd St., New York 18, N. Y. 
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What have you to offer? FORTUNE LAMP CO. LEASE do mot send original letters, (Used or Surplus New) 
RA-5219, F M certificates or ~y apbs. We cannot For Sale. Wesetiateeradenatas 
‘ . 20 Eckford St. Brooklyn 22, N. Y. be responsible for t ~ 4 return. Please 
. send pbotostat or carbon copies. 
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@ APPLIANCES @ SPECIALTIES @ ACCESSORIES | 
© EQUIPMENT ® TOOLS @ INSTRUCTION | 
@ PARTS © MATERIALS @ REPAIRS | 


FOR MORE SALES — FOR MORE PROFITS | 
SUPPLEMENT 


UNDISPLAYED RATE: 


DISPLAYED RATE: | 
$1.50 a line an insertion. Minimum $6.00. $14.20 per inch per insertion, Contras 
(First line small black face type.) Frac- rate on request. (An advertisi.« 
54 , f e e tional line counts as line. 
4] roaducts ervuices 




























































































































10% Discount inch is measured vertically %” cr | 
if full advance payment is made for 4 one column. There are 4 columne— 
85 consecutive insertions. 48 inches to a page.) 

36 = 
24 
25 The need is greater than yesteryear. 

7 Mare niga hand wringer now FRANTZ HAND POWER WRINGER 

For use in homes, bathing beaches, auto 
laundries, factories, trailer camps, etc. 3 to 1 
gear reduction, with short nickel plated handle 
N for easy operation under load. All aluminum i 
73 frame, with white Duco finish; swivel clamps 
for attaching to any size or shape tubs; 2” 
white rubber rolls, with adjustable roll pres- 
sure; automatic drain board. Lightweight; 
The greatest im- Saat two year guarantee on 

23 provement in Foot -” 

(75 Valves: for high was . THE FRANTZ MANUFACTURING CO. 

192 ere | actically Sells liselt 3650 EAST 93 STREET | 

ible poppet can't leak ¥Y Allows More Profit per Sale Descriptive folder | available CLEVELAND 5 OHIO 
144 Saves We cost in opr ¥Y Installs Easily & Permanent- 
190 vice many times over. pi yar by the Under- 
4 riters Laboratory. 

— NOISELESS CHECK VALVES wi tea The NEW 

79 All position line Check Valves with DIRECT FROO MANUFACTURER T , Pr ." 
195 Rubber Poppets. Ask for bulletin 501 YEATS APPLIANCE DOLLY 
> HINE KS MINES EQUIPMENT COMPANY Aluminum frame, caterpillar type “STEP GLIDES” for 
= WHITE MAC WOR 4212 ciavton ave MINES J) 51. Louis 10, mo climbing steps, straight slide on back for easy loading 

T 1, INDI . 
se ll tn ree = sa nm ii cae in delivery truck, curved cross members for round 
water heaters. Handles all appliances easier and 
192 <uamie;, PERMANENT REPAIRS WITH PATENTED RATCHET DEVISE TO. TIGHTEN 
7 YD) A. aw a a LOVELL WRINGER ROLLS THE HOLDING STRAP. Write for full information. 
ances id ndustria uses . 

60 SO Fo se etn White Rolls — So Soft, Too YEATS APPLIANCE DOLLY SALES CO. 
137 i i MEND-IT SLEEV ase Made Up Rolls — Ready to Install 2525 W. Kilbourn Ave., Milwaukee, 3, Wisc. 
162 Crimp ight with 5606 Taft Pad Oakiand on, tote, DISPLAY RACK AND 3 ROLLS $4.25 
116 IRONER PADS AND COVERS 

ALL SIZES FOR ALL MAKES 
High S. ‘th ° a Prompt as a a se 
- — berate an Service WASHER AND IRONER PARTS | > YAH» LIFT SAVES MAN HOURS, 
_ asnir g 3 “~ ao ‘Mal a 2 a s 

186 gave PH 8 Reaetins Ger AN Siete | atten teak Quan tae Mles Oe PREVENTS ACCIDENTS. It’s Great! 

4 Money to bee os rtation - Profits ° 
148 mete or PRES Calan OHIO WASHER COMPANY 
108 The C. W. SMITH CO. E-Z LIFT is the only carrying device known 

1313 W. Ranteten St Chicago 7, 11. 1223 Superior Ave. Cleveland 14, Ohio delivery problems. No Job too oo" ¥ 
hand ith E- - ° ti ti " 

184 anteed. ng AteeRted by, the trade. nutes 

~ WASHING MACHINE PARTS ail coplismces  SI7-36.. Sinedand’ (ploves 
a e a a it For any and all makes only) $14.95, or write for free circular to 
Most complete stock in N. W. 

. Prompt Service NEAL PRODUCTS CO.  ,,c#ariboro. 

122 f h k g Minnesota Appliance Parts Co. 

137 0 C ec in 191 W. 7th St. P St. Paul 2, Minn. 
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Our 132- WASHING MACHINES, OIL BURNERS 
FREE &.)%2:) FREE = 
%, 27 ° ¢ MOTOR DRIVEN MACHINES 
195 each issue Save mancy by evdering ell your supplee 
17 : > = 2 from one dependable source. Eliminate chatter, re- 
164 ° Quality, Service, Low Prices Flexible ‘Couplings 
J This Where To Buy Sec- MIDWEST APPLIANCE PARTS CO. are inexpensive—bext 
186 . 2720-22 W. Division St. Chicago 22, III. chines, oil burners, he sms 
193 tion supplements other pumps. | stokers. ete. 3 Be 
188 aan : : _ = ly. Write for name af 2 pps 
147 | ]) advertising in this issue | [One of the FRANTZ PARTS JOBBERS re ZF nes 
e * * TYPE “AY cata! ° wen a 
with these additional an- WRINGER ROLLS AND 95°% OF ALL 
=" WASHER PARTS FOR ALL LOVEJOY FLEXIBLE COUPLING CO. J STOPS BbeeChbagia am 
nouncements of products MAKES 5028 W. LAKE ST. CHICAGO 44, ILL. A BIG VOLUME, FAST MOVING SPECIALTY 
: , ; ivel pl , bends, 
13 and services of special 758 South Ave.” “Rochester 7, N.Y. swings, spins — ‘eliminates all cord 
’ Ye rd t ° 
interest in the merchan- “GAS-MIZER” Finest a Patented dution. 
: : : - FREE display card holds one WRIST 
on dising and servicing of | | ,,, ,WRINGER BEARINGS | | tinge: tp sonvol conversion unt for any | AUTON “tut, naw 
1 = li a “$100 00 Wo invite your inquiry cn = comsentent write direct for details and prices. 
electrica app ee © eee eee hers ee eee ; 
ee Go ee aerris sw Pa 32.00 ELECTRONIC CONTROLS COMPANY DAVIS Mfg. Com any 
’ l Order this Assortment 2519 Wilson Blvd. Arlington, Virginia PLANO ILLINOIS P 
P a — LIANCE PARTS CO. . 
’ Classified Advertising Division — .. Youngstown 3, 0. 














enecsas vem WASHING MACHINE PARTS DISPLAYS-EXHIBITS 
| ? Prompt Service 
| ELECTRICAL 


ALL TYPES—ALL SIZES 




















On ° Wood, meal. ace. curipeere, paper, = 
Vacuum Bags, all types All Makes pm yy ny ngs, castings. xpert counsel an 
Mangle pads and covers, all types and sizes Catalog Available Ask our representative to call, no obligation 
MERCHANDISING separate and combination; Ironing board KLINKER BROS W. L. STENSGAARD & ASSOCIATES, INC. 
pads and covers Washing machine covers 2 317 N. Justine St. Chicago 7, m. 
Ohio Te ny le Spe ( 438 W. 54th St 803 Race Cincinnati 2, 0. America’s largest and most complete display facilities 
——— (levelante oJ 
Se 
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ville (Arkansa I black 
berry picking scene, taken in the 
Ozark hills near Belle Vista, is 
symbolic of the activities of thou- 
sands of women throughout the 
country engaged in_ freezing-the- 
freshness with home freezers; can- 
ing with the aid of an electric 
oaster, an electric range or a pres- 


sure cooker—an activity which will 
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PORTABLE REFRIGERATOR 


Ellis, Kansas, inventors re- 
ere granted patents tor a new 
electrical appliance which might well 
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THE EAST 
By Robert W. Armstrong 
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HE gray 
gravy mare, ain't 


market, like the old 
what she used 
is definitely still alive 


ling to reports, gray market 
confined 
to refrigerators, the one major 
ll in short supply. 


husetts distributor 


in appliances is 


However, a 
has had his 

with unfranchised merchants 
natic washers. The'serial num 
ere removed, of course, and he 
find out where the dealer was 
the machines This same 
aler also reports some between- 
Upper New 


deals England 


+ 


ants, for example, occasionally 


trips to the big city and while 
a buy a Itew 
retailer It's not too 


retrigerators 
another 
Boston, simply because most 


ho have received refrigera 
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an sell them themselves without 


idelphia 


acquired, he = says, 
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ds t 


trouble than writing ar 


Springfield, some smal! 
ilger bigger ones for excess 
it without much success be 


+ 


ere isn't any excess. One 
Springfield dealer Says he gets 


New Yor} 


points offering to buy re 


m letters tf! 


at 


j 
a reasonable pront 


own cost 


Gray Old Philadephia 


distributors report 
ray market activity. One source 

at most retrigerators bought 
sale are going overseas. They 


trom small 


who need capital or from 
s who have bought more boxes 
This distributor de 


30 refrigerators to one builder 


levy need. 


0 didn't want them uncrated. Sus 
lous, he discovered the builder had 
1 read 


y bought enough to fill his needs 
is planning to re-sell the second 
tew phone calls, a threat to find 
in the builder’s new apartment 
, and the boxes came back. 
second Philadelphia distributor 
at recently there has been more 


)3 “fort to buy refrigerators by unau- 


AZO, 
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“orized dealers than there was a year 


‘I wish we knew how they get 
he groaned. Serial numbers 


“re removed and the nine and 11 cu. ft. 


eem to be the most affected. He 


eels that many of the refrigerators 
me trom 


New York and most of 
eem to be headed down South— 
Continued on next page) 
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THE SOUTH 
By Amasa B. Windkam 





HE season of 

has just closed down South and 
merchants are taking stock of the 
situation for summer. Last month, the 
Nashville Electric Service wanted to 
find out just what is the value, in dol- 
lars and cents, of an electric 
TI 


members of the 


electric shows 


show. 


ey conducted a survey among the 
Nashville Electric 
Association who participated 
in the big show held there May 18-22 
and found some pretty goods results, 
An attendance of 


Dealers’ 


30,576 was re- 
the show and immediate 
sales obtained by exhibitors—attributed 
to the effects of the show on the pub 
lic—amounted to $84,272, and a total 
of 1798 good prospects for refrigera- 
] 


Ome 


corded at 


ors, ranges, water eaters and 
freezers were obtained \s a direct 
I Nashville dealers 


figured they sold 152 refrigerators, 119 


result of the show 


ranges, 39 water heaters and 17 home 
reeze.rs. 
Now, for a five day show, this is 


not fodder. But it is indicative of the 
South, In 
figures compiled 

Board showed 


(Continucd n next page) 


appliance sales boom in the 
Chattanooga, official 


by the Electric 





THE MIDWEST 
By Tom F. Blackburn 





EST picture of current Midwest 
B conditions was found in a shop 
ping report that slid across this desk 
recently It revealed that 
tors—which hit their sales peak for 
the year May 3l—could be had for 
spot delivery in 134 stores out of 329 
shopped. There were 1,084 units on 
display in these 329 places. 

In 269 out of 296 stores handling, 
automatic washers could be had for 
immediate delivery. 
546 machines. 
tor type 


refrigera 


On display were 
Spot delivery on agita- 
washers was offered by 289 
stores out of 369 carrying. Stock on 
display numbered 1,165. 


The range picture was this: 238 
stores out of 304 firms could give 
you an electric range right away 
There were 781 ranges on display 


\utomatic toasters could be had in 


159 out of 413 stores, with 490 on dis 


play Irons were offered over the 
counter in 412 out of 456 stores, which 
arried displays numbering — 1,605 
irons 

Mail order check by the N. E.R. A 
shows television hottest item in. the 
stores, with 84 percent of stores re- 


h 


(Continued on page 8) 
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THE FAR WEST 
By Clotilde Grunsky Taylor 





‘ie WEATHER 
provide headline 
West. Hardly had California’s drought 
condition relieved 
Northwest began to suffer from some 


continues to 
news in the 
been when the 
of the worst floods in the nation’s his- 
tory. The electrical industry has suf 
fered along with all others in this area 
The complete destruction of the 
of Vanport, Ore. and heavy damages 
reported from Vancouver, Wash. and 
in Portland itself are just the 


town 


high 


lights. A series of lesser floods has 
plagued all sections of the North 
west British Columbia’s Frazer 
River Valley suffered severe damage 
while in Idaho roads were washed 
away and a number of communities 
flooded Latest reports after almost 


a month of continuing menace indicate 


that waters are at last receding to 
safe levels 
The 


high, a share ot which will have to be 


1 *y lar o . -edinols 
roperty damage is exceeding!) 






borne by the electrical industry. Not 
only were a number of retail stores 


the area wiped out, but some damag« 


was done to warehouses where ele 


trical and household equipment was 
stored. Fortunately the 


distributors in the 


majority of 
Portland area ar¢ 
located on higher ground. Not an im 
portant retail store in Portland, how 
ever, but had time payment customers 
in Vanport and in other areas where 


Where the 


homeless orf 


floods did great damage 
customer was renderet 


worse and the equipment severely dam 





aged or lost, t e is not much to be 
done but to cut the loss. One home 
furnishing store won approval by send- 
ing out prompt “paid in full’ 
to victims on their time 

books. All larger firms will doubtless 
find a generous policy 
to absorb, but 
dealers with considerable losses may 
face a difficult 
with the flood damage. 


notices 
payment 


relatively easy 
some of the smaller 


time trying to cope 


How Much Damage? 


Besides the total loss of some equip- 
ment, other items are damaged but 
subject to repair. There will be a lot 
of rewinding needed for motors on 
washers, refrigerators, ironers and 
vacuum cleaners which have been 
under water for some time. Distribu- 
tors are awaiting with some trepida- 
tion a check of the home freezers put 
out of commission while fully loaded, 

(Continued on page 15) 
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at alt ug the seve 1 t. moc 
ay be more actical, even tor a 
ewly arried couple you cant very 
ten convince a man ust starting 
ousekeeping that over a ten yea 


od the larger size is a better buy 


lm =the is difference between 
e two sizes is important A second 
eded model is the two-temperature 


b These they can sell 
they can get—which indicates that 
msumers are snowme some interest 
eserving ozen toods, althoug 
enough t stay le the stores fo 
ne freezers. Why don't the manu 
turers put the scarce materials that 
r ire now using to turn out u 
Hable treezers imnto retrigerators 
ese ale ‘ Lat vet ‘ 


don't know where to turn.” He pre- 
licts an eventual division into two 
groups those who sell radios, tele- 


vision and records, and merchants of 
dealers will 
ut down on the number of lines—to 
one make of refrigerator, one television 


appliances, Or, he says, 


name, one brand of range 


In Springfield a dealer worries, 
“What the hell is going to happen to 
the radio market? Springfield is in 
the middle on television and nobody 
knows whether we'll get it or not. FM 
is being promoted strongly. The con 
know whether to buy 


sumer doesn't 


now or wait for the ultimate.” This firm 


is a little worried, too, about the sup- 
build up in 
His inventory is down a little 


ply of goods, wants to 
ventory 


1 
trom last yea! 











DISDAINING the traditional spade for ground-breaking ceremonies, Louis C. Upton, 
president of 1900 Corp., takes the controls of a power shovel to signal the start 
of his company’s new $2,500,000 plant in St. Joseph, Mich. Frederick C. Upton, vice- 
The new plant will 
output of Whirlpool washers, ironers, and a new automatic dryer, will add 120,000 


president and treasurer, supervises 


sq. ft. of floor space to existing facilities 


be used for increased 
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an awiul price and they don’t 
vant to work,” he says. The 


age 
lealer is willing to pay a salesman 
vhat amounts to 10 percent the 
gross, he claims, but even m un- 


tried salesmen aren't willing to w 
lor it 

In New York one call for 
results from “ ‘slow-moving 
ries’, especially radio.” Here, too, ther 
is some head scratching over the 
supply of retail salesmen. Per} 
five or six dealers of one large dis 
tributor are worried enough about t 
ECA and the defens« 
gram to want to stock up on mer 
chandise, particularly washers an 
Irigerators, 

\ Washington dealer bewails t 
iact that you can buy television set 
at 20 percent off the list price in far 
too many stores. It’s a direct r 
sult, he maintains, of dealer distrust 
§ manufacturers. They are afraid t 
hold the sets very long because the 
ieel that manufacturers may drop tl. 
‘rice or introduce a new model at 
noment’s notice—thus leaving t 


ett ects ot 


lealer with unmerchandisable | stock 
Plenty of salesmen are available 
the D. C. area—probably partly 


tributable to the outstanding job tha: 
the Electric Institute of Washi: 
has done in salesman training 

This same dealer, incidentally. is the 
nly informant who says lx 
refrigerators. He says | 
been recently receiving as many 
without putting 
promotional effort behind then 


i 


enough 


as he can sell 


strong 


And he doesn’t want to spend pron 
tion money right now. He also 
ports that freezers are selling we! 
which puts him in the same hap; 
frame of mind as the Philadel 
dealer who moved 100 last mont 


In Washington, believe it or not, they 
have been having sales on meat. Ac- 
cording to reports you can get a good 
grade of beef during a sale fo 
cents a pound, It sounds too good 
last and the consumer, who probably 
thinks the same way, rushes out 
buy a freezer and stock up on meat 
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Scheduled Meetings 


WESTERN SUMMER MARKET 
Western Merchandise Mart, San Fran- 
cisco, Calif. 
August 2-7 


1ST WESTERN PACKAGING 
EXPOSITION 
Son Francisco Civic Auditorium, Calif 
August 10-13 


1ST ANNUAL ALL-ELECTRICAL 
EXPOSITION 
So. Calif. Radio & Elect. Appliance 
Assn 
Pan Pacific Auditorium, Los Angeles 
Calif 
August 20-29 


MIDWEST ELECTRICAL 
EXPOSITION 
Nebraska-lowa Electrical Council 
Ak-Sar-Ben Coliseum, Omaha, Neb 
September 14-19 


ELECTRICAL HOME APPLIANCE 
& TELEVISION SHOW 
Electrical Appliance Dealers of Del 

aware, Inc. 
Hotel DuPont, Wilmington, Del 
September 16-18 


NATL. TELEVISION & ELECTRI- 
CAL LIVING SHOW 

Chicago Electric Assn. 

Chicago Coliseum, Ill. 

September 18-26 


NATL. LIGHTING CONFERENCE 
illuminating Engineering Society 

Hotel Statler, Boston, Mass 

September 20-24 


CANADIAN ELECTRICAL MERS. 
ASSN. 

th Annual Meeting 

General Brock Hotel, Niagara Falls, 

Ontario 

Sept. 30—Oct. 1 


4TH ANNUAL PACIFIC 
ELECTRONIC EXHIBITION 





SPEAKERS’ TABLE at LA dealers’ conference. Left to right: Bob Cockfield, 
LA Dept. of Water & Power; standing, Bill Cranston, president of Thermador; D. C. 
Culbreath, association treasurer; Howard Burdick, Dept. Water & Power. 


Los Angeles Sales Conference 
Discusses Dealer Problems Today 


Industry meeting sponsored by 
Southern California Bureau offers 
practical suggestions for the trade 


last + shay Vest Coast Electronic Mfg. Assn 

or ae ; liltmore Hotel, Los Angeles, Calif 
— Sept. 30—Oct. 2 

get a g , 

sale tor 2/ PORCELAIN ENAMEL INSTITUTE 


too good 


th Annual Forum 


ho pr ) Biniversity of Hl, Urbana, Ill. 
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up or 
NATL. FARM ELECTRIFICATION 

CONFERENCE 

Congress Hotel, Chicago, II! 
November 17-19 
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al 
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he Southern California tions. If each of the six stations in 
trical Apphance Assn the area does a good show, the others 
ads mucl iffer i tin ay ol ill try to top it, he reasoned. 
lown-to-eart] solutions 
Staves ik tetas Willies Broadcasting Problems 
maging «director 1 the 


ed off with preliminar 
the 400 people gathered 


bassador Hotel in Los Ang 
he annual industry-wide 
\sso lation resident Ml: 


Wells came forward wit 


hout the functions ot the 


ec orgamzation has no intention ot 


otecting individuals 


at, said Mr Wells It 


igned as a policing organiz 
is a promotional one 

Mr Wells ther mn 
activities of the association 


“Magi ot Electricity 


al, F M engineering 
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" it yrvie ele Is! 
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Television Views 
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( Oxford of KFI Mi a 
tations, said the ave 
man has beet c 
wich. The public expect 


vhen it buys an automobi 


good programs when it buys 
and the same will be true of 


The present type of programming 
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not provided sufficient inte 


public Pelevision, 


supported commercially un 
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Donald Piper as master of cere 
tnomies for the meeting introduced 
William |. Beaton, president, Southern 
Calitornia Broadcasters Assn. lf 
dealers are to sell more sets they must 
eet more listeners, Mr. Beaton said 
He strongly urged dealers to get 
more sets in the homes so that eacl 

Wy member can listen to a different 


station There are 47 stations in the 
area so listeners can have a great 
aricty of choice in programs. With 


¢ population growth in this area 
likely to approach New York in a few 
1 market for new sets should 


be hig, he said 


Distribution Problems 


Bill Cranstor esident of Therma 


Klectrical Manufacturing Co., Los 
1 re 


\ngeles, pitch xt with a humorou 
wut hard-boiled talk to his audienc: 
There are nine times more people 
listribution than in production. The 
reason for it 1s human nature. It 
nice theo said Mr. Cranston, t 
ays to eliminate the distribu 


ganization and cut down wast 


ul as ng a OD LE vant a O1ce 
ind selection it takes a ire rgan 
ization to supply it 


He pointed to the manufacturers as 


} 


wing able to get the last ounce out of 


the machines they use. They buy new 
machines to meet their competition, to 
ncrease production, and where pos 
sible to lower cost. In selling, he said, 
it works in reverse costs increase and 


nothing much can be done about it, 


excent on a small scale If rentals are 
too high a dealer can trv to tinl a 
cheaper place to rent. If his staff 1s 
not geared for selling perhaps he can 
educate and change it. Government 
tax eaters take the biggest cut in 
listribution. Most of this money, lx 
said, goes to those who say the dis 
tribution is all wrong, and thus add t 
the cost of It. 

“Don't vorry about the chain 
stores,” Mr. Cranston said. “The hell 
with them. I] say that and I sell a lot 
to them. They will sell a lot of mer 
chaniise, all right, but there are still 
plenty of people who want to do busi 
ness with you because they like you 
Why on earth should anyone cut 
price? Just from a matter of figures, 
if you cut your price 10 percent you 
will have to do 50 percent more volume 
in order to get the same amount. If 
you cut 50 percent you have to do 120 
percent more volume.” 


Load Building 


Robert H. Cockfield, Los Angeles. 
Department of Water & Power, said, 
“If you don't you can’t,” in answering 
to the question, “Why keep on build 
ing load when there is a power strin 
gency?” Selling now is preparation 
or the future. The department, | 
explained, has carried on missionary 
work for each new product until it 
can stand on its own feet. Wiring 


1¢ 


allowances may be reduced, said Mr. 
Cockfield, because of the general a 
eptance of electric cooking Ade 





quate wiring will be promoted to 
crack the bottleneck of future load 
building Water heating will be 
pushed, home freezers given some 

elp, and electric bed coverings 


strongly promoted 
All-Electrical Exposition 


The big All-Electrical Exposition 
vas next previewed by Paul R. Bueh 
er. | co J Me yberg >... Los Ange les 


lo be held at the Pan Pacific audi 
torium in Los Angeles August 20-29, 
the show is commercially guaranteed 
rom space already assigned. I'red 
labery, manager of the show for the 
electrical industry committee, was 1n- 
oduced by Mr. Buehler. According 
to reports, military forces will have 
adar and other electric equipment o 
lisplay. The Atomic Energy Com 


sion may evel exhibit 


Advice for Sales 


(losing the meeting with a suwnimary 
i the comments made previously about 
the poor salesmanslup of the present 
time. Ralph F. Yambert, sales cou 
elor asked \hnoO Was responsible 

e attitude of salesmen. He indicated 

it un al Bradstreet reports 
ow more failures :n recent mor 
Surveys show that failures are s 

lue to economic conditions surrow 


ne a business but can be attribute 


ick a skill n undling it r 
Voit a ( Ca gs . 
) 1a ¢ ite of 4,000 
+ « ent increase If 
mice 194] e advise i 
m ot nt é \ 
VIC ( urge ese 
es istomers ( 
business come ) 
n and women ¢ ise the 
ct tne ig¢ and Ww i 





tressed the need of regular meetings 
ith the sales and office personnel, 
isking for their help, and telling them 
iat is expected of them. It takes a 
long time to effect the consciousness 
of the public, Mr. Yambert said, ar 
it is a job that must be done. 
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OFFICIALS AND GUESTS at IEEDA meeting in Spokane were: Bob Wilkinson, 
secretary; Howard J. Emerson, ELECTRICAL MERCHANDISING; Dean Pulsifer, 
Westinghouse Electrical Supply Co., Seattle; Frank Tool, Washington Water Power; 
and John Boothe, president of IEEDA 


assoc 


Give Extra Service In Selling, 
Pulsifer Tells IEEDA Conference 


PAGE 


300 dealers at meetings in three 


cities; gray market problems probed 
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i et \ t i iu 
ete t eT y worl ylLIs¢ 

‘ ‘ I te ‘ ‘ l attit ile 

, tie leale and = sale 

el \ wn mqu y nd to the 

t ‘ annclise to the 
i memor 1 tags a 

c the thoroug study of manu 
acture terature Use a retentive 
en \ t keep this knowledge on 
and tor instant and effective use 

Learn to associate ideas so one will 

iutomatically suggest another learn 

ir sales story in such a logical s« 


prospect interrupts 


yur story with some question you can 
| 


go back and pick up exactly where 
mu lett off 
“Selling will require good house 


kee ping The cleanliness and neatness 
of your merchandise, both in stock and 
on display, is indicative of your state 
\uthoritative 
established that 87 percent of all pur- 


of mind surveys have 
chases are based on visual appeal. 

Make it a habit to interest yourself in 
your customer's desires. A good atti 
tude is contagious, it expands, crowd- 
ing out minor irritations before they 


importance. It will 
help you say the right thing in the 
right way at the right time.” 


grow to major 


Featured at the Spokane conference 
was the first of the “Consumer Pan- 
els” which have been instituted by the 
IEEDA group. Housewife members 
of the Spokane Federation of Wom 
en's Organizations attended the meet 
take part in a round table 
discussion of the present methods of 


ing to 


displaying and selling appliances. 
During floor discussion late in the 
meeting one dealer asked the Associ 
ation to condition in 
Spokane and other eastern Washing 


consider the 


name brands of 
sold by retail 


ton towns whereby 


appliances were being 


outlets not holding franchises for 





those brands. He claimed tl thes; 


dealers were receiving name brand 
merchandise, particularly ranges ay 
refrigerators sometimes in carload los. 
when the local franchised n ants 


were receiving only the small dribble: 


that came on their allocati He 
said that he believed the Associatic; 
should warn prospects in that area 


that this merchandise usually carrie 
no guarantee and that in many cas 
the serial numbers had been remoye 
from the appliances. 

John F president of the 
Inland Electrical 
\ssociation acted as chairman of th 
Spokane meeting, at which member, 
from the Big Bend, Coeur d'Alene ay 
Spokane chapters attended 


1 
Be vothe, 


Empire 


NERA Installation Meeting 
Probes High Cost Problems 


Suggests work pooling, hiring of installa- 
tion specialists, use of hourly-rate plumbers 


P' MOLING. of installations, having 
an installation specialist within the 
dealers’ organization, and tying in with 


bor-plumber were some of the sug- 


aida 
gestions advanced to alleviate the high 
ost and un ertainty of getting major 
appliances into the customer's home, 
given by a group of retailers, manu 
contractors and 


utility representatives invited to par- 


facturers, electrical 
in Chicago in 
May by the National Electrical Re- 


tailers 


ticipate in a conference 
Association 

round 
table was devoted to actual wiring and 


The morning session of the 


plumbing problems, and it was gen 


erally agreed that there was great 
need for educating both the dealer and 
the customer on adequate wiring 
Selling something you can't see” re 


quires a real selling job, and this is 


ecially true on new homes. Ade 
juate Wiring is cap job once pal | 
and for all time, while ina lequate 

ng proves a stly one when addi 
tional a ance ind equipment are 
needed he architect and building 
mitractor also need to be reached in 

t educational program, as is the 
lumbing contractor who is advised to 


plumb ahead” to provide for future 


Work Together on Wiring 


kor appliances that have to be wired 


in it was thought the dealer, electrical 
contractor and local utility could get 
together, turning over to the contra 
tor specializing in that type of work 
all such installations, thus making for 
\s there is a variation of 
10 percent or more in labor rates it is 


lower costs 


difficult to establish a national average 
price for such installations which must 
necessarily be 
(one 


governed by local con 
participant in the dis 
cussion advocated the large electrical 
contractor as being better equipped to 
do a better over-all job at lower cost, 
and cited one 
who had 


ditions 


group of contractors 
joined and specialized on 
range installations. 

Here a plea was made to the manu- 
facturer to furnish ‘better tools’ to the 
dealer in the way of charts, legible 
diagrams showing how appliances 
should be wired or plumbed in, and 
not to concentrate on literature giving 
the glamor story of an appliance. 


electric 
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specialist within t 


with product 


An_ installing 
dealer's organization, 
knowledge to do a good job, trained 
wiring by a utility, was another sug 
gestion offered, as many new apy 


| 
ances are appearing on the market 


which the dealer must sell, install ar 
keep in good operating order if he is 
to keep in On the othe 


hand, for the smaller establishment 


business 


might be feasible for several retailer 


to jom in furnishing work 


particular electrical contractor 


Plumbing 


For appliance installations 


quire the services of a plumber 
felt the 


ested only in the 


small laboring plumber 
hourly rate at 
having merchandise to sell, w 


the logical approach to this part 


nstallation problem. The large 

ing contractor is not intereste 
, ' , 

ing in vit this work, 


plumbing organization whi 
Here too 


plumbing 


merchandise to sell 


be possible to pool 
tions, handing the work ove 
man or group of plumbers wv 
all dealers in at 


distributor 


handle work for 


One large city 


tractor plumber who does all insta 


tions, using his own truck 
he carries plumbing fixtures 
plies, and he has the privilege ot s 
ing the customer new plumbing wa 
at the same time. Another dist 
has a contract with a plumber 
stall appliances at a flat rate, maki 


adjustments in cases wii 


plumber doesn't break even on the f 
rate 
Restrictive City Codes 
The afternoon session of t 
ference was devoted to w 
means of lessening restrictive CO 


In some cities regulations r 
rigid conduits have made rai 
stallation costs prohibitive, at Is 
the loss of many range sales I 
Association is in full accord with ™ 
provisions of the National Electric 
Code, however, employing all 4 
proved methods and materials, 4" 
suggests that this be used as a meal 
of working to have regulations 4! 
codes eased to permit less expems! 
wiring. 


MERCHANDIS! 
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FOUR TO ONE: Frank Sinatra (left) and Edward Wallerstein, board chairman for 
Columbia Records, demonstrate the new long playing Microgroove record. Mr. Waller- 


within t stein holds one of the new Vinylite disks, representing about 27 minutes of playing 
t! ro time, while Frank shows the conventional four-record album which contains the same 
», traine music. The new records are claimed to be free of surface noise and to give high 


nother sug-§§ fidelity. Between the two men is Philco’s $29.95 reproducer for the Microgroove records. 


or Columbia Announces New Records 
«si Playing 222 Minutes Per Side 


aie Philco markets special phono- 
uber. it graphs to play 33-1/3 rpm discs 














imbsx 
A mogra eco stration, the M groove records 
. ide its first move last mont unde the direction ot 
re eract the growing thre | na ect t el 
n by wire and tape re arcl and levelopment 
sales advantage the latter sroadcasting System, of 
¢ q md rec 1} is Dee the la Xe rds is a sub 
hing t minutes to one hou duration of sidiar\y The vill retail for $4.85 for 
time is opposed to three i 12-inch and $3.85 { a 10-inch Mas 
e t to tou minutes tor convet terworks record ‘opular music 10 
S On June 18 ¢ unbia nch dises will cost $2.85 \ccording 
It antl Philco Corp to Columbia, the prices represent sav 
ca it a new Yorl press meet ngs as high as 62 pe ent over con 
T LP (long playing ) Micro ventional re rds 1 because so 
ire ve records at i line of Philco much more can be e] by one Mier 
vileg il i the groove ecord 
umbi liscs, capable ot aying tor Edward Wallersteit Columbia's 
er dist t#-) minutes per side in the 12 inch urman of the board, en isized that 
lumb t il 13 minutes per side on the 10 the new records would result in great 
rate . space savings for collectors, inasmuch 
W Special Pleyace Mendes as ror agen — Le italog of 101 
vel records can be stored in little more 
e demonstration James H than 15 inches of shelf space as com- 
vice-president in charge of pared with over 94 inches for the same 
Codes tion for Philco, announced that works on conventional records He 
n of t new players would be mar described the grooves in the new rec- 
bce t both Philco and Columbia ords as being only three-thousands of 
trictive ! The new 1949 line of Philco an inch wide, making it possible for 
ions = requirit -phonographs, he said, is de- the pressing of 224 to 300 Micro- 
ade range éned to play both the new Micro grooves to the inch as compared with 
ve, al aus ve and conventional records and 85 to 100 grooves to the inch on 
ge sa I els contain a standard tone arm in regular records 
ccord with t _— to the featherweight tone arm Planned in 1939 
onal Electri¢ e-h of an ounce playing pres 
yying all ange d stylus necessary to play Columbia began planning, said Mr 
mate! anm'‘rogroove records. A special player Wallerstein, for the new records in 
sed as a meat@#achment for the new records, which 1939. “For many years we have been 


egulations a be plugged into radios or radio- experimenting with new systems. We 





iphs, was announced at the re knew that when great symphonies were 


= 


less 








of $29.95 played on the phonograph there was a 






} 





i's contribution to the dem distinct drop in listening pleasure 
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when the record ended in the middle 
of a movement and had to be changed.’ 
He revealed that film, tape, wire 
recording, 16-inch transcriptions, and 
other recent systems were investigated 
before the LP Microgroove system 
was adopted. “Finally,” he said, “we 
decided to concentrate upon the de 
velopment of a record which would 
combine all the long playing qualities 
of these methods and, at the same time 
improve their fidelity of reproduction 
ease of use, and, above all, enable them 


to be markete i price tat wer 
than any of the aforementioned s 
tems.” 

Mr. Carmine declared that Philco’s 
inventions in reproducing the new 
records would be made available to 
other manufacturers. If Philco’s offer 


were accepted, and other record manu 
facturers were to copy Columbia, 
might well mean that the long-awaite 


“important ne development” in the 


radio-phonograp! field would become 


reality enough to bolster sagging sales 


FM, Video Will Keep Volume High, 
Balcom Tells RMA Annual Meeting 


Radio is still a billion dollar 


business, says re-elected head 


The radio industry will stay at the 
billion dollar level achieved last year, 
despite a decline in the output of 
standard radios, largely as a result of 
increased production of FM and tele 
vision, Max F. Balcom, president of 
the Radio Mfrs Assn., told the or- 
ganization at the conclusion of its 
recent annual meeting in Chicago 

He predicted that television receiver 
output in 1948 will total between 600,- 
000 and 750,000 units, as compared 
with the 175,000 sets made in 1947 

‘The industry is facing the fact that 
the manufacture of high priced radio 
sets is now on a reduced quantity basis 
due to the greater impetus of televi 
sion,” he said “Also, the greater 
interest in FM _ will without doubt 
replace part ot the previous \M prod 
uction However, with the growing 
output of television and FM there is no 
eason why total sales volume in the 
radio industry cannot continue at the 
same high level attained 
vear 1947.” 

Mr. Balcom warned that the indus 


must be prepared to fulfill military 


during the 


needs—needs which might cut down on 
induction for consumer use and would 

result in government controls 
Speaking of a return to normal com 


tition, Mr. Balcom said, “We now 


ive an Ove! produ tion of table model 
\M receiving sets FM set produ 
tion was below its early expectations 
while television receiver production 


Vas in excess of industry expectations 


early in the year 
Production Peak Past 


Corroboration for Mr Balcom’s 
redictions was implicit in the remarks 
Paul Galvin, chairman of the RMA 
set division and president of Motorola, 
who told the group’s opening session 


prod 


that, “Probably the peak of unit 
uction is past and will not be up as 
igh this year (as last) but the in 
creased dollar volume of FM and tele- 
vision receivers should largely fill the 
gap of the industry’s lower unit vol- 
ume.” 

He reviewed the activities of his 
division during the year and disclosed 
that almost $100,000 had been spent 
on var1ous industry promotions, in 
cluding “Radio in Every Room 
Radio for Everyone” campaign and 
National Radio Week. Radio Week, 
which this year will be observed the 
week of November 14-20, is jointly 
sponsored by RMA and the National 
\ssn. of Broadcasters 

Climaxing four full days of business 


sessions were the elections which saw 


Max F Balcon e-installed as presi 
dent for his second tern lwelve 
directors were also re-elected. Among 
new division chairmen named was 
George M Gardner, president of 
W ells-Gardner & Co., Chicago, as 
chairman of the set division; A. D 
Plamondon, Jr., president of Indiana 
Steel Products Co., chairman of the 
parts division; and T. A. Smith, RCA 


Victor, chairman of the transmitter 


division. Mr. Gardner succeeds Paul 
V. Galvin, president of Motorola, In 


Funds Appropriated 


The association voted not to spon- 
sor or endorse any public or trade 
shows of radio or television receivers 
and member manufacturers are et 
joined trom exhibiting at such shows 
unless they are approved by XM \ 

New industry promotion programs 
for which funds were appropriated 11 
clude: National Radio Week, $15,000; 


four additional Town Meetings of 
Electronic Technicians in Chicago 
Bost Los Angel and Atlant i 
brochure scho 1s¢ 
$12,000 


Appliance Sales Make 
Gains in Chattanooga 





Except for expected seasonal « 
eption ea eve tv pe ta 
i ¢ ( | 11 ( i i r 
area mace substantia gall g 
April, the Elect ower Board i 
morted ecentl'\ 

Refrigerat 1¢ achieved a t 
tal of 788 in March, took a jump t 
OR4 Home freezers went from 17 to 


42. Electric ranges bettered the Marc 
score of 602 with 688 in April. Water 
heaters went fron 273 to 392: radios 
upped their total from 493 to 545; 
toasters, percolators and waffle irons 
scored 375 as compared with March's 
311; irons improved from 341 to 350; 
ironers jumped from 33 to 58; clothes 
1 from 441 t > 
ers gained four units over the Mari 
total of five. 
Evidence that summer is here was 


' 1 : 
washers leape drv 





provided by the record of portable 
fans, jumping from eight to 30. Dish 
washers made a small gain of fou 
units to an April total of 22. 
garbage disposals and sewing ma 


Pumps, 


chines exactly held their own, wit! 

five, nine, and 90 units respectively 
Total dollar value of all domesti 

) 


appliance sales for April was $76 
an , . 


779.21 as compared with $681,099.32 in 


March 










Discounts to Utility Employees 
Discussed at N.W. Power Meeting 


Both 


sides 


presented in no- 


decision talks at Victoria, B. C. 





\\ i 
a 
al « ‘ 
ed by the M la 
ile Jealer-( tra Bu 
t est Light & P 
| a< 1) ‘ ‘ 
g it ect la 
\ 1 i ( \lt 
4 Ca t ‘ 
aie t tie \s it 
1s ) 
en 
( ecte to i ‘ ( 
wtilities ive < 
i lis ne 
Employee Discounts 
At the bureau meeting esick 
Dean Pulsifer, Westinghouse 
Suppl o., Seattle, a utility 
ire bet e the war, whe 
triitie ne andised appliances 
‘ ees of the utilit ere al 
n electrical applia 
tility supplying the ¢ 5 
Now that the utilit 
tock appliances, the « 
t t t c ] al etalk 
t ey expect a Ss int 
eel that, as al treg 
t lustry, tl ret 
int Many utilitic et is the 
crore Wa that n 
yu be el irage al 
ele + 1 go d il it 
trie iM ec a i i 
t t T a vil 
tril area 
tility rie i 
t i \ ess-tha ist Se 
tilitv en ve 
t t te ad bu 
but that ea 
( lor the cal t 
t t ig ith r 
electrical a anice 
( uid lL) B Li i 
i , & Light yuld 
‘ i i t 





promotiot W. I Chrailkill ot Was 


Power, after reciting the 


company had encoun 


ficulties his 
king out an employee dis- 
western 
said that if the utility 
valuable that its 
the utility 
dis- 


mt policy with dealers in 
cau Washington, 
\ss elt 


that it was so 


Se inployees buy appliances, 
should consider sharing in the 


mt with the dealer. 
A Warning 


t Representatives of the B. Elec 
ric, Vancouver, said that when the 
ompany went out of merchandising it 
adjustments in that 
expected to cover lack ol 
Two more 
presented when R. B 

ve ontractor of Portland, 

Lele that his industry might 
vat employees justified in 
electrical 


noli 1 
. made saiaries 


were the 


liscounts problems were 
Lane, electrical 
Ore., said 


that its 


seeking 


feel 
were 
liscounts, and an publica 
editor reminded the group that 
we egardless of how the industry settled 


a tion 


would be 
working 


policy 


it the problem, soon there 


rut liscount houses and brokers 


itside any controlled discount 
To Prepare for the Future 


general sessions of the two day 


Phi The 
t brought 


hnivention 


trom 


states 


speakers 
sections of the United 
appli- 
otten 
vould 


tunities for selling 


Nort! 


power: 5 


a Cl alice mi othe est, now 
ortages, 
long, it was indicated 
(;rauer, 
ent of B. ¢ Electric vho described 


e efforts of the Northwest 


ed and ade 


presi 


Powe 


~ mit thre building u ot 


surplus 


1 
elimination 





DISCOUNTS for utility employees should be an arrangement with local dealers, 
not handled by utility purchasing agents who cut off the dealers, said D. B. Leonard, 
standing, of Pacific Power & Light, at committee meeting of NWL&P Assn 
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SITTING shirt-sleeved around a T-shaped table in Mt. Clemens, Mich., Ironrite - 
Ironer Co.’s regional managers recently held their mid-summer sales conference, 
planned for “shirt-sleeve selling.” Meetings were conducted by general sales man 
ager Hal Biddle, seated at head of the table, wearing bow tie. 
Maloney Electric Co. of Canada, and dealer, the manufacturer and th 
resident of the Canadian Electrical tributor, must look to this larg 
Manufacturers Assn.. discussed the potential market, he said, but also th: 
role of the manufacturers in trying to utility. The development of the 
meet the unprecedented demands for placement market will be the basis j 
generating and distributing equipment, strong retail selling organizatior 
and he emphasized how the manufac which will be necessary to every utili 
turers had to rely on distributors and vhen the time comes again to spons 
dealers tor practically all contact with more uses of electricity, to build mor 
the consuming public load through the greater utilization What 
Che importance of the replacement electricity and through the introduction try nee: 


market tor electrical appliances in the 


iuture economy of the electrical in 
lustry was outlined by Howard J. 
Emerson, Associate Editor, ELECTRI- 
LL) MercnaNnptsinGc. Not only the 


Universal Launches $70,000 et 
Retail Sales Training Plan ca 


of new appliances. Utilities can help specialty 
the dealers develop the 
market through their advertising andfEari Ge 
promotion campaigns and through thefij Bendix 
efforts of their 


replacement figram « 


dealer contact met 





S al 
fit t 
eale 
Takes steps to see that oe 

all dealers receive education cloy 

ite 
t o 

When Lande Frary & Clark an ut and mailed to Universal _ 
uunced a $70,000 sales training pro every meeting with dealers, a 
am tor distribute and dealers it sign the cards 8 
ilso announced plans to make sure that Backbone of the rain ve 
the program would work gram, said Mr (ashman, : ‘ae 
According to W. |. Cashman, di listributor’s training manual w a 
ector of promotion and publicity, contains all information necessary : | 

Universal took these steps to make onducting a complete training meet ig 

sure that distribute vould “create m any one ot the Universal subject : 

militant competitive selling among Dealer manuals, which contains ; 

their retailers’ jects covered by each of the slice films 4 7 o 

1. Both dealers at distributors are are also available According M “f 
constant contact with factory ex- Cashman t ere is sufficient ate rae 
utives to indicate "\ ether deal a —— Be eee meeti n at 
as been contacted fur training and ot-mapendbedbor Baie stir = Nor 
at the results of the traimneg were pends on carers orgamizatie e Pr 
2. Each distributor appoints a tran program in the field. Sales climics | i -o 
ing director, whose name is torwarc listributors started at Bostor Mas NEV 
to Universal for registration trekked to New York, Philadel Vealer 
3. Full responsibilities for arrange \tlanta, Memphis, Dallas, ns D. | 
ment and conduct of training meetings —_ Franc vs Chicago, an : Los 
are laid on distributor salesmen who —_ \Ithough Universal a 7 H 
¢ themselves first trained in con luct ip spy will — been — ‘ A ; 
of the meetings by Universal district all dealers by October, it anticipa ro. 
cnsusdntiniines ontinued use of it to counteract ie 
4. Distributors assign retailer mect SONNE: turnover ms Teta! Orgs orni 
ing schedules to salesmen by terri tr, v 


tories. .\ complete list of such traini 


meetings must be forwarded to Uni 


versal 

5. All meetings scheduled in a dis- 
tributor territory are listed with fac- 
and a_ weekly 
report of meetings conducted, results, 


tory representatives 


etc., is furnished by salesman to his 
training director. 
6 \ meeting report card is filled 
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Utility Will Call Se 
Itself “Calapco” Applia 


rom now on the popular name 
Central Arizona Light & Power ' 
will be “Calapco.” The utility staff # D. 
busy working on radio and newsP4)@iRalling 
advertising to promote the plingiera|) 
name of Calapco to the publi KY Ope 


ICTR 








Only 26 Percent of U. S. 
Farms Run by Tenants 


Cleaner in Every Room? 
A Good Idea, VCMA Told 























































































GERMAINE: “Train the salesmen.” 





lronrite 
nference 
les man 










JOHNSON: “Save the dealer's credit.” 


Trained Salesmen Big Need, 


panizat 


very uti 

to spons 

build m 

ilization What the electrical appliance indus 
ntroducti try needs most right now are trained 
's can he ecialty salesmen and a sound pri 
eplacementJeram of scientific selling, declared 
rtising a | Germaine, sales manager of the 
hrough t lix Division of Leo J Meyberg 
tact met Los Angeles, in an address be 


the Pacific Zone Convention © 
National Electrical Wholesalers 
jation at Sonoma Calif., Jun 
and 4. “There is a need ior 
ned specialty salesmen who cai 
slate appliances into their end use 
can understand the custom 
ls and show how these appliance- 
fit those needs,” he said 
ealers must make more effort t 
ate under a planned selling pre 
w reminded them. They must 
y» visual merchandising to 
iter degree to improve closing at 


nu sale Planned advertising 


grams that sell end results, use 


r saving—not things, must be «ce 


en 
ve other speakers vere ont 
~ day program that brought 21! 
oune¥ esalers, manufacturers and guest 
sunceglle the 11 western states to the 
rsa mm Mission Inn in the seclucd 
a ty of the Moon. From New Yo 
nce Chas G., Pyle, managing | li 
ti , tor of NEWA, to speak on “Ele: 
dit yp eeical Industry Interdependence” 
“ear ge P. Davis, general manager © 
axe Lorenz Co., who was preventec 
— attending because of floods 
- Northwest, provided a paper on 
nes . _ Problems of the Small Whol 
roston, Mase. Which was read to the grou 
* NEWA secretary R. A. Balza: 
;, : aler Credits” were discussed b 
— Johnson, secretary-manager ot 
Dasa os Angeles Credit Men's Associ 
exe Howard J. Emerson, of Eve 
— AL MERCHANDISING, reported on 
" : Replacement Market for Appli 
itt es’. “The Power Situation in 
—— mia” was analyzed by O. R 
vice-president of PG&E 
Saving the Dealer's Credit 
pliance dealers can be saved from 
al credit situations by the help 
ular name ven by well organized and managed 


& Power ' lesaler credit departments, said 
utility stall D. Johnson. He said that th 
and newsPér@Rulling of dealers’ credits would 
the I 


; publi 





allel the way an insurance com- 





erates: 









HAND ISI 





al Pacific NEWA Convention Told 


Pho ap Scientific selling also important 
to meet needs of buyer’s market 


1.) There should be an initial ex 
amination by the distributor's credit 
lepartment, an examination whic! 
establishes the “life expectancy Oi the 
account”. 

2.) There should be “recurring ex 
aminations” to keep the credit account 
healthy—a form of preventative medi 
cine 


3.) There should be a “clini 
vhere the dealer can be helped iv: 


nunor credit ills 


Help Wanted 


Pressure by manufacturer and cus- 
tomer for extra services is whittling 
lown the profit margin of the small 
vholesaler, according to the paper sub 
mitted by George P. Davis. Other 
problems are the manuiacturers’ dis 
count periods which do not agree 
with the normal billing periods of the 
wholesalers. 

To help the small wholesaler and 
to assist him in his vital job of distri- 
bution, Mr. Davis said that the manu 
tacturers can do several things. They 
an provide better packaging, wit 
more practical and complete descrip 
tions understandable to the type of 
customer that patronizes the small 
wholesaler. They can provide mor 
advertising of a nature that will keep 
the goods sold 

In return, the small wholesaler can 
improve his own position by buying 
in more efficient amounts to help the 
manufacturer streamline his shipping 
operation. He can catalog the prod 
ucts he handles and make more use ot 
the sales material which the manu 
facturers provide. He can improve his 
selling by taking the manufacturers 
story into every corner of his terri 
tory—"“beating the bushes, not just 
shaking the trees in his own neighbor- 
hood.” 

\ basic precept of electrical inter- 
dependence must be the recognition ot 
every employee as an individual and 
as a valuable part of the business, 
said Chas. G. Pyle. We must get 
every employee to firmly _ believe 
in himself, in the company he works 
for, and in the industry of which he 
is a part; then, and only then, car 
this employee become a_ voluntary 


salesman selling the country on the 


greatness and the value of the electrical 
industry. 
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In a study of farm ownership, the 
bureau of agricultural economics states 
that last yeal onl 26 percent of the 
jation’s farms were tenant-operated as 
ompared with 31 percent im 1945, and 


42 percent in 1930. The survey also 


shows the percentage of leased tari 
land declined in the two-year period 
1945-47, from 39 yx ent oO: i lari 


| 
land to 38 percent 


Che fact that many former 


lave not ctu ned to iarnine = since 
the war is probably attributed to the 
continued Chalice lor wort CISC LIeTE 


and the fact that fewer farmers are 
needed as technological improvements 
are made in agriculture. On the othe 
hand, many families whose netnal 
income 1s from other occupations have 
bought small acreage in the country 
that are counted as farms by the 
ensus 

Che greatest drop in tenancy, the re 
port continues, has come in the South 
Onlv in the West did tenan.. operate 
a larger share of the land in 1947 than 
in 1945. About two-fifths of the World 
War II veterans operating tarms in 
1947 were tenants, but only 5.9 percent 
ot all farm operators are veterans 


1,798 Prospects . . 


Charles Strawn, midwest sales ma 


ger for Admiral Radio Corp., thinks 
the Vacuum Cleaner Mfrs \ssn 
ould very well take a leaf from the 


Radio Mirs Assn.’s sales book and 
romote a vacuum cleaner in ev 
oom 

Speaking at the recent meeting of 
he cleaner group in Cleveland, M 
Strawn said he saw no reason why 
leaners should not be sold on. the 
~ame personal basis as radios Fath 

e said, could use one to clean the 
ar. Daughter can use one to dry het 
alt lumor can clean up lis room 
after the gang leaves 

Even without such widespread buy 
ing, the cleaner industry is currently 
elling 4,500,000 units a year, the A 
sociation reported, a total by far the 
ighest in the industry's history. Jo 
seph H. Nuffer, president of Air-Way 
Electric Appliance Corp., and presi 
lent of the 
the meeting. 

Phe Association vill celebrate its 


\ssociation, presided at 


35th anniversary with a special meet- 
ing in September at the Homestead, 
Hot Springs, Va., where it also ob- 
served its 25th anniversary 





. . AND 341 MAJOR appliance scles resulted from the crowds who attended the 
recent five-day Electric Show held in Nashville, Tenn. Total attendance was 30,605, 
many of whom visited this typical booth, arranged by Ideal Appliance Co. 





~~ 


sat | 


more of It/ 


FEATURE ATTRACTION at the exhibit of Nashville Electric Service was a G-E 
10,000 watt light bulb, which, turned on every 15 minutes, had crowds gasping at its 
brilliance. Chairman of the Show was W. D. Hall, sales promotion manager for the 
utility, assisted by R. F. Linsert, advertising manager. 
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THE MIDWEST 


(Continued ) 
Call the Plumber—Anything 





Many dealers, particularly in Atlat 
a and Birmingham, were working on e 
e sale of electric dishwashers and porting showing no inventory, and 7 
sold in the last month by the average 


iutomatic laundries, but fought a los . : 
firm. Garbage disposers are in a good 
' 





the plumbers One 
expressed the be- position, as are clothes dryers. 
lief | ould triple his sale of disl : 

sig elle ; , A Play for June Brides 


vashers and disposal units except for 





ation charges were Best timing of advertising again 
lor on Saturday night goes to the chain stores. Everybody 
at mixers are the great gift 
Nobody but the 
chains cashed in on publicity on this 





knows tl 





His books showed plumb 
arges running from for June brides 


an average Ol ap 





each installation point. In fact the “Thriller Days” 





Easy Does It 





EACH WEEK throughout the summer, women employees of dealers of the Thiele- 
Winslow Co., San Antonio distributors for Easy ironers, will go to three-day ironing 
schools in this inviting setting. Mrs. Stella R. Nicholson (third from left) home 
laundry instructor for the distributor, gives each pupil three days of schooling—all 
expenses paid. Before and after school, swims are taken by the pupils. Homer E. 
West, Easy sales manager for Thiele-Winslow, believes the schools will enable dealers 
to increase ratio of Easy ironer sales to washer sales 











e big industrial cities supplement in the Chicago newspapers 

! ve appliance dealers where a big chain plugged agitator washers 

e hair rt and the dealers haven't it $85, ironers at $149.95, insulated 
figured out anything they can do about tub washers at $129.95, and gas ranges 
t it $81.88. It was right on the nose 
for timing ane lot o "seiness a« 

Telotewers Rising oat ning and a lot of busine wa 

Television draws neare Towers The trade-in market is still about 
ive gone up in Atlanta, Birmingham 1 in &, because families have friends 
and Houston and are being considered vho will take the old models off their 
Dallas, Miami, New Orleans and hands for more than the dealer can 


Memphis On the evidence offered so afford to give 


far, near reality of the new medium \lready the working man market 
las not cut into the sale of radio sets is shaping up as better than the silk 
as many dealers feared. Radio sales stocking neighborhoods for dealers 
still leave a lot to be desired—no The upper 10 percent income group 


question of that—but the second quar are no good for the trade, one firm 

ter sales were on a par with sales for spokesman said. It buys everything 

the first quarter of the year New wholesale, and this trend has been 
] portable Ss, por ket 


miniature sets were 


sized and resumed 

getting a fairly On television, the meeting of the 
good reception everywhere music merchants in Chicago revealed 
that there is a swing to deluxe stuff. 
Families with the big sugar want 
mplete jobs in period cabinets. A 
Winnetka retailer 
saying, “I’m a $2,400 outfit 
going to gripe it out along this line By-product of the 


Ihe customer's attitude is about the 
same as it has been for the past four 


or five months. He’s buying but he still 
recently displayed 


loesn't like the looks of most price 
Looks Ike e's 


pipelines filling 
summer up is the beginning of a demand for 


GLY 5, 


One water heater n 
ufacturer points out that ¢ Wa 


special models 


to get costs and prices down is ¢ 
concentrate on a few standard models 
which can be produced in yolume 





Cropping out again are lities 
wishes for special types of wate: 
heaters to suit their ideas t 

trend is carried out, you « Sa 


goodby to the thought of making ele 
trics competitive with gas wat 
heaters 

Washers saw a flurry of advertisiy 
this past month. A dealer in Daytor 
Ohio, offered every make in his stor 
for no money down. In Milwauke 
there was an offer not seer 
coon’s age, which featured a 


free soap chips and towels with 





washer sale 

The plus deal seems to 
page in a Chicago newspaper tic 
$13.50 worth of record albums wit 
$109.95 record changer, $10 dow: 

The no-money-down angle that a lot 
of big institutions favor to get cus 
tomers on their books seems to hay 
small worried, particular] 
those who turn their paper over 
finance houses. Banks and_ finance 
houses want at least 20 percent on th 
barrel head with the order, which 
recommended by the American Bank 
ers Assn. 


dealers 


7 Chey don't need to worry,” a finar 
man reported in a back door inter 
view. “The big houses are using t 
no-money-down more as a come 
than as an actual propositior 
screening of those who apply separate 
the sheep from the goats, ar 
the gilt edged who could lay down 2 
percent if need be, get a crack att 
proposition.” 

Incidentally, banks who are holding 
paper on appliance loans seem t 
leased with results. Less than 4 
out of 12,000 deals were 
} 


one reported recently 


Who's Going Busted 


Due to the multiciplicity of 


j 1 


is hard to discover the status 


appliance retail] situation ) 

Bradstreet classify under mat 

ings the peo] le that do the b 

lherefore, when a man sizes 

ity, the findings become 1 

Milwaukee there are about 3 r EAI 
appliance retail outlets, as compar t 

200 before the war In the t sl in. 
months five of these have ! nt | 
bankruptcy, five have join fits v 


vith other houses, and five 


Gooe 
thar 


business. Two out of 16 dist 
have disappeared also 

An old 
made its appearance again dut 
past month. It works like 


cat-and-the-mous« 


res y 
dealer who has overbought o1 


sales 
belts Ss 


thing calls up the distributor and asks 
him to take the stuff off his 
“If you don't,” he threatens, 
row I'll run an ad offering 30 
move the merchandise.” 

The distributor knows that re-mM@ers, 
tailer was over 21 when he sig t 
order for the goods, and it can | eit out 
to stick. He also understar t 
such dumping will 


a qt 





demoral 


other dealers. Therefore he 1a 
picks up the merchandise, eve 
reluctantly, and puts the retail wnt 


in his black, S.O.B. book. N 
favors. A yanking away of t 
chise if the opportunity offe: 
it's a sign that the retailer is 
the saddle again at last 
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Dealers report 


ig Increase in Profits 


since installing 
Goodyear’s V-Belt Merchandiser 














y & . Pe 
See ats NQ\y Ch nt vant 
lowt Us fits nad t oe la 
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ales Increased | 
asy, Quick Profits! 


eminds your Customers to Buy 


-Belts for Home, Farm, Small 
Machines — 


ver 90% of all their Needs 








SO0<amuU 





akes Inventory-taking Easy! 


A ll-aluminum Beauty 
T akes little Room — | 








{ nstall it anywhere | 

















¢ ash in on a Ready Market } 
a yo 
EALERS everywhere are report- way but instantly visible to make its large share of America’s new cars 
ing tremendous increases in own sales. Many customers even —with the same long-life, low- 
fits within a year after purchase serve themselves! stretch construction and backed by 
Goodyear’s SerVomatic V-Belt % the reputation and unrivaled con- 
thandiser. SerVomatic holds a complete assort- sumer acceptance of «the greatest 
a ment of the most popular sizes of nies te ein 
ik ts why: the SerVomatic speeds Goodyear fractional H.P. belts — 
tor avi asf Sales of fractional horsepower plus a belt guide and SELECTORULE For full details on this salesmaking 
Pegg simply by being in your store. to help anyone fit the right belt to merchandiser, see your nearest 
ng 0" “Ra quick reminder to your cus- any appliance. The belts it sells are Goodyear Industrial Rubber Prod- 
that Ce r-mmlers, because it keeps V-belts twins of the famed Goodyear auto ucts Distributor, or write Goodyear, 
‘can b> malegmt out in plain sight—out of your fan belts—original equipment on a V-Belt Sales Dept., Akron 16, Ohio. 
| coopsy 
retalle 
: ODFYEAR 
off 
” THE GREATEST NAME IN RUBBER 
AND!S 
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COMMERCIAL CREDIT ¢ 


A Subsidiary of Commercial Credit Company, Baltimore = __ gt ch 
MORE THAN 300 OFFICES IN PRINCIPAL CITIES OF THE UNITED STATES AND CANADA 
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Price Predicts Power Use Will 
Rise 729% in Next Ten Years 


Tells EE! to expect 42% rise 
in number of farm customers 


A 72 per cent increase in the use of 
electricity in this country by 1958 was 
forecast by Gwilym A. Price, presi- 
dent of the Westinghouse Electric 
Corp. in a recent speech before the 
annual convention of the Edison Elec- 
tric Institute. Mr. Price estimated 
that in the next 10 years total annual 
sales of electric power will rise to 
approximately 374 billion kilowatt 
hours. 

“When that figure is attained, as we 
predict that it will be, the American 
public will be using in one day as 
much electrical current as it required 
in six months in the earliest years of 
this century. To meet this tremendous 
demand, power generating facilities 
will have to be increased 80 per cent 
over the present installed capacity— 
an annual increase of over four million 
kilowatts, even without replacement of 
obsolete equipment. 


Must Expand Systems 


“And this is not all because your 
systems will have to be expanded to 
handle this power. In the next ten 
years you may spend for new con- 
struction an amount equal to the pres- 
ent value of your utility plant after 
sixty years of growth.” 

Apparatus improvements and stand- 
ardization will aid the industry in 
meeting this growing demand for 
power. But financing the huge con- 
struction program “is today’s most 
critical domestic question.” 

Since the war, capital expansion— 
gteatest in peacetime history—has 
been financed almost entirely from in- 
dustry’s own funds and its borrowings. 


Venture Capital Starving 


“Venture capital will not go to work 
for today’s starvation wages — by 
which I mean the meager net cash re- 
turn after corporate and individual 
taxes are paid,” said Mr. Price. 

“The simplest and fairest method of 
raising those wages is to eliminate the 
double taxation of dividends by mak- 
ing them free of tax on the stock- 
holder. 

“This would result in large-scale in- 
vestment, reduced debt and f xed 
tharges, enlarged and modernized 
productive facilities, lower costs and 
ptices, higher living standards, and 
continued full employment. 

“The benefit to the stockholder 
would be shared by those millions for 
whom jobs would be created and pre- 
served, and by the nation as a whole.” 


Predictions Based on Study 


Predictions of the nation’s future 
power needs are based on a recent 
Westinghouse study made to assist the 
company in its planning. 

“Of course such predictions may not 
made good at exactly 2:38 p.m. on 
the afternoon of June 2, 1958,” Mr. 
Price said. “The projections are on 
i long-term basis, with no attempt to 
ime such cyclical swings as may oc- 
tur. They are based on our assump- 
tion of the continuance of a high level 
% peacetime industrial activity and 
tmployment.” 

Improved living standards are a 


prime reason for predicting that there 
will be a 72 percent increase in the 
average use of electricity by residen- 
tial customers, while the number of 
customers increases by one-sixth. 


More Power for Farms 


A 42-per cent rise is expected in the 
number of farm customers, to the 
point where nine farm families out of 
every ten in the nation will be bene- 
fited from electrical service. The aver- 
age annual farm load should go to 
4,000 kilowatt hours and this would 
mean the sale of current to rural cus- 
tomers would be more than doubled. 


Higher Costs, Freight Rates 
Push Frigidaire Prices Up 9.59 


$12 to $31 increases imposed; 
29 out of 41 models affected 


The curves of the appliance price 
spiral, repressed since January by the 
actions of several appliance producers 
in cutting prices, resumed a sharp un- 
ward turn last month as manuiactur- 
ers were forced to make adjustments. 

Following on the heels of General 
Electric’s action in restoring January 
price cuts, the Frigidaire Division of 
General Motors, which had cut its 
prices five percent early in Mav, (EM, 
June 15, ’48, p7) imposed an average 
9.5 percent increase on 29 out of 41 
models on seven of the company’s ten 
lines of appliances. 


The increases on_ refrigerators 





TELLING the sellers what Dormeyer is doing to help them sell, Marvin E. Allesee, 
vice-president of the company, reviewed progress of its “Sell the Seller” campaign 


at a recent meeting in Atlantic City. 


Among sales aids mentioned are a jobber 


presentation book covering the highlights of Dormeyer mixers and a dealer Fact Book 
containing questions and answers about the products. 


Dormeyer Sells the Sellers 
at Atlantic City Meeting 


Allesee reviews progress 
of current sales campaign 


Marvin E. Allesee, vice-president 
and general sales manager of the Dor- 
meyer Corp., lined up an impressive 
array of facts and figures, shot them 
at 65 representatives at the company’s 
recent national sales meeting in At- 
lantic City. 

Reviewing past progress of the com- 
pany’s “Sell the Seller” campaign 
since January, Mr. Allesee revealed: 

1.) That the names of every Dor- 
meyer jobber, salesman, executive or 
department store buyer and assistants 
have been compiled into a list of 10,- 
000, basis for monthly mailings. 

2.) That the response to a recent 
mailing of questionnaires to 50,000 
dealers, asking information on adver- 
tising, products, and other questions 
was encouraging proof of a coopera- 
tive spirit and good-will between the 
company, jobbers and dealers. 

The second phase of the meeting 
was devoted to the campaign’s second 
step, an analysis of the mixer business 
for the remaining months of the year. 
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Dormeyer’s own survey in 18 key 
market areas disclosed, said Allesee 

1. That only 28 percent of the na- 
tien’s 33,050,000 electrified homes own 
electric food mixers, thus giving a 72 
percent sales potential, or seven pros- 
pects out of every 10 people who 
enter dealers’ stores. 

2. That further market openings are 
being provided by the annual 2,000,- 
000 marriage rate and the proposed 
construction of 15,000,000 new homes 
in the next three years. 


No Lonjer a Luxury 


In order for sellers to sell the buy- 
ers, Mr. Allesee declared, it is essen- 
tial that they understand that the food 
mixer has undergone a transition from 
a pre-war luxury to a_ post-wa! 
necessity. The transition has resulted, 
he declared, from continuing consumer 
education by radio, magazines and 
newspapers in better cooking and 
baking methods. 

We can expect good business in 
mixers for the remainder of the year, 
he concluded, but only if the whole- 
saler and the dealer are made aware 
of the mixer’s sales possibilities. 


ranged from $12.20 on the DJ-11, 
which formerly sold at $327.50, to $31 
on the company’s ten-cubic-feet Cold 
Wall Imperial, recently sold at $398.75. 
Ranges were also affected. Modet 
RK-3, bottom of the line, went up 
$17.50. from $142.25 to $159.75. Mcdel 
RK-70 jumped $17 from $322.75 to 
$339.75. 


The Upward Push 


According to P. M. Bratten, general 
sales manager, there were two princi- 
pal reasons for the advances: (1) cur- 
rent costs are running higher than pre- 
production estimates; (2) higher 
freight rates became effective in May. 

Mr. Bratten amplified the first 
reason with the statement, “This is the 
first time in our history that we have 
retooled such a-tajor portion of our 
appliance production facilities at one 
time. Pre-production cost estimates on 
which former selling prices were estab- 
lished were made many months ago. 
Now that we have actual production 
experience and know our current 
actual costs, we find it necessary to 
make these adjustments,. Another im- 
portant factor has been a shortage of 
materials which has prevented our 
reaching anticipated production levels.” 
New prices are as follows: 


Household Refrigerators 


Model MJ-6 $209.75 
MJ-7 239.75 
MJ-9 279.75 
MJ-11 299.75 
DJ-7 299.75 
DJ-9 319.75 
DJ-11 339.75 
ClJ-10 429.75 


Home Freezers 


8 cu. ft. model $319.75 


Electric Ranges 


Model RK-3 $159.75 
RK-10 199.75 
RK-20 229.75 
RK-40 269.75 
RK-60 299.75 
RK-70 339.75 


Laundry Equipment 


Automatic Washers $329.75 
Electric Dryers 229.75 
Electric lroners 189.75 


C. W. Nash, Board Chairman, 
Nash-Kelvinator, Dies at 84 


Charles W. Nash, chairman of the 
board of Nash-Kelvinator, died June 
6 at Beverly Hills, Calif., following a 
long illness. He was 84. 

As an Illinois orphan who climbed 
to the top in the automobile world he 
made history in both the car and ap- 
pliance business. After serving as 
president of General Motors, Mr. Nash 
purchased a firm in Kenosha, Wis., 
and organized the Nash Motors Co., 
which put their first car on the market 
in 1917. In 1937 his company was 
merged with the Kelvinator Co. 
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Statistical Summary 


of 1948 Appliance Sales 


COFFEE MAKERS, POTS & 
URNS Metals & Glass 


(NEMA Member Sales, Not Industry) 


Units 

April 1948 37,868 
April 1947 94,432 
4 Mos. 1948 233,647 
4 Mos. 1947 330,850 
Ye Change versus 1947: 

April 1948 59.9% 
4 Mos. 1948 29.4% 
Note.—Figures for April 1948 represent 


one less manufacturer than for April 
1947. Likewise this manufacturer's 
April 1948 figures are omitted from the 
4 mos. total 


FREEZERS, HOME & FARM 
(NEMA Member Sales, Not Industry) 


Apr 1948 37,703 
Mar. 1948.. 44,906 
Feb 1948 33,529 
Jan 1938 37,311 
4 Mos. 1948 153,449 
Note.—Figures for 1947 f.rst quarter not 


available. 


HEATERS, Convector & Radiant 
(NEMA Member Sales, Not Industry) 


April 1948 10,704 
April 1947 32,708 
4 Mos. 1948 162,751 
4 Mos. 1947 383,891 
J Change versus 1947: 

April 1948 67.3% 
4 Mos. 1948 57.6°) 





To Anger a Housewife 






























GUARANTEED formula to anger your 
wife is to steal her washer to mix paint, 
as Dewey D’Agostino, a Trenton, N. J., 
painting contractor found out when he 
took this one to mix paint for a bridge 
painting job near the Delaware River 
His contract specified that an agitator 
must be used on the scene to mix the 
paint. He couldn't find one—hence the 
washer. But he did have to buy a new 
washer for his wife 
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HEATING PADS 
(NEMA Member Sales, Not Industry) 


April 1948...... 12,000 
April 1947.. 22,433 
4 Mos. 1948.. 126,048 
4 Mos. 1947...... 352,753 
% Change versus 1947: 

April 1948. —46.5%, 
4 Mos. 1948 —64.3% 


HOTPLATES & STOVES 
(NEMA Member Sales, Not Industry) 


April 1948. 25,747 
April 1947.. 63,411 
4 Mos. 1948.... 148,348 
4 Mos. 1947.... 275,027 
YJ Change versus 1947: 

April 1948.... —59.4% 
4 Mos. 1948.. — 46.1% 

IRONERS 


(Industry Estimate by American Washer 
& lroner Mfrs. Assn.) 


April 1948 47,319 
April 1947. 51,409 
4 Mos. 1948 192,848 
4 Mos. 1947. 164,599 
Ye Change versus 1947: 

7 eee —8.0% 
4 Mos. 1948 +17.2% 
IRONS 

(NEMA Member Sales, Not Industry) 
April 1948 259,909 
April 1947. 694,971 
4 Mos. 1948 1,542,745 
4 Mos. 1947 2,189,024 
Ye Change versus 1947: 

April 1948 -62.6° 
4 Mos. 1948 29.5% 


RADIO RECEIVERS, All Types 


(Radio Manufacturers’ Assn.) 


April 1948 1,182,473 
April 1947 1,759,723 
4 Mos. 1948 5,534,769 
4 Mos. 1947 6,081,129 
% Change versus 1947: 

April 1948 —32.8% 
4 Mos. 1948 - 9.0% 


TELEVISION RECEIVERS 


(Radio Manufacturers’ Assn.) 


April 1948 46,339 
April 1947 7,886 
4 Mos. 1948 164,366 
4 Mos. 1947 26,215 
% Change versus 1947: 

April 1948 487.6 
4 Mos. 1948 +526.9 





RADIO RECEIVERS, FM-AM 


(Radio Manufacturers’ Assn.) 


April 1948 90,635 
April 1947 112,256 
4 Mos. 1948 457,615 
4 Mos. 1947 284,432 
Ye Change versus 1947: 

April 1948. —19.3% 
4 Mos. 1948 +60.9°% 





RADIO RECEIVERS, AM 
including Automobile and Battery 
Receivers 


(Radio Manufacturers’ Assn.) 


April 1948 1,045,499 
April 14947. _. 1,639,581 
4 Mos. 1948.. . 4,912,788 
4 Mos. 1947. 5,770,482 
Ye Change versus 1947: 

April 1948.. — 36.2% 
4 Mos. 1948 —~14.9% 


RANGES, ELECTRIC 
(NEMA Member Sales, Not Industry) 


April 1948 106,289 
April 1947. 84,532 
4 Mos. 1948 445,612 
4 Mos. 1947.. 282,915 
YJ Change versus 1947: 

April 1948.. +25.7% 
4 Mos. 1948 +57.5% 
REFRIGERATORS 

(NEMA Member Sales, Not Industry) 
April 1948. 348,461 
April 1947... 268,320 
4 Mos. 1948.. 1,291,139 
4 Mos. 1947.... . 904,475 
Yo Change versus 1947: 

April 1948...... +29.9% 
4 Mos. 1948...... +42.8% 
ROASTERS 

(NEMA Member Sales, Not Industry) 
April 1948... 48,729 
 .  eereer err ere 34,475 
EU hone en cane 182,198 
I iais Kaenr xs 112,750 
YJ Change versus 1947: 

April 1948 +41.4% 
4 Mos. 1948 +61.6% 


STOKERS, RESIDENTIAL 


(Stoker Manufacturers’ Assn.) 


April 1948.. 3,951 
April 1947 . 3,734 
4 Mos. 1948 14,167 
4 Mos. 1947 12,246 
YJ Change versus 1947: 

April 1948 +5.8% 
4 Mos. 1948 +15.7% 
TOASTERS 

(NEMA Member Sales, Not Industry) 
April 1948 304,592 
April 1947 238,110 
4 Mos. 1948 1,208,292 
4 Mos. 1947 876,796 
% Change versus 1947: 

April 1948 +27.9% 
4 Mos. 1948 +37.8% 


VACUUM CLEANERS, FLOOR 


(Industry Estimate by Vacuum Cleaner 
Manufacturers’ Assn.) 


April 1948..... 306,588 
April 1947.... 335,368 
4 Mos. 1948 1,277,509 
4 Mos. 1947....... _ 1,181,973 
Yo Change versus 1947: 

Pe Fook 6 en de —8.6% 
ry ie een +8.1% 
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French Heat Vault 









FRENCH HOUSEWIVES take a look at 
the newest thing (to them, anyway) in 
stoves. It’s an electric range which 
uses current at night when rates are 
low, saves the heat for daytime cooking, 
a method earlier utilized by the AGA 
stoves. This model was exhibited at the 
recent Housekeeping Arts Exposition in 
Paris, but we don’t know who makes 
it or where you can find out about it. 





WAFFLE IRONS 
(NEMA Member Sales, Not Industry) 


April 1948 143,163 
April 1947 70,244 
4 Mos. 1948. 522,055 
4 Mos. 1947 136,027 
Ye Change versus 1947: 

April 1948 +103.8% 
4.Mos. 1948 +283.8% 


WASHING MACHINES, 
STANDARD~— Elec. & Gas Eng. 


(Industry Estimate by American Washer 
& lroner Mfrs. Assn.) 


April 1948 393,660 
April 1947 320,969 
4 Mos. 1948. 1,510,432 
4 Mos. 1947.. 1,126,210 
YJ Change versus 1947: 

Sater +22.1% 
i kee ere +34.1% 


WASHING MACHINES, SMALL 


(Industry Estimate by American Washer 
& lroner Mfrs. Assn.) 


April 1948. 43,225 
April 1947 33,840 
4 Mos. 1948. 151,437 
4 Mos. 1947.. 180,840 
Yo Change versus 1947: 

eS eee +27.1% 
4 Mos. 1948......... — 16.3% 





WATER HEATERS, ELEC. — 
Storage Type 


(NEMA Member Sales, Not Industry) 
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April 1948. 58,92 
April 1947 66,822 
4 Mos. 1948. 236,30 
4 Mos. 1947. 253,12 
Yo Change versus 1947: 
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ico Corp. 

Important changes in the high com- 
and of the Philco Corp. were brought 
a recent directors’ meeting 
Gubb declined re-elec- 


; jiness. John Ballantyne, president 


JOHN BALLANTYNE 





e 1943, was named chairman to 
ceed Mr. Gubb. William Balder- 
bon, executive vice-president, was 
lected president and James H. Car 
vice president for distribution, 
4; appointed to the finance committee 
given increased responsibility in 
lirection of the corporation. 
ile Mr. Gubb will no longer 
as chairman, he will continue as 
mber of the board of directors, the 
itive committee and the finance 
mittee. He joined Philco in 1921 
department and subse 
tly became general sales manager, 
itive vice-president and chairman 
Mr. Ballantyne joined 
» in 1934 as treasurer and from 
| to 1943 served as vice-president 
arge of operations Mr. Balder- 
became a member of the Philco 
y in 1930 in order to organize the 


the sales 


the board. 





WILLIAM BALDERSTON 


‘Mirs, Division to handle sales of 
radios. In 1944 he was named 
‘president in charge of operations. 
May, 1946, he has been execu- 
vice-president. 


freeze Division, 
or Products Corp. 






n G. Watts has been named dis- 
manager in the Los Angeles dis- 

lor the Deepfreeze Division of 
wt Products Corp. He has had 
sive experience with major appli- 
t distributors, manufacturers and 
Prior to joining Deepfreeze 
”s associated with a distributor in 
I rancisco. 
















listrict sales manager in At- 
‘is James Reynolds Carey, for- 
ssociated with a large dis- 
in Tennessee. 






















NEW POSITIONS 





TRICAL MERCHANDISING—JULY 15, 


Avco Mfg. Corp. 


Raymond C, 
vice-president of Avco Mfg. Corp., 
recently announced the election of 
Eric O, Johnson and John W. Craig 
as vice-presidents of the corporation. 
Mr. Johnson is also general man- 


Cosgrove, executive 

























































JOHN W. CRAIG 


ager of the American Central Div., 
while Mr. Craig, general works man- 
ager, will succeed Mr. Cosgrove as 
general manager of the Crosley Div. 

Justin H. Oppenheim, a vice-presi- 
dent of Avco, will continue as general 
manager of the New Idea Div. 

N. C. Macdonald, general sales 
manager of the Crosley Division, has 





ERIC 0. JOHNSON 


announced the appointment of B. O. 
Beck as manager of the range section, 
succeeding Philip W. Pugh, now sales 
manager of Modern Distributing Co. 
Mr. Beck has been with the firm since 
1946 as electric range engineer, and 
is replaced in that capacity by W. R. 
Crawford. 


B. O. BECK 


Ellis L. Redden, who joined Crosley 
last November as manager of sales 
promotion and training, has been pro- 
moted to director of advertising and 
sales promotion, Prior to joining the 
company he was with the Norge Divi- 
sion of Borg-Warner, McCann-Erick- 
son Advertising Agency, and Delco 
Division of General Motors. 





Tuttle & Kift, Inc. 


W. R. Tuttle, president of Tuttle & 
Kift, recently announced the establish- 
ment of a west coast headquarters for 
the company and the naming of D. B. 
Kift, executive vice-president, as head 
of the new Los Angeles office. Mr. 
Kift was one of the organizers of the 





D. B. KIFT 


company in 1937. Previously he had 
been assistant works manager and di- 
rector of purchases at Hotpoint, 

Ross Blodgett was named vice-presi- 
dent and assistant general manager. 
Associated with the firm for eight 
years, he was formerly vice-president 
in charge of manufacturing. 

John McKee, formerly associated 
with Norge, is vice-president in charge 
of sales and advertising and F. Martin 
Keyes has been advanced to the posi- 
tion of works manager from that of 
assistant works manager. 





1948 


Automatic Washer Co. 


J. Wesley George has been appointed 
advertising and sales promotion man- 
ager of the Automatic Washer Co., 
Newton, Iowa, according to W. Neal 
Gallagher, president. Mr. George for 
merly held a similar post with the 
Lennox Furniture Co., Marshalltown, 





J. WESLEY GEORGE 


Iowa, and was advertising specialty 
manager of the Wendt-Smith Co. 
Hannibal, Mo. 


Sylvania Electric Products, Inc. 


The promotion of R. J. Hartung to 
controller of the radio tube division 
of Sylvania Electric Products, Inc., 
was announced in May by J. C. Far 
ley, general manager of the radio 
division, and former holder of the 
controller post. 


General Electric Co. 


The creation of a new position on 
the staff of the vice 
of the Electronics 
Electric Co. has been 
Dr. W. R. G. The new job, 
manager of marketing, has been as 


president in charge 
Dept. at 


| General 
announced by 


Baker. 





E. H. VOGEL 









signed to E. H. Vogel, most recently 
vice-president in charge of sales for 
Farnsworth Television & Radio Corp. 
4. A. Brandt, the department’s gen- 
eral sales manager 1943, will 
continue in that position and will man- 
age the general sales division which 
now has full operating division status 
as one of the department's seven divi- 
sions. Mr. Vogel will represent vice- 
president Baker on such responsibili- 
ties as general departmental and divi- 
sional sales policies; product planning 
and pricing; merchandising plans and 
programs; advertising, sales promotion 
and publicity; etc. Mr. Vogel was 
formerly associated with G-E from 
1936 to 1939 when he was manager 
of the radio sales division at Bridge 
port, Conn. He returned to the com- 
pany in May of this year. 

Paul L. Chamberlain and Walter M 


since 





WALTER SKILLMAN 


Skillman were named to new sales 
recently in General Electric 
Co.’s Electronics Dept. Mr. Chamber- 
lain was appointed manager of sales 
in the transmitter division, leaving his 
former post of receiver sales manager 
open to Mr. Skillman. Prior to 1941 
Mr. Skillman was manager of the 
G-E Contracts Corp. in the Harris 
burg (Pa.), Baltimore (Md.), Birm- 
ingham (Ala.), and 
He became a district sales representa 
tive of the Electronics Dept. in 1945 
He was made sales manager of stand 
ard line radios in March of this year 

H, Gordon Smith has 
pointed district manager of appliance 
sales in the Pacific district, according 
to A. M. Sweeney, general sales man- 
ager of the Appliance & Merchandise 
Dept. Mr. Smith was formerly man- 
ager of appliance sales in Jacksonville, 


Fla. 


posts 


Chicago offices. 


been ap 
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Housewares Club Hears 
Dormeyer Vice-President 


Ma FE. A vice-president of 
the Dormeye Corp., graphically 
lemonstrated the merchandising ob 
stacles which confront manufacturers 


when he spoke recently to the Kansas 
City Housewares Club. Mr Allesee 
eclared that complete cooperation be 
distributor and 
sential and pointed out that 


effective distribution 


mation to the 
4jor importance 
|. Hea \W berly, Jr., president 
S Nicstribut : and 
) Duting Lo. and a 
e-pre nt of the club, presided in 
abset lent K. G. Gil 


QEAMA Prints First Issue 
of Monthly News Bulletin 


What good are we doing?” is the 
tior QOEAMA News, new 
ulletin of the Queens Ele 
t al A i Merchants Assn Inc 
New York, will attempt to answer, the 
rst tat “It should prove to 
the ng ight vehicle by whicl 
we can r¢ ve the kinks that arise 
fr to time between dealers, 
listribut and manufacturers,” says 


its first editorial. The bulletin will 
keep all members informed on associ 
ation activities. The group recently 
commenced its own institutional ad 
vertising in local newspapers and has 
1 


also formulated a policy on cooperative 


advertisements among its members ar 
ell 


Howard County Dealers 
Elect Shutters President 


w ofticers 


yf the Howard County 


(Kokon Ind.) Appliance Dealers 
Assn., recently elected, include: W. G 
Shutters, president, succeeding Paul 


Edwin Wright, vice-pres- 
ident; and Waldo George, 


ecretar treasurer 


renamed 


“Sell What You Have,” 
Vining Tells Elmira Assn. 


Appliance dealers should stop talk 
ing about appliances that are hard to 
get and concentrate selling those 


School for Chattanooga Housewives Fills Memorial Auditorium 








LEAGUE ACTIVITIES 





they have, V. E. Vining, Westing- 
house Electric executive, told a recent 
meeting of the Elmira (N. Y.) Area 
Electrical Assn. Mr. Vining drew the 
largest attendance of the year with his 
talk titled, “The Customer is Always 
a Right Guy.” 


Public Relations Discussed 
At League Conference 


When the Rocky Mountain Elec- 
trical League met in Santa Fe, New 
Mexico, for its annual spring confer- 
ence on April 22-23, one of the big 
topics of discussion was public rela- 
tions. In the form of a panel discus- 
sion, with G. B. Buck as moderator 
and a board of experts made up of 
utility executives, the group of 171 in 
attendance fired questions on employee 
training programs, handling customer 
complaints and other pertinent prob- 
lems in dealing with the public. 

Discussion from both sides of the 
panel indicated the growing need for 
good public relations. The utility’s 
role in this respect brought forth a 
proposal that as leading industries in 
the community the utilities should 
adopt a positive and aggressive pro- 
gram in public relations. 

At a following session presided over 
by J. A. Bullock, the Rocky Mountain 
Electrical League’s Go-All Electric 
program was discussed in some detail. 
Favorable reports on the acceptance 
of the program came trom various 
representatives of the power com- 
panies. 


San Diego Gets 
New Radio Log 


Manufacturers and distributors in 
San Diego have teamed up with local 
radio stations and the San Diego Bu- 
reau of Radio and Electrical Appli 
ances to produce a radio log which is 
being prepared weekly. The purpose of 
the log is to encourage the public to 


continue buying radios in greater vol- 
ume. The first log was distributed to 
more than 55,000 San Diego County 
families, and an additional 5,000 copies 
in lots of 50 were given to dealers for 
store distribution. 

The new log carries a full week’s 
program with explanatory information 
and a page for each day covering all 
seven local San Diego stations. Pre- 
pared by the stations and changed each 
week, the log provides program infor- 
mation not available in the daily news- 
paper coverage of the programs. A 
radiotorial, changed each week, oc- 
cupies the front page, and will be 
signed by a different authority each 
week with the signer’s picture to lend 
authenticity to the log. Signers will be 
representatives of the manufacturers 
and distributors and the stations sup- 
porting the log. 

The radio log is being distributed 
each Thursday as a separate week’s 
program with the News Press, a 
weekly publication. The eight-page 
log will be inserted in the center 
spread of the News Press. 


Two Inland Groups 
Plan Service Program 


A plan to increase the usefulness of 
electrical appliances and services is 
being worked out jointly by the Inland 
Empire Electrical Dealers Assn. of 
Spokane and the Spokane Federation 
of Women’s Organizations. 

The Appliance Consumer Bureau, 
consisting of representatives of both 
groups, has formulated plans for the 
consumer service program and will 
administer the program in Spokane. 
Clubwomen in other Inland Empire 
communities will work with electrical 
dealers. 

Questionnaires and polls will be used 
to obtain the opinions of a large num- 
ber of women, along with consumer 
panels. 

Robert L. Wilkinson, 


executive 





FOUR DAYS of this moss demonstration of major appliances attracted 15,000 housewives to the Memorial Auditorium in 


Chattanooga, Tenn., recently 


Miss Elizabeth Davis, home economist for the Electric Power Board. 
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Displays of Blackstone laundry equipment and Lindermann & Hoverson ranges were arranged 


across the front of the stage by the Tri-State Supply Co., sponsor of the school. Demonstrations were under the direction of 


SULY 15, 





secretary of the dealers’ gr 
nounced that research into 
methods of using new types 
ances by studying actual hon 
ing conditions is another cont 
project. 


operat. 
} 
plated 


Delaware Dealers Plan 
Home Appliance Show 


The Electrical Appliance Dealers oj 
Delaware, Inc., will sponsor their firs 
post-war Electrical Home Appliance 
and Television Show in the Hote 
DuPont, Wilmington, on Septembe; 
16, 17 and 18. Prior to the war the 
association ran annual shows—a rf. 
frigerator show each spring and 
radio show each fall. John S. Redbury 
is chairman for the coming exposition 
3yron Atwood is president of th 
group. 


Ray Elected to Head 
Savannah Dealers Assn. 


The recently organized Savanna 
(Ga.) Retail Appliance Dealers Assy 
has elected Fred A. Ray, Lindsy 
Morgan Co., as first chairman; J. 4 
Downing, Mingledorff’s, Inc. ws 
elected secretary-treasurer. 


Island Association 
Elects Officers 


The Appliance and Radio Dealer 
Association, Hawaii, elected the fol 
lowing new officers to serve for 1948 
William Nugent, president; Jame 
Hong, vice-president; W. E. Garrisor 
secretary; Tadashi Endo, treasurer 
New directors include: Warne 
Hodby, Masaru Nakamoto, Rober 
Yamanka, in addition to Henry Tam 
Allen Smith and Ford Denslow w 
were elected last year for a two-yea 
term. 


Birmingham Assn. Will 
Promote Adequate Wiring 


Plans for certification of adequate] 
wired homes have been  officiall 
launched by members of the Electric 
Association of Birmingham, Ala. T! 
kick-off was made at a recent meet! 
at which J. F. Biggi, National Ad 
quate Wiring Bureau technical co 
sultant, outlined the national prograt 

Roy H. Knox, advertising manag¢ 
of Birmingham Electric Co., present4 
the association’s “packaged program 
which each member can use in promo 
ing adequate wiring. 

The “packaged program” consists 
an attractively designed folder wi 
pockets to hold proofs of adequa 
wiring newspaper ads, 
post cards requesting wiring 1 
tion for certification, a booklet “A 
Key to Salable Homes”, the Hat 
book of Residential Wiring Desig 
and a three-color prospectus with 
pages of full explanation of the “Pl 
of Action” for the certification pr 
gram. 


pre ad 





Southern California 
Group Elects Officers 
































Marshall Wells, 
3rown Inc., Los Angeles, lias © 
elected president of the Southern (4 
fornia Radio & Electrical Appliat 
Association Inc. for 1948. Other 14 
officers are: W. E. Moffett, Bit 
Richardson Co., vice-president; Ho 
ard K. Burdick, Department of Wa! 
& Power, secretary; D. C. Culbrea 
D. C. Culbreath Co., treasurer. 


Sues, yung 
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THE FAR WEST 


(Continued ) 





ich were sold under a five-year 
raranty against food loss. In an area 
ynere an especially good job ol 
freezer selling had been done - during 
the past two or three years, this can 
nount to quite an item. 
Speaking of home freezers, 
these dropped off slightly in the 
rthwest during the between-season 
but was expected to pick up 
gain as soon as the first fruit crops 
ide a surplus for preserving. An 
xcellent job of city-wide promotion 
freezers was done recently in San 
Diego where a series of four freezer 
nics brought out an attendance of 
2,000. Fifteen percent of these 





re owners, 85 percent prospects 
Sale of freezers in this area has sub 
ly increased by 130 percent 

r sales for the same period of last 
ul Reque st has been made to take 
ilar programs to other parts of 
Diego county. Most recent figures 





y that the saturation of freezers 
he 11 western states is above that 
the remainder of the nation 


Business Has Been Good 


On the whole, in spite of disaster 
areas, business in the Pacific North- 
west has been good. Store traffic sales 
ave dropped off but have been more 
in made up by outside selling. Deal- 
are putting on salesmen as fast 
they can obtain them, but here as 
elsewhere in the West, the supply is 
rt. How about trying a few women 
in this job? One forward looking 
dealer in Honolulu has laid his plans 
to encourage home economics students 
n the University of Hawaii to give 
part time service as demonstrators of 
toners, hoping that by the time they 
graduate he will have them trained 
ready to take selling positions. 
The chief trouble reported from 
across the line in British Columbia 
s the shortage of appliances due to 
the still-enforced ban against import 
merican equipment. This falls 
eaviest on the larger firms who car- 
ted franchises for U. S. lines. The 
smaller dealer, who handled princip- 
ally Canadian appliances anyhow, is 
getting along all right. 
British Columbia experts estimate 
‘at automatic washers will total about 
Y percent of all washer sales in this 
area, the limit being due in large 
measure to the necessity for an abun- 
ant hot water supply as a preliminary 
velore an automatic can be installed. 
nan area where rural water supplies 
are often local on the farm, an auto- 
atic is often ruled out. Hawaii, in- 
lentally, has something of the same 
toblem, not so much due to lack of 
ater as to the fact that quite a num- 
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> 
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So n ( 
rical pliat 
48. Other 2 
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resident; H 
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‘er of plantation power plants furnish 
'0-y but not 220-v. power to the 
fomes of their employees. In the 
absence of gas or electric water 
Ntaters, the automatic washer does not 
operate with any satisfaction. 

_ Reports from one end of the Pacific 
Mast to the other indicate that sales 
‘all appliances are well above those 
last year, except for radios—and 
‘usiness in this line is improving. It 
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the NATIONAL APPLIANCE AND RADIO PICTURE 





is immeasurably above pre-war levels 
at that. FM, which was off to a 
rather sour start in the West a year 
or more ago, has now apparently got- 
ten its second wind. A recent check-up 
in San Diego indicates that about 
5,500 FM sets are already in use there 
and promotions are being actively con- 
tinued. Additional stations are re 
ported from several centers. There 
seems to be some difficulty in getting 
the newspapers to log FM programs 
adequately. Los Angeles has taken up 
this problem. 


Television Before Winter 


Television is promised for “late sum- 
mer or early fall” for a number of 
West Coast areas, though latest re 
ports indicate that national hookups 
still are about three years off. “Rec 
orded” programs seem to offer best 
solution for access to other than local 
telecasting. Denver says that radio 
sales have fallen off somewhat due 
to the fact that customers say they are 
waiting for television. Salesmen are 
being coached to point out that tele- 
vision equipment is independent of 
radio and can be added later. Of the 
25,000 television sets credited to the 
Los Angeles area, only 5 percent are 
said to be located in taverns or res- 
taurants, about 75 percent in homes— 
and the remainder in dealers’ inven- 
tories. 

Income-tax-free cooperatives are be 
coming more entrenched in the entire 
area of the Pacific Northwest. They 
have entered the home freezer market, 
as well as handling farm equipment 
and general home appliances. About 
three fourths of the dealers in the Spo 
kane area report having been injured 
by competition from this source. 

\ccordingsto the dealer’s association 
of Spokane, Jul¥ is .one of the top 
months in the year for the sale of 
refrigerators, They have spotted the 
pattern of sales from previous reports 
from their dealers. According to this 
record, water heater sales are par- 
ticularly high in April, electric ranges 
in May. December is top month for 
total sales, with June second. Sep- 
tember is one of the best months 
for radio selling. January, February 
and March represent post-Christmas 
slumps and August is mid-vacation 
and therefore slow. 

Evaporative cooler sales are up 
everywhere in California and _ the 
Southwest. El Paso, Texas is plan- 
ning revival of its Evaporative Cooler 
Association in July. 

The Inland Empire Dealers’ As 
sociation recently polled its members 
on salesmen’s salaries, revealing that 
the average wage paid by those using 
a straight salary system was $260 
monthly. An average of $216 and 2.8 
percent commission on “sales over 
quota” was reported under the salary- 
plus-commission plan. About 38 per- 
cent of the dealers using the com- 
bination plan also have some system 
of profit sharing. Those paying sala- 
ries plus percentage of annual net 
profit, show salaries averaging $231, 
with bonuses running from 10 to 17 
percent of net. One dealer pays 5 
percent of all gross profit exceeding 
$35,000. The average commission paid 
by the few members who use a com- 
mission-with-guarantee plan is 5 per- 
cent. Guarantees average $177 per 
month. 
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One Show, 19 Sales 





G. W. MANGO, of E. A. Wildermuth, Inc., Brooklyn distributor, demonstrates a 
Premier cleaner to prospects at recent Jamaica, L. |., home equipment show, in 
which Wildermuth and Maytag Jamaica Sales Co., local dealer, cooperated. Result of 
the demonstrations—19 cleaner sales. 


G-E’s Newest and Lowest 





FIRST $299.50 table model television sets to be produced at General Electric Co.'s 
Electronics Parts plant roll off the assembly line under the watchful eyes of Walter M. 
Skillman (left) and Paul L. Chamberlain of the receiver division. The set, model 810, 
is the lowest priced teleset yet made by the company. 


After-Hours Supper 
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PROVING that Arvin appliances can cook, even if men can’t, are Roy Knudsen, 
Clements Mfg. Co.; Cunnar Falk, Marshall Wells Co.; Paul Tanner, assistant sales 
manager, and Jim Hofer, district manager for Noblitt-Sparks Industries, maker of 
the Lectric Cook which performed so successfully at this recent session. 
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ELECTRICAL APPLIANCE 
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1 ; butt ¢ al 
t i i te 1 ciea 
Cada ‘ y t t 
t new fi escent 
i ant irt swit 





4 
t va tting prevents timer con 
with pushbutton 
1 mal lig .? electri 
time me re tilting backsplasher ; 
raisable t t ker unit; 4 Calrod 
uriace nits; emovable aluminum 
| tra nceale vent with oven 
ture ntrol new 2-way condi 
nent set; l-piece drawn drawers with 
flanges; ball-bearing drawers 
t illuminated oven in 
é | lamp ; anticipating 
ve the ta eed aluminized 
broil eflector ; mokeles broiler 
an and rack; broiler meter; improved 
ven do fit: replaceable fuse; 1-piec« 
elait onvenient toespace ; 
glide-type leve 
Vianu urer: Hotpoint | 5600 W 
la ot ( ica 44, | 
Mf ’ July 15 


KITCHEN-KRAFT Accessories 


De ( itchen accessories has 
bee vd eto Trois atinal 
Selly ri etal itlery 
tray is movable lividers that may 
be adjusts to convenient widths in 
l-in. gradations; 4 compartments will 
fit any kitchen cabinet drawer 15 in 

wider; other accessories include a 
PAGE 16 


metal bread box with sliding lid, tin 
sugar and flour bins in matching sets 
with liftlids ; breadboard; plastic what- 
not shelves; metal condiment rack 
Vanufacturer Midwest Mig. Co., 
Galesburg, II] 

lectrical Merchandising, July 15, 
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METRO Washer 


Device: Tray-type washer—fits into 
washtub, takes up no floor space 

Selling Features: Washes 4 to 8 Ibs. 
clothes depending on size of wash tub; 
no plumbing connections necessary ; 
fits into tub compartment of standard 
kitchen sink combination; will soak, 


wash and rinse; does not splash; 
weighs 25 lbs; 110 volt ac. G-E mo- 
tor; mechanism sealed and perma- 


nently lubricated; made of heavy cast 
aluminum 

Vanufacturer Metropole Machine 
Corp., 36-56 34th St., Long Island 
City 1, N. Y¥ 


} 


Electrical Merchandising, July 15, 
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APEX Automatic Washer 


Device: Apex automatic washer. 

Selling Features: Washes an 8 Ib. 
load of clothes in 274 minutes: washes 
13 min.; spray rinse 2 min.; deep 
rinse, 3 min.; spin 1 min.; deep rinse 
3 min. ; extraction 5 min.; fluff 4 min. ; 
aluminum basket will not rust or chip; 
self-draining porcelain enameled steel 
tub; entire washing and rinsing con- 
sumes only 244 gal. water; patented 
Apex hydraulic balancing system gives 
safe, vibration-free washing and rins- 
ing even with badly adjusted loads; 
simple Apex drive mechanism has no 
gears; only l-wire core V-belt with 


automatic adjustment joins motor to 
clutch and brake assembly ; automotive 
type clutch hydraulically operated by 
cold water tap; timer control permits 
selection of washing phase from 2 to 
13 min. or longer if degree of soil re- 
quires; presoaking available if desired; 
cycle can be stopped any time after 
the 2 min. fill, and will resume where 
interrupted when timer is re-engaged ; 
automatic timer controls washing, 
rinsing and drying cycle; manual 
thermostat control selects water tem- 
perature; safety-switch raising covers 
stops washing action automatically; 
light remains on; spring loaded cover ; 
pyrex window permits watching ac 
tion; Apex 4 h.p. motor, 110 volt, 60 
cycles; with self-lubricating bearings ; 
36 in. high, 26 in. deep, 254 in. wide. 
Manufacturer: Apex-Rotarex Corp.. 
1070 E. 152nd St., Cleveland, O. 
Electrical Merchandising, July 15, 
1948. 





FRIGIDAIRE Air Conditioner 


Device: Frigidaire new window-type 
room air conditioner equipped with 2 
separate refrigerating systems for ‘‘se- 
lective cooling” of home or office. 
Selling Features: Filters, dehumidi- 
fies, cools, circulates air at rate of 325 
cfm; fresh outside air for ventilation 
can be added at rate of up to 50 cfm; 
dual refrigerating systems operated by 
2 hermetically-sealed self-oiling Meter- 
Miser compressors provide more than 
} ton refrigerating capacity; refriger- 
ating systems can be operated together 
or separately; one system supplies 
adequate capacity to cool room during 
night and temperate summer weather 
—during extremely hot days both sys- 
tems can be operated; 2 controls regu- 
late air conditioner ; 4-position master- 
switch controls fan and cooling sys- 
tems, and an adjustable fresh air con- 
trol governs amount of outside air 
brought into unit; thermostat control 
available if desired, provides com- 
pletely automatic operation of one 
system; excessive moisture evaporated 
or blown away by fan; can be re- 
moved during winter months or used 
for ventilating purposes; operates on 
230 volt, a.c.; both cooling and con- 
densing fans powered by single 4 h.p. 
motor; spunglass filter removes dust, 
dirt and pollen from air; 2-piece top 
permits easy access to front half of 
unit; bronze enamel finished. 
Manufacturer: Frigidaire Div., Gen- 
eral Motors Corp., Dayton, 1, Ohio. 
Electrical Merchandising, July 15, 
1948, 








G-E Heater 
Device: Built-in wall heater for bat! 
rooms and other rooms 
Selling Features: Operates on radiant 
convection principle; 1320-watts, 115 
volts, a.c. or d.c.; delivers 4507 btus 
per hr; when mounted in wall removy 
able steel guard projects only 23 in 
overall, 17 in. high, 13 in. wide, 4} ir 
deep; hammertone gray finish wit 
polished corrugated aluminum refle 
tor. 
Manufacturer: General Electric Co 
Bridgeport 2, Conn. 
Electrical Merchandising, July 15 
1948. 





RITZ Wafflers 


Device: Ritz Coronet combinatior 
table waffler, griddle, toaster 

broiler. 

Selling Features: Bakes, toasts, 

cooks and fries; interchangeab! 

fit easily and smoothly into br 
cast aluminum waffle service bakes 
waffles at a time; overall size & in. x 
144 in.—individual waffle units aré 
2x4 in. long; aluminum griddle 
ice toasts 6 sandwiches at a time; 





- 
> 
a” 


easy to clean with drip opening and * gui 
pan; overall size 10x144 in.; waffle Go 
and griddle service interchangeabl ex; 
Vanufacturer: Marlun Mfg. Co., In 

37-39 E. 2ist St, New York. 10, 9* Wr 
N. Y. Zin 


Electrical 


Verchandising, Ju h) res 
1948. 


CUTLER-HAMMER Range Unit 
Device: Pyroflex range surface un! 
Selling Features: Pattern of « el 
provides “2-way heat” on intermediate 
heats ; built flat, to assure uniform ¢ 
tact with utensils; beveled stainless 
steel mounting ring; pressure ty) ter 
minals make it easy to install and wit 
Manufacturer: Cutler-Hammer, |! 
231 N. 12th St., Milwaukee 1, W 
Electrical Merchandising, Ju! 
1948. 
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watts, | 
4507 btus 
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vide, 4 
inish wit 
um refs BRIGHT STAR 
Ly 
ectric ( 
WRAL wore 
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Power your sales drives with the champion 
ne of batteries in the industry — Bright 


ar. Recognized coast to coast for quality 


ombinat smart display packaging thorough mer- 
past } 

Ndising support plus a hard-hitting 
asts. grills tional advertising program assure volume 
ae “a1. Moves and high average profit margins. 
oO a = ‘ 
ice b 9 W rite today for details. 
size 8 in. X 

units are 


riddle serv- §* iMsulated, metal top flashlight cells. 


at a time 


pening and §” Suaranteed to exceed General Purpose 
in.; wattle § Gov't.C-18 Specifications even on 



































rang expiration date. 
g. | P 
Y. * wrapped bobbins and seamless 
- zinc cans hold power longer and 
luly | @ resist leakage in fact! 
nge Unit 
infact nit 
of « ent 
intermediate 
mitot I 
ed st 
ure ty ter- 
all an i 
immer 
e 1, W 
, Jul 15 
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better lines 
make you 


look better 


The wee 


FRIGHT S 
sy 


No. 6A 


Raoi< 





no. 10m cells 


24 Bright Star celis 

guaranteed to ex- 
ceed General Purpose 
Gov't .C-18 Specifica- 
tions even on expira 
tion date 


be ee SR eH 
Lee ee me eee eee eee ee eee sasenand 


4 MEE stall +: Seeniiaen 
line > > ar ° lo . . - 
Ae : W : 
; s hes; : ril 
ei ee air wher . pe . 
. : evaporator pad; 2-sizes No. 1617 for 
. ; 
s. 
Ss 





| two fast turnover hits! 


Ld 








unit no. 2160 


Six No. 216 two - cell 
chrome finished spot- 
lights on 2 colorful 
easel display packages. 


sespouadenencqquecceseanepeed 


ee Te ee 


he www oe w+ ee eee <n eee 
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NIGHT STAR BATTERY CO., clifton, w. 5. ~ branch offices: Chicage and San Francisee 


ELECT 










NEW PRODUCTS 


10 to 18 degs. depending on dry and 
wet bulb conditions—100% fresh air 
delivery at all times—no air re-circu- 
lated; removes dust, dirt, approxi- 


mately 90¢ 
simple to 
gal. water 


pollen filtered from air 
install in window; large 9 
tank—no water or drain 
ines necessary; side panel window 
pump and =s fan 
deflection grills puts 


Aspen 


fill-in — 
witches; double 
where it is 





needed fiber 


. 


rooms with total cu. ft. content up to 





Mg 2,000 cu. ft.; and No. 1823 for small 
$ homes and offices having up to 3500 « 
~~ t ®& b te . sat 
3 ft. capacity.; baked enameled finish; 
Pa heavy-duty 1000 rpm fan motor 


HOTPOINT Washer 


heavy duty, slow speed, totally en 
] 1 : m « ~- eesalatar 
, , closed, moisture proof re-circulating 
Vodel: LWP-6 Hotpoint conventional ee af 
o- 4 < pump motor; special overlapping pres* 
washer, \. ea 
HN sure blades; all-aluminum 
Hing Features: 10 \bs. capacity; Manufacturer: National 


Engineering 
& Mfg. Co., Kansas City, Mo. 
Electrical Merchandising 


-h.p. motor; Thriftivator of aluminum 
. 2 
glloy designed to create 3 gentle, posi- 
tive washing action Thriftiva 
tor control lever; timer control regu 
° : . 
lates washing period from 1 to 15 min 


1948 


July 15, 
zones ; 4 


Or seg at hold for continuous opera 
tion; friction drive impeller type 
pump; washer mechanism has only 4 


moving 
white 


parts, 
porcelain 


permanently lubricated 


enamel tub: rust 


prooted steel tub cover; flexible rub 
ber drain hose. 

Manufacturer: Hotpoint, Inc., 5600 W 
Taylor St., Chicago, 44, III 
Electrical Merchandising, July 15, 1948 





FRESH’ND-AIRE Air Circulator 


Device: No. 
Selling 


1700 air girculator 
Features: Newly designed 
l-piece construction plastic propeller; 
newly designed all chrome 
chrome guard; tarrying handle mount 
ed on chrome motor housing; visual 
speed control and 3-speeds: 1600, 1200 
and 800 rpm; 115 volts, 60 cycle, op 
erates on ac. and uses 105 watts at 
operation; shaded pole in 
type; weighs 19 Ibs 


I re iste ire Co., 221 
tI! ° 


bas¢ ’ 


top speed 


duction 


Vanufa 
a, -] 





DUMORE 


Floor Polisher cture) 
le Semen; 


ago, 





Device: “Floormaid” floor polishes tr) VWerchandising July 15, 1948 
sé ng leatures Polishes all tvpes ot ’ 

floors including linoleum, wood, rubber 

and asphalt tile; unit consists of 44 in 

I r brush driven by ly hp. a dd 

high speed motor encased in strean 


lined die cast housing; can be used by 


all types of wax—liquid, paste or self 
polishing; weighs 11 Ibs 
Vanufacturer Dumore Co., Dept 
ASM, Racine, Wis 


j 


ectrical Merchandising 





July 15, 





G-E Cleaner 


Device Tank cleaner No. AV T-172 
Selling Features Porous presse 1 cot 
ton throw-away bag installed inside 
regular cloth fitter bag easily remove 
and replaced when filled with dirt; 4 


replacement bags furnished with clean 


er, extras are available in packages ot 


3; gray finish with 





polished end caps 
and full-length glider rail; some at 
tachments restyled in gray; cleaner 
weighs 15 Ibs; 23 in. long; 6} in. dian 





2 21 in. extension tubes : S-it. re 
forced hose with swivel nozzle; toe 
CHILL-AIR Cooler control switch 
Levis Chill-Air window-type evapo Vanufacturer General Electri ( 
ative cooler Bridgeport 2, Conn 
elling Features: Lowers temperatures Electrical Merchandising, July 15, 1948 
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ths tera. ab 




























Wihite Wi 


America’s Newest Washer 





Because of increased production facilities, a limited 
number of dealers can now be added to the White W ay* 


electric washer organization. 


The White Way is the product of the Conlon Brothers 
Manufacturing Company which specializes in the build- 


ing of washing machines exclusively. *T. M. Reg. U. S. Pat. Off 





CONLON BROS. 


MFG. CO. 


Builders of Fine Washing Machines, Exclusively 


4512-18 W. Fillmore e Chicago 24, Illinois 
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ELECTRIZAZ APPLIANCE 


NEW RADIO PRODUCTS 


standard flashlight type “A 

volt standard “B tte 

XS. in, long, 44 mn. high 4 in 

Air King Products ( 
Inc., 170-53rd St., Brooklyn, 32, N. y 
lectrical 

1948 


and one O07 
Vanufacture 


Verchandising, } 13 





MAGNAVOX Radio-Phono 





‘ The Savoy” console. 
Yell Features Cabinet patterned 
iter Magnave I-'rench provincial 
nodel 1&-watt output; two 12-in. 
peakers; tully automatic precision 
ecord change vitl planissimo pick- 
available with or without FM. 
faunulactiure Che Magnavox Co., ZENITH Console 


"5 eee Ind 
VV AV EM na ’ ove - - 
vi 15 Vodel: The Challenger, 7R&887 Z 
erchdaudl ig ) 1 ' 
4 , mands July i CONsvLIEe radio phono, 





Selling Features: Equipped with Z 
nito Cobra tone arm and. silent-spe 
ecord changer; Zenith-built 10 
PM speaker; Wavemagnet eliminat 
need for outside antenna; Radiorga 
tone control ; silent-speed rece 
anger changes 12-10 or 10-12 
ecords ; 535-1620 ke broadcast bands 
\alnut veneer top and sides; figure! lures 
vrain cabinet face. 
Zenith 


t) Fr 


1 
; house 
\/unufacturer louse 









Radio ( 


M01 W. Dickens Ave., Chicago ae 

“ logica 
lectrical) Merchandising, July in YOU 

1948 - 





wld. 


G-E Portable Radio proof, 


plastic por- 


levice: New lightweight 


also r 
the 


movin 


(Operates on 4.c., 
batteries; weighs only 11 Ibs 
plastic cabinet has 
eather textured surface on tront an 
back panels; simulated leather handle 

it Kichlo brass; thumbwheel con 
trols at either end of 2-tone dial with 
easy-to-read numerals; 5-tubes and a 


batteries: 


freeze 





disc selenium rectifier; a built-in e 
eam-a-scope antenna and a 4-in for 
Dynapower G-E Alnico speaker TELE-TONE Portable we 
Vanufacturers: General Electric Co., ; pa 
Electronics Park. Svrac use, N. Y¥ WTI. 3-Way po table No. 18 tre 

lectrwcal Merchandising, July 15, Selling Features:  Equipp 
1948 ‘ 5-tubes including rectifier; 


loop antenna; hinged back allows eas MALI 
access to interior; polystryrene; 
metal grill and drop-door tront 


vide, 74 in. high, 43 in. deey ely 
6; complete with battery; ope 
a.c.-d.c. or battery. Set uses 1 I reauy 


45 volt, A battery No. 746 a1 1 Ey 
ready 67) volt, B battery 4 


sand and maroon polystryrene 





\lanufacturer: Teletone Rad 
O09 W. 51 St., N. ¥. C 
Iclectrical Merchandising, 


1948. 





AIR KING Portable 


FARNSWORTH Television Set 


Vodel: V261 

Selling Features: 10 in, picture t 
housed in compact mahogany «4! 
of 18th century English des 


evicn \ir King 3-way portable ra- 
dio, No. A-520. 

Se ling l‘catures: 
Lc. or on 


Operates on a.c. or 
seli-contained batteries; 
easy-to-read recessed dial; Polysty- 
rene cabinet maroon trimmed with 
ivory or ivory trimmed with maroon; . ; - : ; 
weighs 44 Ibs. with batteries; self- sion & Radio Corp., Ft. Way 
contained loop antenna; 4-tube super- -/ectrical 
het plus selenium rectifier: takes 3 1948 


Manufacturer: Farnsworth elev 


Merchandising, 
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NEW RADIO PRODUCTS 





x 
2N.Y88 
. Ne 
} ] . 
me,” 
t. 5, 






2 

Fg 

ty ZENITH Table Radio 

* Device: Viceroy 8H832 twin-speaker 
table FM-AM radio 
Selling leatures: 2 speakers are acous- 
tically matched 5} in. permanent mag 
net Alnico 5 units; Radiorgan tone 
control; 6 keys highlight or soften 
individual tone registers blending in 


O4 ways; ave; provides FM and AM 


i 
F ( WN ) 
Bits he 
reception without outside antenna; 


broadcast 535 to 1620 kc; 45 and 100 
Your Customers Stock me bands on FM; genuine American 
* e* eee ® valnut cabinet, gold cloth speaker 


rill 
vUrilie, 


‘ 
‘ 


. ee 











Vanufacturer: Zenith Radio Corp., 


ah FREEZER JARS eandenbeneie 
Ill. 





















d with Z Electrical Merchandising, July 15, 1948 
silent-spee 

ult 10 

t eliminate 

Radiorga 

> rece . . 

i. 1? @ Frozen food containers with the fea- 


cast bands 


es. feure ures of Ball Freezer Jars are what 
housewives have been looking for and the 


lgical place for the jars to be found is 








in your store—where Home Freezers are 


TEMPLETONE Radio 


Device: Lightweight, personal, port 





I 





wld. Ball Freezer Jars are airtight, leak- pagel agg 


Selling Features: Non-breakable cabi 
net in 5 colors; full size Alnico 5 





proof, easy to fill and empty. They’re 


ilso reusable, an economy which appeals demic cndilins:. wom seaneiink th 
same ee F cuit: uses only one long life “B” bat 
» the housewife. You'll find them a fast- Sep Serre we, oe . ™ 


and one easy to change battery; 





noving item with your customers who veighs 53 Ibs. complete 
Vanutactures lempletone Radio 
freeze foods. They’re profitable to sell. Miz. Corp., New London, Conn 


trical Merchandising, July 15, 1948 


@ A huge national advertising campaign 
for Ball Freezer Jars includes national 








able women’s magazines, farm papers, news- 
papers, and more than 400 radio stations 
o. 18 from coast to coast! 
Lipp 
er; 
‘alles MALL BROTHERS COMPANY 
eg MUNCIE, INDIANA, JU. S. A. 
dee] 
ope 
»s | | r 
6 al Eve 
ry > 4 
yrene 
Ra RADI-OFF 


Kadi-Off shuts radio off 
vhen telephone receiver is lifted, and 


If your distributor cannot supply you with automatically turns radio on again 
Ball Freezer Jars, write or wire us. A when receiver is replaced. Weight ot 
CCOIVE operates switch 


one four-color counter display card is avail- ; 
vision Set - Sceliing /-catures No connections 
able free. made with telephone which rests on 


shallow base platform, cord plugs into 


picture t outlet and radio is plugged into same 
4 | | : 
ogany outlet; may also be used with clean- 
h des | 
ers, mixers, irons 

orth | | 

+ Vanufacturer: Kenworth Mfg. Co., 
, , 3461 N. Holton St.. Milwaukee, Wis 

1g, 





Electrical Merchandising, July 15, 1948 
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ARKANSAS 


CALIFORNIA 


COLORADO 


20 


) 
HAWAII 


ILLINOIS 


I \ 
IOWA 


LOUISIANA 


MICHIGAN 


Midwest Appliance Distributing 
( Detroit, announces the addition 
Hart Macdonald and Wallace 
IN t . iit gal atiot Mr 
Macdonald ’ ormerly wit! the 
H M { ( and Mr. Kraft 
Y ¢ LaSalle Electrical 
_ { t net \ ance 
i i ‘ the metro ta 
det ¢ 
NEW JERSEY 
\\ S Duke Wanke s hee 
ed to hea anew kitchen plat 
A 4 aie sie it the Nort 
( t " (,ene il Electri \p 
é I Bloomfield, according 
c.f Sa manage M Wank 
i hee ulvertising and ales p 
t i iv¢ . new worst ¢ 
\ t i ised G-E dealers 
" tchens His esso 
i addy v 1 ales promotior 
inage Russel J Zabriskie \ ’ 
i hee is ited vit ip iance 
inutacture throug newspaper 
‘ M /abriskie started off 1s 
‘ b b ‘ orting the bran s 
Lit the G-E automat Vasnert 
t Trent a busy da Pa 





t Ty HVISION Fran 
Saree nage ~ manutacturing 
the S10 Harry Kilb nan 
Pre lant Pau 
g i t alist 1 home 
‘ es Willams 
XN \ - ‘ nage f 
(y { k M nanage 
i il t off, AM 
- ’ wnager of 
e \ Me ae Ts 
(y 1 Ca 
) | ( 
7 S s } 
\1 
ew 1c¢ ¢ lents 1 Ba ey G 


erat nage \ be in charge 
the Be x aut it aundry div 
\r ( | Ca I nerly gerne i 

4 nanage ead the Norge 


William 


e appliances Vision, a 
‘ wmerly merchandising man 
ive will take over the RCA Victor 





WILLIAM CONE 


livision and the engineering products 
livision All three report to Paul R 
Krich, executive vice-president 


NEW YORK 


The Charles F. Schwartz Co., 397 
Minnesota Ave., Buffalo, has been an- 
poimted distributor of Arvin radio and 
appliances in Buffalo and western New 
York, comprising eight counties 
Nash-Kelvinator 


resentatives 


Sales Corp. rep- 


gave an illustrated lec- 


Jamestown recently, sponsored 


ture in 

by Field & Wright Co., Inc. The 
speakers were Russell R. Southwick, 
sales promotion manager, Buffalo, 
zone, and Curts Upper, Jamestown 


area representative D. Neil Feek. 
vice-president and manager 
of Field & Wright. presided The 


audience was made up of salesmen, in 


general 


stallation men and other employees ot 


Field & Wright 


NORTH CAROLINA 


present 


Sutton 


street trom its 


Across the 
ation in Charlotte \. K 
In vill construct a new building a 


i cost of $200,000. According to A. K 


Suttor president, it will be about 


+ 


Vheel ¢ sa nted the Mille 

s ( Oklahoma Cit to dis 

r t space eaters and vate 
‘ nost <3 noma 


CREGON 


Neal | Schuman has been name 1 
manager of the Portland office of 
Harper-Meggee, Inc., according to 
FE. S. Carter, president Mr. Schu 


man recently was Pacific Coast man 
ager for Bendix and prior to that was 
same 


northwestern manager for the 


firm. W 


roll 
ol 


R. Johnson has been named 
er of the Portland office 
Swenson has been promoted to 
ane office of Har- 


er-Meggee to replace Gene Golihur, 





nanager of the Spok 


oO was recently appointed sales man 


ager for the Seattle ofhce 


TEXAS 


Houston, has 
been appointed distributor for Cape 
Houston trade ter 
Jeffers, 


Straus-Bodenheimet 


art radios for the 
ritory, according to George S. 
southwestern division manager of the 
Radio 


Farnsworth Television and 


Corp., makers of Capehart 


suit 5, 
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BUY 


all the U. S. Saving Bonds 
you can 


and 


KEEP 


all the U.S. Saving Bonds 


you buy 

















SEARCHLIGHT 
SECTION 


(Classified Advertising) 
“OPPORTUNITIES” 


SELLING © EMPLOYMENT ¢ MERCHAN 
DISE ¢ BUSINESS 


UNDISPLAYED RATE 

$1.20 a line, minimum 4 lines 

To figure advance payment count 5 averag 

words as a line. 

Positions Wanted (full or part Sé 
aried employment only), % the a rate 
payable in advance 

Box Numbers—Care of publ 

Chicago or San Fran 
count as one line 

Discount of 10% if full pay 


in advance tor 4 consecutive 


DISPLAYED RATES ON REQUEST 











REPLIES ( Bo Vo (ddresa t 
VEW YORK ow ,ind &S 1s 

CHICAGO rN Vichioan A 
SiN FRANCISCO: 6&8 Post st 


W 


Ir 
E 


tri 
line from our 40 page 


SELLING OPPORTUNITIES OFFERE 


ANTED: TWO Dealer Sales R 
o substantial salary 

cure and train dealers and h 
tion of commercial and consun 
manent 


basis } 


Connectior per 
e ‘ n ndustr 
States Headq 
iquiries ! strict confider 
lectrical Merchandising 
ALESMEN EXPERIENCED 
either hardware, electrical, host 
Sell maintenance and cons 
al supplies, tools and apy 


£ 
> 


compet 


catalog with freight allowance 


ete qualifications to Raymor 


11 Gratiot Detroit 








SALESMEN’S OPPORTUNITY 
Full or Part Time 
Experienced men, sell NAME BRAND 

ECTRICAL MERCHANDIS : 
TO HOME APPLIANCE & GIFT DEALERS 
Jobbing concern now nationalizi 
exclusive territories available aw! 
against commission. Write or apply ‘ , 
ZENITH HOME APPLIANCES CORP 
360 Furman Street, Brooklyn, New k 

916 West Belmont Ave., Chicago 
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LYON 


Steel Kitchen Cabinets 


The retailer who sells LYON cabinets can offer 
complete kitchens — virtually custom-built. He 
can also offer single package units in a wide 
range of sizes and types — all with the beauty. 
efficiency and long life finish that is character- 
istic of LYON cabinets. 

With a more plentiful supply of steel. we can 
expand our production. Then we will have more 
of this highly profitable line to offer new dealers. 
Meanwhile... 

Some dealers have found it possible to furnish 
us with cabinet steel — 22 gauge cold-rolled. In 
such cases we will buy the steel from you and 
ship kitchen cabinets promptly — pound for 
pound — at regular published prices. 


LYON METAL PRODUCTS, INC. 


General Offices: 721 Monroe Ave., Aurora, Ill. 
Branches and Dealers in All Principal Cities 











A PARTIAL LIST OF LYON PRODUCTS 














LPP Le 
a | QUALITY 


quality standards—of construction, opera- asvetae Cleese 
tion and finish— based on laboratory tests INSTITUTE 
that equal 20 years of use. —— 


nwLYON 


lroning Table 
Immediate Delivery 


To carry this seal, a cabinet must meet 





Today we can make 
good deliveries on this 
fast-selling item. Light. 
strong. convenient to 
open and close — has 
steel understructure and 
wood top. Get your or- 
der in now. Dealer's net 
price — F. O. B. Factory 
$4.26 each. 








s Shelving © Kitchen Cabinets © Filing Cabinets © Storage Cabinets ¢ Conveyors © Tool Stands © Flat Drawer Files 
© Lockers * Display Equipment © Cabinet Benches © Bench Drawers © Shop Boxes © Service Carts © Tool Trays © Tool Boxes 


© Wood Working Benches ¢ Hanging Cabinets © Folding Chairs © Work Benches © Bar Racks © Hopper Bins © Desks © Sorting Files 
© Economy Locker Racks © Welding Benches © Drawing Tables © Drawer Units © Bin Units © Parts Cases © Stools @ Ironing Tables 










































hurry For some reason he does not shop and the control seemed 
bring his helper—perhaps it is too Electrician is surprised. Per! ro) 
early in the morning. More screwing  Ilelper is surprised. You are yor 
and unscrewing and tapping. The prised at all. You give 


f | E ( T KI ( AL. motor starts. THE FUSE BLOWS.  ireezer does not run. You w 
rhe motor stops. Refrigeration Man get a new thermostat—per 





is surprised because he took off the freezer will run someday. 
‘jump-up” wire to the alarm at the = too, when you see the bill 
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THE HOME SERVICE department of the Hawaiian Electric Co. honored EM’s San 
Francisco editor, Mrs. Clotilde Grunsky Taylor, (fourth from right), with this oriental 
dinner at the Ishii Tea Garden in Honolulu, during her recent visit to the islands 











Whose Business Is It? 


A Customer Comments 





on Buying a Freezer 


l-lectrician ca 














iors since that dav vou back to put i new one 


GIRL HOME ECONOMICS students in Gallipolis, Ohio, don’t get left out when 


Refrigeration Man's Job new products are discussed. Here they listen to Robert McCormick, representative 
re . of the Huntington, W. Va., Wholesale Furniture Co., talk about outomatic home 
Y ible figuring, however ou tetrigeration Man's assistant stands laundering. The Cameron Electric Co. sponsored his appearance before 350 students. 
ttl I tl cS nd tvpe by th llo the presence of the head 
¢ space you Ive to uN yperating-room nurs« Tools pass ba 
p to the 1 t und forth echnical terms fill the a 
,comprt those inside vou are not so technic 
nect Must be the control. Off with itt 


















1 £ 1 
i lot Of mistake 


$ 
The Electrician's Business 
tutom 
St-pri 
ft sold 
died 
ing he 


. P . ‘ teers 
Or the elect 1 t IX eratior Man. now that a ne gard 







D Y yT t le ‘ ) e nit "1 ' en . Ny 
rh “nar dag f “pera sha ae titel ‘eche % ii ri Aah SALES TRAINING COURSE put on recently by the Mcntana Power Co. was given 
i NGS ll ae neces “OE to this distributor group at Billings, Mont. From the majcr cities in Montana the 
ist ope e valves a Mus one ireezer that does not run. 7 division sales staffs carried the course into the smaller towns in the area. The Fdison 
t rs the motor. He ound by With pati nce worn thin you call Electric Institute-National Electrical Wholesalers Assn. basic training course was used 
code. Ea time whe é IK gerat Ma gain. He realizes D. J. McGonigle, second from right, general sales manager of Montana Power, con 
gets around to it. You leave the key vou mean business and comes in a ducted the course. 
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HAND!SI! 


your customers can be 


offee-Happy' 


THE TASTEGARD, General Electric’s wonderful 
coffee-brewing feature, puts perfect coffee with- 
in the reach of everybody. 

Tastegard is a tiny hole in the stem of the 
upper bowl—a standout exclusive feature of 
every General Electric Coffee Maker. 

Tastegard makes it possible to brew coffee under scientific con- 
trol. That tiny hole won't let water boil up the stem until it’s at 


just the right heat to make perfect coitee. 


Talk Tastegard . . . and sell! 


Show customers why (and how) any General Electric Tastegard 
Coffee Maker brews 2 to 8 cups of perfect coffee, every time . . . 
makes it unnecessary to have coffee makers of different: sizes. 


Show the beautiful line of General Electrie Coffee \lakers. 


You won't have to listen long for their “Wrap it up!” 
That ringing in your ears? It’s the cash register, as the parade 


of now-coffee-happy mortals marches by. 


Why you make money fast with G. E. 


With General Electric, you don’t need a mint of money to go 
into the coffee-maker business and to keep an adequate stock 
of replacement parts. 

Four models, at prices to suit every purse, cover the range of 
your customers’ preferences. It takes only four bowls (2 upper 
and 2 lower) to service the entire line. 

The simplified line, plus fewer replacement parts, adds up to 
smaller inventory, speedier turnover, more profit to you . . . 
faster. Appliance and Merchandise Department, General Electric 


Company. Bridgeport 2. Connecticut, 


4 beautiful General Electric Tastegard Coffee Makers... 


and look at the amazingly low prices! 








tomatic Model 


$17.95 


tt-priced, all-automatic glass coffee 
t sold! Brews 2 to 8 cups of rich, 


died coffee automatically .. keeps it 


Ng hot automatically. Includes 


‘gard and all other G-E features. 


Semiautomatic Model $10.95 


One heat brews 2 to 8 cups of perfect 
coffee... flip a switeh, another heat 
keeps it hot. Cool-to-the-touch plastic 
stove, plug-in cord, and glass filter rod. 


It has Tastegard, of course. 


De Luxe Electric Model $8.95 


A fine, high-quality, completely electric 
Tastegard Coffee Maker in the interme- 
diate price range. Features a cool-to-the- 
touch plastic stove, plug-in cord, and glass 


filter rod, 


$6.95 


This two- to eight-cup coffee maker. with 


Special Electric Model 


chromium stove and plug-in cord, is one 
of the lowest-priced complet electric 
coffee makers sold! Has wide-mouth bowls, 


as do all G-E. Tastegard Coffee Makers. 


Prices subject to change without notice 


GENERAL @ ELECTRIC 

















A PERMANENT DISPLAY OF BEAUTIFUL 
a 
1, OUngHOU ye Petleh ers 
BY MULLINS 
AT THE 


MERCHANDISE MART 
\ HENEVER vou're in Chicago, be sure to visit the IN CHICAGO 





new, permanent Youngstown Kitchen display. 


You'll find it well worth while to examine the 6 sampk 
Youngstown Kitchens arranged to fit typical space 
allotments in tyvpu al homes. Each kitchen on display 
is complete in every respect. You'll find tried-and-true 
suggestions for arranging Youngstown Kitchens in “L? 
“UY and corridor types as well as with snack bars and 


in other similar variations 


Someone will alwavs be in attendance. ready with full 
information. A complete line of Youngstown literature 


is also 1\ ailable 


Meet us at the permanent Youngstown Kitchen display 
n Room 1119 of the Merchandise Mart, Chicago 


Ti lephon SUp« rior 7388. Jouw are always welcome 





Here's your chance to see the latest Youngstown develop 
ments in kitchen products. Be sure to see and examine the 
Mullinaider aulomat« waste-disposer on display 


7) Youngs town frilchers 


BY MULLINS 


MULLINS MANUFACTURING CORPORATION e@ WARREN, OHIO 


World’s largest makers of steel kitchens 


Dir, 


